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Maps Big Spring Magazine Campaign 


MILWAUKEE, Feb. 6—Joseph 
Schlitz Brewing Co., which again 
led the brewing industry in total 
sales last year, will launch a heavy 
magazine ad campaign this spring 
featuring quite a few four-page 
ads that will utilize new slants in 
both copy and art. 

The New Yorker already has 
reservations from Schlitz for 24 
pages, at least one of which is a 
four-color four-page _ insertion 
scheduled in May. The campaign 
will probably get under way in 
March, according to Erwin C. Uih- 
lein, Schlitz president. 

Schlitz is revealing practically 
nothing about the campaign, but it 
seems fairly certain that the new 
art and copy treatment will be a 


ABP Completes 
Revamp of Agency 
Credit Data Setup 


New York, Feb. 8—Associated 
Business Publications has revised 
its advertising agency credit ser- 
vice for its members. 

William K. Beard Jr., ABP pres- 
ident, said that the association will 
continue, as it has for 33 years, to 
collect and disseminate to members 
data on the finances, organization, 
and background of all agencies 
dealing with the business press. 
But ABP will no longer issue cer- 
tificates to agencies informing 
them that they are ABP-recom- 
mended agencies. 

The four-page application and 
financial statement formerly used 
has been revised and simplified to 
a two-page form. Agencies known 
to be placing space with business 
papers now are being sent this 
form and asked to file it at ABP. 

Once the agency has filed, it 
will be able to refer publishers to 
ABP for information regarding 
its finances, organization and back- 
ground. ABP will furnish the pub- 
lisher with any and all of the in- 
formation on the form, acting, in 
fact, as a central agency credit 

(Continued on Page 89) 


radical departure from _ current 
beer advertising. 

It undoubtedly will bear the 
mark of John Toigo, Schlitz mar- 
keting director and formerly of the 
now defunct Biow-Beirn-Toigo 
agency. Mr. Toigo, who engineered 
the famous Pepsi-Cola high- 
fashion campaign while with the 
agency, went to work for Schlitz 
last March. 

J. Walter Thompson Co. is the 
Schlitz agency. 


® Schlitz was willing to talk this 
week, however, about retaining its 
leadership in beer sales last year. 
Schlitz reports its 1956 sales were 
5,940,835 barrels. This is 75,252 
barrels more than the 5,865,583 
barrels sold by its nearest competi- 
tor, Anheuser-Busch (Budweiser, 
Busch Bavarian and Michelob). 
Schlitz makes only one brand. 

Schlitz regained leadership 

(Continued on Page 85) 
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Schlitz, Leading Beer Again in 1956,| 


INDUCEMENT—Tek Hughes division 
of Johnson & Johnson offers tooth- 
brush buyers a 60¢ refund for en- 
tering its $50,000 contest. Pages, 
giving details, break the week of 
Feb. 24 in Life, Parade, This Week 
Magazine and New York Sunday 


News. Young & Rubicam, New 


York, is the agency. 


FCC Vows Quick Word on Decisions 
as Antidote to News ‘Leak’ Trouble 


Commission to Release 
Staff Memos; Reserves 
Right to Change Mind 


By Stanley E. Cohen 

WasHrIncTon, Feb. 7—In a move 
to eliminate the “black market” 
in information about its activities, 
the Federal Communications Com- 
mission today announced that in 
the future it intends to promptly 
announce its tentative decisions in 
major cases. 

The action was taken under a 
storm of criticism which has gath- 
ered lately as a result of a com- 
plete breakdown in security with- 
in the commission in regard to 
business conducted by the seven 
commissioners at their secret ex- 
ecutive sessions. 

While the commission has never 


been particularly good at keeping 


Farm Paper Revenue Grew Slightly 


in ‘56; Total for Year Was $53,900,507 


330 Advertisers Spent 
$25,000 or More, Down 
13 from Previous Year 


Cuicaco, Feb. 7—Farm publica- 
tion revenue showed a very slight 
gain of .1% in 1956 over 1955. The 
total revenue in 1956 for 39 pub- 
lications, as reported by Farm 
Publication Reports, was $53,900,- 
507—$53,406 more than the $53,- 
843,101 the 39 publications grossed 
in 1955 (AA, Feb. 4). The 1955 fig- 
ures represented a 2.5% increase 
over the 1954 total of $52,540,220. 

Farm Journal led in total rev- 
enue, with $13,801,209, more than 
double that of its nearest compet- 
itor, Progressive Farmer (AA, Feb. 
4). 

General Motors Corp. led the 


advertisers’ list in both years. 
However, GM spent 27.7% less— 
$1,800,603—in 1956 than its 1955 


total of $2,490,496. American Cya- | 


namid Co., second in 1956 with $1,- 
673,560, almost doubled its 1955 ex- 
penditures of $853,457. 

Five companies spent $1,000,000 
or more each in 1956; only two hit 
that bracket in 1955. In both years, 
104 advertisers spent $100,000 or 
more. 


s Fewer advertisers spent $25,000 
or more in farm publications in 
1956 than in 1955. In 1956, 330 
were listed by Farm Publication 
Reports; in 1955 there were 343. 
Advertisers who spent $25,000 or 
more in the 39 publications meas- 
ured by Farm Publication Reports 


are listed on Page 87. . 


its business secret, recent “leaks” 
included information about tenta- 
tive decisions in half a dozen im- 
portant tv station contests, the 
text of a supposedly secret report 
opposing any relaxation of the 
commission’s “multiple ownership” 
rules, and daily leaks on tentative 
decisions on proposals to de-inter- 
mix a number of large markets. 


® The commission’s brief an- 
nouncement said, ‘““‘The commission 
will issue a new series of public 
notices reporting the substance of 
its instructions for staff prepara- 
tion of documents looking toward 
certain actions in important dock- 
et cases. 

“This separate series will be en- 
titled: ‘Commission Instructions in 
Docket Cases.’ 

“Announcement of this prelimi- 
nary step will not constitute com- 
mission action in such case, but is 
merely an announcement of prom- 
ised disposition. The commission 
reserves the right to reach a dif- 

(Continued on Page 88) 


End of ‘Co-op’ Brings 
‘Objective’ Media Buying, 
Chrysler Exec Tells Reps 


Derrort, Feb. 6—From now on, 


|| autgmobile advertisers are going to 


be “flexible as they have never 
been before”—and the result will 


|| be quite an added selling burden 


on the newspaper representative. 
That was the essence of the first 


public comment by an auto com- 


3 Cigaret Makers 
Show Gains in ‘56; 
2 Others Decline 


New York, Feb. 7—-Three of the 
cigaret industry’s “big five” racked 
up increased sales last year, while 
the biggest of the five—American 
Tobacco—slipped a little from its 
55 sales pace, as did the smallest 
of the group, P. Lorillard. 

R. J. Reynolds Tobacco Co., 
which released its annual report 
today, reports sales for 56 were up 
10.5% to $957,366,846, highest sales 
record in the 81-year history of the 
company. Its net earnings in- 
creased to $61,912,680, a gain of 
$8,645,043, or 16.2% over the pre- 
vious record of $53,267,637 estab- 
lished in 1955. 

Although the annual report of 
Philip Morris Inc. is not yet ready, 
Parker McComas, president, in a 
statement released earlier this 
week, predicted that the company’s 
1956 sales will be about 10% ahead 


(Continued on Page 85) 


Democrats Want to Curb 
Individuals; Republicans 
Would Ban Union Gifts 
WASHINGTON, Feb. 7—A _ drive 


to enact legislation placing more 
realistic ceilings on political con- 


tributions and expenditures shaped 
j}up in Congress this week, follow- 


Last Minute News Flashes 


Libby Pineapple Leaves Foote, Cone for JWT 


Cuicaco, Feb. 8—After 90 days of “gradual transfer,” Libby, McNeill 
& Libby has moved its canned pineapple account from Foote, Cone & 
Belding to J. Walter Thompson Co., which handles the rest of the 
company’s fruit advertising. Libby officials said the move was aimed 
at greater efficiency and divisional advertising and had nothing to do 
with FC&B’s acquisition of part of the Dole Hawaiian Pineapple Co. 
account three months ago (AA, Oct. 29, 56, et seq.). 


Phillips Is Named Ad Head at International Nickel 


New York, Feb. 8—Maurice J. Phillips, who has been assistant since 
1952 to Robert L. Lloyd, advertising manager of International Nickel 
Co., is succeeding Mr. Lloyd, who is retiring, the company will an- 
nounce Monday. Mr. Phillips has been with International Nickel since 


1920. 


GE Reportedly Plans Major Spot TV Campaign 
New York, Feb. 8—General Electric Co. reportedly is planning a 
major spot television campaign using weather programs. Young & 


Rubicam is the agency. 


(Additional News Flashes on Page 89) 
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Auto Advertising Changes Put Heat 
on Newspaper Medium, Forbes Finds 


pany executive on the meaning of 
the new change in co-op advertis- 
ing which the Big Three auto com- 
panies have put into effect. Under 
the new policies, franchised dealers 
will no longer pay the factory so 
much per car for “co-op” advertis- 
ing; instead, the manufacturer will 
provide the money, then tack the 
cost onto the price of the car (AA, 
Dec. 10, 56, et seq.). 

Richard E. Forbes, director of 
advertising and sales promotion, 
Chrysler Corp., commented on the 
new system at a meeting of Detroit 
newspaper representatives. He hit 
heavily on the “new challenge” to 
newspaper salesmen. 


s “No longer can failure to ‘make 
the list’ or ‘get an A schedule’ be 
passed along to someone else. . .” 
he declared. “Now the primary re- 
sponsibility is yours. Now you 
must accept the responsibility for 
your newspapers’ success or failure 
to be included in any automobile 
manufacturer’s newspaper list.” 
Mr. Forbes acknowledged that 
cancelation of the old co-op plans 
has had “some negative reaction” 
on the part of some newspapers. 
“Actually, I think it’s the oppor- 
tunity of a lifetime if the rep really 
knows and sells his market,” he 
commented. “Heretofore money 
had to be spent in a market. Now it 
doesn’t necessarily have to be.” 
From now on, media decisions 
will be made “objectively, based 
on sound advertising and market- 
ing criteria...” said Mr. Forbes. 
“Under the new arrangement, I 
know that the manufacturer is not 
(Continued on Page 85) 


Legislators Drive to Limit Political 
Spending; Parties Disagree on How 


ing the release of a report show- 
ing that at least $33,000,000 was 
spent by major parties and their 
“rump” groups in last fall’s elec- 
tions (AA, Feb. 4). 

From data contained in the re- 
port, over $18,000,000 went for ad- 
vertising and related promotional 
purposes, with nearly $10,000,000 
for radio and tv alone. 

While Senate Majority Leader 
Lyndon Johnson (D., Tex.) has 
predicted the approval of new 
election laws this year, the report 
of the Senate subcommittee on 
privileges and elections indicates 
sharp bi-partisan differences of 
opinion on the kind of legislation 
that should be enacted. 


= The committee’s majority heav- 
ily indicated its concern over the 
amount of money contributed to 
Republicans by directors and offi- 
cers of leading corporations. On 
the other hand, Republicans fo- 
cused attention on contributions to 
Democrats by labor unions. 

The chairman of the subcom- 
mittee, Sen. Albert Gore (D., 
Tenn.), said he is drafting legis- 
lation limiting the amount of mon- 
ey any individual can contribute 
for political purposes. Meanwhile, 
the newly installed Republican 

(Continued on Page 88) 
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Ads on Foil Helped Reynolds Reach 


Top Management, 


Aluminum Marketer 
Tells of Readership 
Study at ABP Session 


Cxicaco, Feb. 6—Advertisements 
printed on aluminum foil, which 
also were used as mailing pieces, 
proved effective in reaching top 
management, R. W. Christensen, 
director of industrial markets and 
advertising, Reynolds Metals Co., 
said today. 

Speaking at the annual midwest 
conference of Associated Business 
Publications, Mr. Christensen 
pointed out that a Reynolds foil 
ad that appeared in Fortune last 
year received an unaided recall 
rating of 14.8%—by far the high- 
est rating for any ad in that issue. 
The next highest ad received a 
6.8% rating, with the average ad 
being rated slightly higher than 
2%, he said. 

In the aided recall classification, 
the ad had a rating of 36.2%, as 
compared with 23.6% for the next 
highest rated ad, he said. A total 
of 154 persons were interviewed 
in the readership study, conducted 


St. Bernardino of 
Siena Now Officially 


Admen’s Patron Saint 


New York, Feb. 6—If advertis- 
ers everywhere are like advertisers 
in Italy, they now have a patron 
saint, named recently by Pope Pius 
XII. 

The patron is St. Bernardino of 
Siena, who was recently designat- 
ed by the Vatican as patron of 
advertisers in Italy. The Pope 
named St. Bernardino in an Apos- 
tolic letter last Oct. 19, but the 
nomination was published by the 
Vatican only last week in the of- 
ficial “Acta Apostolica Sedis.” 

St. Bernardino, a nobleman who 
became a Franciscan priest in the 
14th century, won his new title by 
virtue of his habit of writing the 
letters “IHS” on walls and build- 
ings wherever he traveled in Italy. 
The initials comprise the Greek 
monogram meaning “Jesus Christ.” 
A celebrated preacher, St. Ber- 
nardino—“the apostle of Italy”— 
prefaced each sermon by installing 
a board bearing the monogram 
near his pulpit. 


s Naming patron saints is not new 
in Roman Catholicism. The church 
honors the following, among oth- 
ers: St. Francis de Saies, patron 
of writers and reporters; St. 


Luke, patron of painters; St. John 
of God, printers; St. Gabriel, ra- 
dio and tv workers; St. Genesius, 
stenographers; St. Nicholas of My- 
ra, pawnbrokers; St. Andrew, old 
maids; St. Vitus, comedians. 


MRS. RUTH STACK, formerly fashion 
coordinator of Hicks & Greist, has 
been elected exec vp of Dundes & 
Frank, New York. She previously 
was group merchandise director of 
Biow Co. and merchandising vp of 
Cramer-Tobias-Meyer. 


= \land general 


Christensen Says 


by Mills Shepard. 

The same ad was used later as 
a direct mail piece and sent to 
10,500 presidents of large compa- 
nies, Mr. Christensen added. Two 
mailings several months apart, 
plus the ad in Fortune and Indus- 
trial Design, resulted in 370 in- 
|quiries—all from top manage- 
| ment, he said. 


® Reynolds invested $7,750,000 in 
advertising in 1956, he said, of 
which $2,250,000 went into pub- 
lications. Of the $875,000 that Rey- 
nolds invested in business publi- 
(Continued on Page 36) 


Stamp-Loving Wives 
March on Capitol; 


Foes Countermarch 


NASHVILLE, Feb. 6—Day before 
yesterday the Tennessee senate 
passed and sent to the house of 
representatives a bill to levy a 2% 
gross receipts tax on all transac- 
tions where trading stamps are is- 
sued. 

Then last night the lower cham- 
ber voted 53 to 17 to send the bill 
back to committee following an 
organized protest by housewives 
who want trading stamps. 

Highlight of the protest was an 
evening march on the state capitol 
by more than 100 women. The 
marchers carried banners reading, 
“Don’t let them take our stamps 
away!” 


® In addition, members of the 
house received a barrage of letters, 
telegrams and phone calls protest- 
ing the bill. Its opponents, led by 
Lee Hirst, public relations man for 
Sperry & Hutchinson Co., largest 
national trading stamp operator, 
used large newspaper ads to urge 
Stamp savers to ask their represen- 
tatives to vote against the measure. 

Proponents of the bill—which 
would virtually forbid the use of 
stamps in Tennessee—were using 
handbills to point out that the 
| South Carolina house of represen- 
tatives, a week ago, passed a res- 
olution calling for strict enforce- 
ment of an 1887 state law banning 
the use of trading stamps as an 
inducement to buy food. 

In addition to the 2% tax, the 
Tennessee bill would require all 
stamp dealers and those giving 
away stamps to pay a privilege 
tax of $600 a year. An equal tax 
could be levied by cities and coun- 
ties. o 


ANTI-STAMP BILLS 
ARISE IN MARYLAND 


ANNAPOLIS, Mp., Feb. 6—In a 
maneuver to support the state’s 
| 3,000-member Independent Retail 
Grocers Assn. in its fight against 
the trading stamp influx, a bill 
has been introduced into the Mary- 
assembly to force 
stamp companies to pay the state 
treasury for the face value of each 
stamp remaining unredeemed for 
one year. 

According to the bill’s sponsors, 
it is hoped that the bookkeeping 
problems arising from such a law 
|would drive the 
companies out of Maryland. An- 
| other delegate to the assembly has 
indicated that he will go a step 
further and 
|completely outlaw the distribution 
of trading stamps. 

Joseph L. Manning, executive 
secretary of the trade association, 
has stated that his organization 
will go all out to kill trading 
stamps in this area, and will sup- 
port both of the anti-stamp bills. 

Up to now, anti-stamp retailers 
have been fighting the stamp com- 
panies through court litigations. e 


trading stamp | 


introduce a bill to| 


What do you think ? 


tives of € 


exclusively in The Canadian 


MONTREAL, Feb. 5—Concerned 
with the attitude of university stu- 
dents towards advertising, a lead- 
ing Canadian agency is making a 
special bid for them to express 
their views. 

In a series of page ads in the 
Canadian University Post, Harold 
F. Stanfield Ltd. is inviting stu- 
dent views on advertising. The 
Post, the only national university 
student magazine in Canada, has a 
circulation of some 56,000 and cov- 
ers all English-speaking universi- 
ties in the country. 

Consisting entirely of copy, each 
ad features a message to students 
from a leading Canadian indus- 
trialist. 


s It all started when a Stanfield 
client reported to the agency that 
students at his daughter’s school 
had heartily approved a debate 
resolution to the effect that “ad- 
vertising is a necessary evil.” 

Although aware that the job 
probably belonged to an advertis- 
ing association, Stanfield set out to 
clear up campus misconceptions 
about advertising, to sell it as a 
career and to collect students’ 
views. 
| Each message will be signed by 
|a president or chief executive offi- 
cer of a Canadian company whose 
| products are nationally advertised. 
| The ads also solicit readers’ 
comments on the ad message or on 
|advertising in general. They hold 
j}out the possibility of replying 
comments at a later date. 

Two indirect motives in the cam- 
paign are (1) to interest students 
in an advertising career and (2) 
the realization that attention cre- 
ated by the ads will reflect ad- 
vantageously on the agency. 


s Some of the scheduled ads: 
“One of the great freedoms— 

freedom of choice.” Copy points up 

the benefit of freedom to choose 


As one of Canada’s larger advertsang agencies, we 
are vitally interested in all public reactions tw 


anadian compames whose products are 
Rationally advertised They are being published 
aeversty Post 
We should like very much to hear your com 
menu ~ cithes on the views expremed here by 


Advertising creates employment 
and builds security 


Perhaps you have never though: of it in quite this way, but your 
fucure earning power and the kind of life you will have after 
you have finished your schooling may depend largely on advertising. 


In the rather complex kind of econamy we have today, the actual 
end results of advertising spread out in constantly widening circles, 
like the ripples made by a pebble towed into a quiet pond 


The first and main purpose of advertising, of course, is to sell 
goods or services. When advertising is done honestly and effectively, 
the more advertising there is the more sales it creates. More sales 


naturally mean more consumption of merchandise and an increasing 
demand tor services. And both of those increases, in turn, mean 
there is more work to be done in trying to keep up with the demand, 


That means, first, more jobs in the company that did the advertising. 
But it doesn't stop there. The effects of an increased volume of 

business are fek right down the line — through all of the many 

firms with which the advertiser does business. The suppliers of 

raw materials and machinery, of office equipment and paper, printing, 
packaging and shipping facilities, all have more work to do, more jobs 

to be filled. And so do the advertising agency, the publishers, the 

radio and television stations and the wholesale, retail or industrial sales 
organizations through which the company's products are distributed and sold. 


With more and more jobs to be filled, there is inevitably more prosperity 
and more security for everybody. Career opportunities are greater 
Wages and salaries are higher. Promotions in most lines of business 

can be earned more rapidly. And the professions, the sciences and 

arts all share in the increased general prosperity 


Next time you hear someone question the economic importance of 
advertising, just remember that advertising. by selling more goods to more 
people, makes businesses prosper and grow. Advertising is 

helping to make your home. your family, your education and your 

future income more secure. 


Re. bom 


LEO EBV, Ponentene 
MONSANTO CAmABa simite® 


Mr. Ryan of on any other aspect of advertising 
you may feel like discussng 


Hi you are willing to take the time to 
letter about it, you may be sure it 


write usa 
will be welcomed 


address your letter io. Managing Director, Harold 
F Stanheld Limited, Dominion Square Buskding, 
Monueal 


HAROLD F. STANFIELD LIMITED 
Advertising 


monretay 


INSTITUTIONAL—Here is one of a series of eight ads asking for uni- 

versity students’ comments on advertising. The series, handled by 

Harold F. Stanfield Ltd., is appearing in the Canadian University 
Post. 


Stanfield Ltd. Ads Aimed at College Youth 
of Canada Do PR Job for Whole Ad Industry 


from a wide variety of goods and 
services. 

“Advertising creates employ- 
ment and builds security.” 

“Advertising can’t afford to be a 
sometime thing.” Stressing de- 
pendence of volume business on 
consistent advertising. 

“Dishonesty in advertising sel- 
dom happens—and never pays.” 

“Advertising needs young peo- 
ple with imagination, good taste 
and vast curiosity.” 

Signing the first six messages— 
others to be named later—are 
Samuel Bronfman, president, Dis- 
tillers Corp.; Leo E. Ryan, presi- 
dent, Monsanto Canada Ltd.; H. 
Norman Davis, president, Ogilvie 
Flour Mills; H. H. Woodward, 
president, Tooke Bros. Ltd., Leon 
H. Block, president, W. A. Sheaffer 
Pen Co. of Canada, and J. E. B. 
Greaves, vp and managing director, 
Fry-Cadbury Ltd. 


® The agency is publishing a bro- 
chure with reproductions of the 
eight ads for distribution to 1,500 
executives in business, publishing 
and university circles. ° 


Richards Boosts Dreier 
Charles Dreier Jr., 
manager of the media department 
of Fletcher D. Richards Inc., New 
York, has been appointed media 
director of the agency. John J. 
Meskill, formerly a space buyer, 
succeeds Mr. Dreier as media de- 
partment manager, and Peter T. 
Collins, James N. Buttrick and Ed- 
ward R. O’Shea have been named 

space buyers in the department. 


Arthur Hedges Named A.M. 

Arthur J. Hedges has been 
named advertising manager of the 
Edison Storage Battery division of 
McGraw-Edison Co., West Orange, 
N.J. Formerly sales promotion 
manager, he succeeds A. E. Damon, 
who has resigned. 


formerly | j 
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TV Now Loses 
to Theaters, 
Says Sindlinger 


Diet of ‘Old-New’ Films 
on TV Satiates Public, 
Says Opinion Researcher 


PHILADELPHIA, Feb. 5—The 
American public is gradually turn- 
ing away from tv and returning to 
such pursuits as movies and read- 
ing, Albert E. Sindlinger, president 
of Sindlinger & Co., Ridley Park, 
Pa., told the Allied Drive-In con- 
vention here last week. 

Reasons for the switch, he said, 
are: (1) People are becoming 
more selective about their tv 
watching and (2) the “old-new” 
|feature films being telecast are 
“whetting the public’s appetite to 
see the newer pictures playing at 
theaters.” 

Theaters have been feeling this 
gain since last July, Mr. Sindling- 
er told the exhibitors. A year ago, 
he pointed out, the nation’s the- 
ater operators were hoping for 65,- 
| 000,000 total admissions a year, 
| whereas now they are aiming for 
| 100,000,000 a year. 

The trend away from tv and to- 
| ward movies has been inevitable, 
| Mr. Sindlinger asserted. “This con- 
| clusion is based on our experience 
|in all sections of the nation that 
70% tv ownership in an area or in 
2 community generally marks the 
turning point in the downward 
trend in theater attendance caused 


(Continued on Page 90) 


UAW Local Sues 
‘Bristol Press’ 
for Ad ‘Libel’ 


HARTFORD, Feb. 6—The Press, 
Bristol, Conn., afternoon daily, is 
named defendant in a $25,000 libel 
suit filed in the Hartford superior 
court. 

The suit, brought by Local 712, 
United Auto Workers, accuses the 
newspaper of holding the union up 
to “public ridi ule and humilia- 
tion.” ; 

The Press, according to the UAW 
local, printed an advertisement 
signed “Union Members,” which 
apologized for “disgraceful and 
uncalled for violence shown by 
some of our juvenile-minded 


members” during a strike at the 
Wallace Barnes Co. plant in Bris- 
tol. 

The suit terms the ad “false and 
defamatory.” e 
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SERENE—The relaxed girl here has 
reasons—one of which is her new 
Gantner of California bathing suit. 
The color page, part of Gantner’s 
spring campaign, appears in the 
Feb. 16 New Yorker and Feb. 15 
Vogue. Ogilvy, Benson & Mather is 
the agency. 
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Nielsen Expands 
‘Clearing House’ 
Coupon Setup 


Cuicaco, Feb. 5—After a six- 
month pilot test of its projected 
“clearing house” for coupons, A. C. 
Nielsen Co. has put the system into 
permanent operation and has ex- 
panded it. 

The clearing house scheme, an- 
nounced last spring (AA, May 28, 
56), permits food merchants to 
send all coupons which cross their 
counters to one source—a new of- 
fice of the Nielsen headquarters 
here, headed by Kirk Tischler, for- 
merly mail order sales manager of 
Montgomery Ward & Co. 

Mr. Tischler’s coupon Clearing 
House then pays the retailer, dis- 
tributes the coupons to the adver- 
tisers who originally issued them 
and is paid by the advertisers. 
Nielsen estimates that more than 
1,000 manufacturers currently are 
issuing coupons. 


s When the pilot operation started 
last July, 700 midwestern retailers 


took part. Now the operation has! 


expanded to 21 states east of the 
(Continued on Page 60) 


Industrial Ads?— 
‘Horrible,’ Says 
Lionni to NIAA 


New York, Feb. 5—Leo Lionni, 
art director of Fortune, gave his 


reaction to industrial advertising| 


yesterday, classifying it as horribiy 
executed. 

Mr. Lionni, who formerly was 
art director on the Olivetti series 


at N. W. Ayer & Son, told the New | 


York chapter of the National In- 
dustrial Advertisers Assn.: “The 
best thing that could happen to 
industrial advertising would be no 
more than two type faces, one 
signature and, above all, one idea.” 

Speaking in a light but pointed 
vein, he blamed part of what’s 
wrong with industrial advertising 
on art directors. 


s “They’re layout people, but you 
seldom see copies around of the 
magazines they’re making ads for,” 
Mr. Lionni said. “Many don’t care 
to read these magazines, don’t 
know about them, and care less.” 

Ads that are perfectly good and 
interesting for one magazine are 
horrible in another magazine, he 
said. 

“And the layout people faced 
with a problem of producing an ad 
say they have to write a 7x10” ad, 
as if it’s flat, two-dimensional and 
static.” J 

Most advertising is so dull be- 
cause the copywriter does it the 
way he always does it, Mr. Lionni 
declared. 


® Such people, he said, never try 
to find out why things are where 
they are in advertising. The signa- 
ture goes in the righthand bottom 
corner because it always goes in 
the righthand bottom corner. 

“Why not at the top, in the mid- 
dle, in the headline,” he asked. “Or 
why any signature at all? The 
height of my career was an Oli- 
vetti ad with no signature, just an 
arrow pointing to it on the ma- 
chine.” 

Today’s industrial ads don’t give 
any information, try not to say 
anything or to say it in the dullest 
possible way, he said. 

“If this association would per- 
form a service for its members and 
victims it would take a series of 
ads and try to take out those things 
that have no meaning or interest, 
things that are there only to please 
those in the family,” Mr. Lionni 
added. e 


| 


Landau 


Driscoll 

PIONEER CUSTOMER—Ely Landau, president of NTA Film Network, 

New York, welcomes Warner-Lambert Pharmaceutical Co. as the 

first sponsor on the network’s 128-station lineup. Sponsor’s repre- 

sentatives on hand included Albert E. Driscoll, president, and Elmer 
H. Bobst, chairman, of the pharmaceutical company. 
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CBS TV Film Uses 
Helicopters to Get 
‘Whirlybirds’ Aloft 


New York, Feb. 6—CBS Televi- 
sion Film Sales is using the razzle 
dazzle promotion approach to get 
its new “Whirlybirds” series off to 
a flying start. This syndicated 
show, which was filmed by Desilu 
Productions, already is set to run 
in more than 100 markets. 

Contests; pretty girls and heli- 
copters are being used in this mer- 


chandising drive, which was set 
up by Walter Scanlon, promotion 
and merchandising manager of 
CBS-TV Film Sales. 

Kickoff for the drive came last 
month in Omaha, Neb., when the 


| have paid off at the box office, 


show had its “national premiere” 
,on WOW-TV under the sponsor- 
|ship of National Biscuit Co. and 
| Continental Oil Co. To call atten- 
tion to the new program, this sta- 
tion staged a helicopter air show 
and a “Miss Whirlybirds” beauty 
contest. 

This buildup effort seems to 


| judging from the initial rating for 
the show, which scored an Amer- 
ican Research Bureau rating of 
42.5 on its first telecast. This rat- 
|ing was more than double that of 
the nearest competitor. 


®s In New York, where the film 


(Feb. 7), the telecast is being bal- 
lyhooed with a contest for small- 
fry viewers and an air show. The 
kids have been asked to send in 
a drawing of a helicopter. . 


National Spot Radio 
Neared $150,000,000 
in ‘56, Says Analyst 


New York, Feb. 6—National 
spot radio for December, 1956, 
reached an estimated volume of 
$13,386,000, according to figures 
compiled for the Station Represen- 
tatives Assn. by Price Waterhouse 
& Co. Final monthly estimates for 
1956 brought the year’s estimated 
gross total to $149,921,000, $79,000 
short of an earlier estimate of 
$150,000,000 by the association. 

Lowest month reported for the 
year was April, with $10,278,000. 
The highest was November, with 
more than $16,000,000 reported. In 
1956, national spot radio was up an 
estimated 24.5% over the 1955 fig- 
ure. 

Since the association’s estimated 
total for 1955 was 5% lower than 
the figure released by the FCC, 
expectations are that the 1956 FCC 
figure will exceed the $150,000,000 
mark. * 


Authenticolor Moves 
Authenticolor Inc., custom color 
| film laboratory for the advertising 


Wigs (‘Conceivably Could Expand’ Liquor Use... 


| 


French Cognac Group’s 
Ad implies Drink Keeps | 
Old Folks ‘Spry, Alert’ — 


New York, Feb. 6—Evidence is 
growing that the liquor industry 
may be getting ready to stick its 
neck out—experimentally—to see 
whether or not anything can be 
done to ease the legal and moral 
taboos that prohibit the use of 
therapeutic themes in liquor ad- 
vertising. Here is some of the evi- 


Newspaper Ads Can 
Be Less Palatable, 
Media Man Decides 


New York, Feb. 5—According to 
one adman, potentially offensive 
advertising can be used with less 
danger in newspapers than in 
broadcasting media, since “the 
audience is not a captive one.” 

In a talk before the Radio & 
Television Executives Society’s 
time buying and selling seminar, 
Sam Frey, media director of Col- 
gate-Palmolive Co., cited examples 
of ads he had seen in newspapers 
for curing a “sticky mucous drip” 
and for constipation relief which, 
he said, would not find a place on 
the air waves because of the un- 
palatable character of the ads to 
unafflicted portions of the audi- 
ence. The newspaper audience has 
the choice of reading or not read- 
ing the ad, he said. 


s Mr. Frey also commented that 
the ultimate fate of an advertiser’s 
dollar rests with the creative men, 
not the statisticians, since admen 
are all expected to be good tech- 
nicians in their jobs. 
Fundamentally, he indicated, an 
advertising medium’s efficiency 
should be measured in terms of its 


‘Therapy’ Appeal May 
Be Used in Liquor Ads 


dence: 

The French National Assn. of 
Cognac Producers ran an ad in the 
Feb. 4 issue of the Wall Street 
Journal—tfirst of a series and the 
first it has used in a consumer 
publication—which points out that 
cognac “in the literature of geri- 
atric medicine is a gentle agent to 
relax tension, a pleasant inducer 
of euphoria.” The latter is defined 
as “a feeling or state of well be- 
ing.” 

Business papers in the liquor 
industry are hailing this ad as 
“an important first for the indus- 
try” and are congratulating the 
association for “breaking the sound 
barrier.” 


® Licensed Beverage Industries, 
public relations and educational 
group which represents all seg- 


£ euphoria By 


Strange word with pleasant de- 
finition: “A feeling or state of 
well being.” 


What induces same? 


The big contract...a hole in 
one...an epicurean dinner... 


In the literature of geriatric 
medicine, cognac brandy is often 
cited as the harbinger of good 
appetite, a gentle agent to relax 
tension. a pleasant inducer of 
euphoria. 


Only from the singularly fa- 
vored soil of the Charente district 
of France is the grape nurtured. 
only here is the sunlight trapped 
to make the eau de vie —the 
“water of life’ —that is the 
friendly accompaniment of the 


good, the true and the beautiful. 


In the Charente district, people 
ability to move goods for the ad- — 


will be sponsored on WPIX by | business, has moved to the Hotel 


R. J. Reynolds Tobacco Co. and | Shelton, 525 Lexington Ave., New | 


Duffy-Mott Co., starting tomorrow 


York. 


vertiser, rather than in terms of 
the lowest cost for reaching the 
| greatest number of people. e 


New York, Feb. 5—Now it looks | 
as if the candy people may be pro- 
moting themselves right out of 
business. 

The implication of an address by 
one speaker before the Associated 
Retail Confectioners of the U.S. 
last week appears to be that candy 
men should quit promoting and, 
perhaps, start bootlegging their 
products. 

Because “self indulgence is con- 
sidered, in our society, to be 
morally wrong,” John Kishler, 
communications and marketing 
consultant, told the candy retailers, 
“people tend to feel guilty about— 
and control their eating of—‘in- 
dulgence foods’ such as candy. 

“Most people,” he said, “consider 
candy to be ‘good’—i.e. delicious— 
but ‘bad’ for them. Exaggerated 
ideas about the bad effects of can- 
dy on teeth and diet, which are 
rather universal, are largely re- 
flections of people’s puritanical 
ideas that, because candy is good, 
it ought to be ‘bad’ for them.” 


® The motivation consultant then 
went on to explain: “Over-valua- 
tions of the goodness and badness 
of candy stem from early parental 
prohibitions and restrictions on 
children’s candy eating and from 
its use as a reward and punish- 
ment device. 

“Parental prohibitions give can- 
| ay a ‘forbidden,’ and therefore 


desirable, image,” he said, adding 


Ads to Remove Guilt from Candy May Hurt Sales, Says Kishler 


that “its use in discipline gives it 
a ‘specialness’ and an exaggerated 
emotional tone. 


s “Everybody likes candy; many 
fear they like it too much; most 
feel some need to control their 
liking for it to some degree,” said 
Mr. Kishler. “Thus the problem 
of selling candy is less that of get- 
ting people to like it or want it... 
but of getting them to relax the 
somewhat irrationally exaggerated 
inhibitions they place on their ap- 
petites and their buying behavior.” 

“Special occasion” promotions 


$50,000,000 in ‘57? ... 


Sweets Ads to Hit 
New High, Says 
‘Candy Industry’ 


New York, Feb. 5—Candy, choc- 
olate and chewing gum advertis- 
ing budgets will be increased by 
about 10% in 1957. The industry 
enjoyed record sales last year and 
hopes to set new records this year, 
according to a survey by Candy 
Industry & Confectioners Journal. 

The industry’s 38 major adver- 
tisers plan to invest a total of $33,- 

(Continued on Page 54) 


such as Valentine’s Day give peo- 
ple “acceptable rationalizations for 
indulging themselves with candy 
but also heighten feelings that it 
should be eaten only on a limited 
number of occasions,” Mr. Kishler 
said. The over-all effect, he said, 
is to encourage the notion that 
casual, everyday consumption is 
wrong. 


s “One basic approach to encour- 
aging more casual, less guilty, 
everyday consumption of candy is 
to promote the idea that people 
‘owe it to themselves’ to gain re- 
newed energy from candy to cope 
with the stresses and strains of 
modern living,” Mr. Kishler sug- 


gested. 

This gives candy a purpose be-| 
yond mere self indulgence and is} 
compatible with the puritanical | 
values of our culture, he said. 


But the more this approach suc- | 
ler indicated: 


parental attitudes toward chil-| 
dren’s candy eating, which are! 


slowly evolving in our culture, | 


sirable, less special and less unique. 


s “The effect of this is to put can- 
dy in increasing competition with 
other orally satisfying products 


are likely to make candy seem less | 
‘forbidden’ and therefore less de-| 


live for a long time, and in their 
old age are quite spry and alert. 


FRENCH NATIONAL ASSOCIATION 


% OF COGNAC PRODUCERS. 


COGNAC, FRANCE 
ments of the industry—distillers, 
vintners, wholesalers, retailers, 
taverns, etc.—reports in its Janu- 
ary “Newsletter,” that “a signifi- 
cant body of medical and scientific 
knowledge on the role of beverage 
alcohol in modern society and its 
relationship to good health, well- 
being and longevity has emerged 
from a long range research project 
initiated by LBI.” A comprehen- 
sive memorandum is being pre- 
pared and will be ready for dis- 
(Continued on Page 87) 


Assignment Shift at 
NBC Gives Kintner 
Added Responsibility 


New York, Feb. 7—Robert E. 
Kintner, former head of American 
Broadcasting Co., who joined Na- 


ceeds, the more it fails, Mr. Kish-| tional Broadcasting Co. Jan. 1 as 


one of five exec vps, already has 


“Paradoxically, more permissive | moved up a notch in the NBC high 


command. 

This week Robert W. Sarnoff, 
president of NBC, named Mr. Kint- 
ner exec vp for television network 
programs and sales, replacing 
Thomas A. McAvity, whose new 
title is exec vp for staff. 

This puts Mr. Kintner, who has 
quite a reputation for high level 
salesmanship, into a key spot in 


and thus contribute to a contract-| the tv network, which is battling 
ing candy market.” 


(Continued on Page 87) 
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Plymouth Retains 
Ayer, but Listens 
to Agency Pitches 


Detroit, Feb. 8—Plymou th, 
which recently heard a “terrific” 
presentation from D’Arcy Adver- 
tising, has no intention of chang- 
ing agencies, according to Jack 
Minor, vp in charge of sales for 
that division of Chrysler Corp. 

But in the next few weeks it 
will hear two more presentations 
—one from a New York agency, 
one from a Chicago agency. Mr. 


Minor did not identify them, but) 


the Chicago one is understood to 
be Leo Burnett Co. 

Mr. Minor emphasized that Ply- 
mouth “in no way solicited” the 


presentations. “I told them that in| 


all probability N. W. Ayer & Son 
would continue as our agency,” 
he said. 


s How did the persistent rumors 
of an agency switch come up? Mr. 


Minor had an explanation: 
I left Dodge and came over here, 
|people in the agency business 
called me; I told them I'd be happy 
| to see them later. 

“Then I put Plymouth in as co- 
sponsor of one of the Lawrence 
Welk shows, handled by Grant Ad- 
vertising. I knew that two agen- 
cies would wreck that show. It 
looked, however, as if Grant had 
| gotten Plymouth’s tv business.” 
| Then last summer 


for another tv show, Mr. Minor 
went on. Among those present were 
Ruthrauff & Ryan and Ayer, but 
Grant got the business with its 
| proposal for ABC-TV’s “Ray An- 
thony Show.” 

In spite of this, Grant is still 
not Plymouth’s tv agency, Mr. 
Minor insisted. “We prepare a lot 
of local footage, place a lot of 
|spots and have a big spot radio 
campaign,” he said. “All that is 
handled by Ayer.” 

Mr. Minor did confide that the 
D’Arcy presentation was “terrific” 


“When | 


Plymouth | 
heard five agencies propose ideas | 


| 


DANA FERNALD, vp of Farm Journal 


Inc., has been elected exec vp, a 

new post. He was ad manager and 

assistant to the president before 
his election as vp. 


and that “they had a lot of good 
stuff.” 

“I’m happy to listen to that kind 
of material if the agencies want to 
take the time and trouble to pre- 
sent it,” he explained. * 


COVERING OREGON'S 
ND MARKET 


REACHING 


income of 


EUGENE 
KVAL-TV 


Channel 13 


ROSEBURG 
KPIC 


Channel 4 


offer the only consistent 


or Art 


130,190 FAMILIES 
with spendable 


$68| MILLiON 


Here's the surefire way to get ta the heart 
of the nation’s rich timberiand. . 
just bursting with active sales potential! 
Use the KVAL-KPIC team, and you're reaching 
the majority of 130,190 families in the Nerth- . 
west's 5th richest market. These sister stations 


market between San Francisco and Portland. So, 
if you're buying—or planning to buy—why 
waste money? Use KVAL-KPIC, the one com- 
bination that spotlights this booming timber- 
land area. Contact your Hollingbery man, 


EUGENE — 
ROSEBURG 


coverage of the largest 


Moore and Associates. 
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| Newspaper is sued by union for “defam- | 


CN eintesertsaeteneecooncsdattiasnsennsomenions Page 2 
| St. Bernardino is named adman’s saint 
8, ff Se Page 2 


| Tv is losing viewers to the movies now, 


Sindlinger says 
Aluminum foil ads helped Reynolds reach 
top management, adman says Page 2 
Tennessee housewives march on state cap- 
itol to protest banning of trading 
IDE ccxececoyiiidennpiiaieinbcbini lactone Page 2 
Anti-trading stamp bills are being intro- 
duced in Maryland legislature ....Page 2 
Industrial ads are horrible, Leo Lionni 
tells NIAA in New York 
Helicopters are used to promote CBS-TV's 
new film series, “Whirlybirds” ...Page 3 
Nielsen puts its coupon “‘clearing house” 
system on permanent basis ........ 
National spot radio sales neared $150,000,- 
000 in 1956 Page 3 


“Offensive” ads can be used with less 
danger in newspapers, media man 
GO censeveencinsincssenngnspinpbenaipieecingipracinenen Page 3 


Candy caventiiins may reach $50,000,000 in 
57, publication says 
Candy industry ad drive seeks to remove 
“guilt” from candy eating .......... Page 3 
NBP still undecided on research group to 
eee ee Page 20 
Auto safety design impeded by admen, 
salesmen, Harper's article says .Page 22 
67% gain in non-U. S. tv stations in '56 re- 
ported by “Television Factbook” Page 26 
Judge gives Boston Post publisher another 
chance to revive paper Page 28 
Clevelanders reject brewer's offer to erect | 
bus stop canopies Page 32 


April 5 is deadline for final briefs in 
rail-truck case ..Page 40 
Bright outlook seen for bait ad law in 
New York this year Page 42 


Coin machine vendor told he must absorb 
sales tax . ..Page 44 


Sergeant's dog care products in new pro- 
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Esquire will introduce tubular socks in 
MEW CAMPAIYM ..........0c..cceccerscerssseeeee Page 50 


Baseball industry turns to pr to help boost 
attendance Page 67 
i4-page ad in April Better Homes & 
Gardens has backing of 7 advertis- 
Page 68 
Average buyer of £ $10, 000 Continental Mark 
II makes $30,000 a year 2.0.0.0... Page 68 
Ad agency is nerve center of our culture, 
Calkins & Holden's Smith says ....Page 79 
More housewives bought instant coffee in 
1956, Pan American Coffee Bureau re- 
ES ey a eT Page 79 
Navy says it will crack down on recruit- 
ing promotion costs snltettisbininntivnns Page 82 
Want ads for engineers draw replies, but 
follow-ups cool enthusiasm Page 82 
Lees & Sons launches new campaign for 
GRID . ccemcsternrinencingress ..Page 835 
WBNS-TV, Columbus, O., takes time on 
WCBS-TV, New York, to advertise it- 
self . Page 84 
New York Seheshene Co. ads tell public 
why it needs rate increase .......Page 84 
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Bruninga Joins Brammer Mfg. 
A. M. (Red) Bruninga, former- 
ly an account executive of Ruth- 
rauff & Ryan, has joined Bram- 
mer Mfg. Co., Davenport, Ia., 


| maker of Brammer wood kitchens, 

as Chicago regional sales manager 
and assistant general sales man- 
ager. He will headquarter in the 
Merchandise Mart, Chicago. 


is the size we use in the 


Growing Greensboro Market!” 


Bottlers of soft drinks have 
Greensboro market 
their marketing via 


it soft indeed in the Growing 


. and so do advertisers who put zip in 
the Greensboro News and Record. 


The big-action market of the South’s big-action state, our 12- 
county ABC Retail Trading Area accounts for 1/5 of North 


Carolina's $3 billion in annual 


retail sales. Un-cap it for your 


product with a sparkling schedule in the medium that reaches 


over 400,000 readers daily with 


its more than 100,000 circulation. 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


Sales Management Figures 


* GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


mx 
-—— — y ° 
* 


eeaneeeee#se#8e#es ¢ 


8 ERS OS ee ae igs Sg, i a er Ce ll a a ine 7% (outs woe BEV ENS tin neta ON rg a ae ie Ue a mets” IPSS Se ee, eer eee ee cy eae: ema rim aa i le Pp all ee ee ig aS Sys ee Pe ae aE Ve Gn ete me * 
ee ee eee. ee Cate ile ee o ia eae ete a gee ieee © fee ea oe ae ee Oe ee 
Ys, Meee gees > ae atc OS 2 RCs a a ege eel Ce eens. * a a oe RR rae Soe a caer me perme Nl ae ee am E aT Samir ope ete eins MME ae tye Ee eae a eee ee ee Sore 
iio ee DE aie ate Mee, tre pe. a cr Teens OS ea ee dah aati ca SR emer a yactee Tn ae May aes ee Bee et AR tapas Rae eee i ee ri pres aye 
eae eS —< ‘a it ee sa ch pp agate aa RE. a ae i ce = id Ce en ee Be ’ 
bowon 2138/2 eit tes : & es Poi Sete ee ae pei ia es ‘ Bs <i Bie Sethe : ig eee. eee ied ike lS aaa SMe ae een Re eats 
Se Br ie eS a ed rs SRE eee rs ea Sas oe Rs ie BeBe rae ate shel ah Moped falas eae 
—— . a = a 
7 . aap 2 pe. “ a 5 at ay | 
cat) eee HRA 
ig ay 4 F sto 
od, Se ¥ gi tee. 
my oe ; oe ee ‘ 
a eee ee ‘ 
eae . See 
. ae ~ 5 
glee ie sil mr? 
wey mig — | 
tee A rae ay Big) > 
: = 
SET ees ah ‘ ae © y 
i, t ’ ‘ 4 
Te - Lea. | nail $¢: s 
ayy “rr 
Po . 
= Po s a 
ec. ; 
Bee a % 
i ea | sessesccreccccsneccsconse TD : 
: secret, 58, 88 
: 62 ‘ 
| e Be 
aeeaall ss 
ee a we ae Sr iar ee ns eS : 
| 4 
7 4 <¥ 
re ES ; | s 
ee a a e 
~ @ t 
: ‘, 
. ¥ i Pe 
eres e 
re a 
yi p 
-— po hha 4.2 ' ‘ 4 } ?, i. - - 8 des - 
- pert teak & esa Slate ose. 3 : 
SJ eo ip ; 
er. . i . 
7. oe i + ie 
a (+) i = 1 H i a ; 
. \ -_ 4 J a 
: — S ++} H 
oe FA > + + , ’ ef 7 
ie pee coer Neeees | Dy 
Lae 1 , : 
stent Sas 1 7) > 
oe ee ga! 7m) " 
co aan p§ i ‘ 
eagle Coe a8 Sa — = 7 
peas the “a | a, ; i ts 
oan “en SS | 
‘ae a 
S| oe i S ~ a 
re | | Pa . 
Aes +) deal ; « 
ee ea , EY : 
#) Brs b ee, as Eb 
Te a 4 _— 7 
me ot 33 4035* “4 
ee : 4 maa: i 
<u Wea >. Be <—w 
eo Goes ww, Lt / 
yee a2! aaa ; () 
Loe ' si ets 
Bi 
ANS | 
Seg uu ey 
eer, vey & 
Sy es 
"pale elias é 
> Rey 
fe a 
. ee | 
f I 
; a = 
. 
Sa 2 i 
eee \ 
A st ; 
1 | ee 
pes 
Re He | : 
Saye ee 
rigs : ,. 
é | « : 
ee | Greehnsoorde 
ok. News and Record VW, 
Ei : 
Ce ae | 
ees \ 
ae we % | : 
J 
| 9 8 0 0000300 O—s 
Bp ee te Bs it ee ee at - Compe, oe Cae a beg is oust ee gee eC ee Ee Oe ee, ane en ee eS ee ee aa BU 
Tt NS trae iid peta tes : Bares i a CO ge ee ce 
i Se ey re ee : Pe Ae : Ripe. ame eo a. Wah erat Uo Ste sea ee a ato ie ok EN a ie ee ae ge ee 7 a ae Rae ie Ben pede Bn Le! a MO ein ee ve ee ate fo eet OP dee AN ei Babe ot coe 
ee eee Be, oe, Oey PR re eh ek ah ee ees BN ete ke ee me He eS eee SS el ofS Ge ee col SS Dace ae SP gi mum de | gai et eS Ne eS tie 
OSA SES a eg eS i i Po geedS nde ee tip 2 et Goats Meat a) el eet ahs Reve oe ap oo te oe Pee ie ie ye a Ps ae y hee ae joke ay ee ee me gives ate Saath i ee al nati em , 
a a, a ES En tele eM AE ee 


Meet the ENTHUSI/ACTIVE ones... 


We call them the ‘“‘enthusiactive "’ ones. 

How do you spot them? They’re probably your most interesting friends. They’re people on the move — not 
only moving down a ski-slope or across a tennis court, but also moving to the tops of their companies; moving 
into new and bigger, better homes; moving other people’s minds; moving a million kinds of goods — from hi-fi 


records to high-compression engines. 

This booming breed and SPORTS ILLUSTRATED go very well together. 

For SI, created specifically to cover the enthusiastic, active world of sport, is very naturally their book. You 
can meet more of them more economically in SPORTS ILLUSTRATED than anywhere else. In fact, you can meet 
700,000 families of them at the moment, but don't quote us. The number’s moving up all the time. 


ILLUSTRATED 


Now 700,000 enthusiactive families weekly 


bot AS 5) 23 seh te Ratha iat Malle acy aaa eae ee oY ee : Be ea ee 1s i ea 5 ee ea Pat eR, “AM og ae Ree Eh ll Ie Po eee eh me yl LS Ss i oe le Mee eee ep es al i 
Loe os Sry, ae piesa = Sea Esa Pee he eT DP ieee i yy. ta ey, ‘ ; ee mat vasa; J eee ee: ae Bee eo se BR os 2 — 
5 TNS whet gte hee vite a ig on é sere ae ce eee ete ae ae ies onal 2) ee a pets 3 De se eo ao oe 

“— ae eee ry A aa Bo ee a = 3) Tigiscs IS lee ak a a a caer eee eee ey. a ate 
a i: ®, , as 4 
et iat 

e lee, 
ay » 

a . . « 

= in er Seite aoe 

weg oe * eae ag z eg Ter a a a 

- ae ec ie fee Se ee ~ 

2 ow ae a, . ee eae yaa 

; os f & | 

ay aS bie ; . it 2 

ri ‘ : re... sd ~_ aa 

3 . » de ae 
e i. * *4 ott 5 c: : 
a ‘ ~ . pe 
< . “ ¢o'58 mea ' ee) 

j 4 ~~ Pd pet 
a : Re ee 
° ae al . ee : 

; wii ot ee 
: F pa a 
ie F { 7 ee A 
by : - oe ” ie Thi j =<* ." ae ou 
E rs 2 nd B. : , a 4 io a 
tg : 7 : Ee 
: ; / 2 Pn 
i , 3 es _ : = 
. ia e Sey . 4 a f “= 4 in 
i . : ‘ Z , 7 
. | 77 = | Sager | 
ce os 43 gS ee x I + 1a" 
i ‘4 : : scala _ <= = ua - 
= % : Bn ~ > t ‘ \. | 
‘ ‘ Fa) : i a \G . 
* . = Me 2 hye d > Sd “~~ jj ce / LAnerane 
. Cs os Y * 4 — { “a : ts ' BS ie Spee 
ny ‘ ¥ —— + ! { Le Ye 
ai * * | aad o my Bee 
re “ie +o ai, : - f, ete 
ae <.. . J . 
z .- di y x, rt 7 } & y ae NV a 
hi 7 : a oo 7 7 <a : 7 ¥ ’ j 3 : _ 4 : 
f ; 4 f- f PS ™ =\yreed, - J ' > a . 
‘oe E . — ? : hs q = ; ~ * pans . * “? \ Fy 
- | + . | peers 2 tC a.. ee er 
, ae " se 4 ” edi ii alt 
, ‘ae ‘ ie ee od v is . bee } ¥ ; j ~ an j “— = 2 
; zl i x et. a “ wo Mine y i ~\ Ve ag % ing « aa - foe r " \ , ‘ - 
te oo » 4% v A . ra te . : ~ ad ¢ 
i . j a att) * , » oe." uo % of | \ o~ on gs : 
. PS de 4 ~ * ae , @ a ' TAS ; 
‘. er a nae —x = on + * P a ‘ {/ \ XG j _- wif 
- , i é . c —_.,.. aA = fe od i Ne ‘ 
s ‘ a G -—- ———— eC Pa 4 A ; ~ oe \ Yel a 
Ps F j me - —— —_ \ * > i, a Pid “ : ’ \ ] ' j oda na 
= 2 pr ot ne " —e oe —— é “ i be ’ ‘ af ~ . 4) Lu E+ 
z . = : j \— = =A ' a i ~ A ae 
CQ ~— Sk Fe ; - heiihieme ead “ . Uae 
w ere at La sw g ; SabP 
9 a = : “” Fe oS ‘ : a 
Sa ae > - - oe 
F ‘ by A ‘ 
ss Pe va : Pe 
i aa eee oak ee i as oy 
%, eee ee 3 cenhen 
= lk oe 
: 
ae. 
f SS = 
eee its 
eS. 
ae 
:, Mh me 
J pone =f 
ae = 
; te aaa tg 
4 x pe eee 
oe She 
Sg se 
% : Wo ee 
B MS. 
x pee es 
ae iy ag We. 
” a hit 
Areca 2 
Kt 
- = . . 
E Oo : 
= : r \} - Ce a 
eq a ee 
i . = ate ce 
he \ ee oe a beh ae 
wee 4 eee 
r Ay oe 
eg ae 3 ae 
: ‘ ; 
f oe \ Pte 
" og aa 
- : . ays en 
‘ ’ 5 re ; ws = = Dae 
a m — een ‘ Poe <i a epee é 
pee? d Ae ON ARE be Re ON Ne! a eae OR 3: se ee ee aii a i aa i al! * = é F : 
OE Ee eS a MRT os - a 
gh gr 8 OO ie cia SS oye etn ce ee Si aeeen. Pau : ae ieee 3: a plots a3: meee Ba bg ese 
i ak es Sewers BE 7S alee ce he Lea las a oh eee age A men ly Nt no ee as we oe a ee Pr hs reid ea a ee eee 
; se a a Sita s i al i ie ee ket ae oS ee 


This Week in Washington ... 


No Shame in Anti-Trust Scars: Javits 


By Stanley E. Cohen 
Washington Editor 


WasHINGTON, Feb. 7—Members 
of the U. S. Senate made it clear 
the other day that business men 
who get involved in anti-trust 
cases needn’t hide their heads in 
shame. 

The issue was raised when Sen. 
Joseph C. McCarthy (R., Wis.) was 
opposing confirmation of James D. 
Zellerbach as ambassador to Italy. 
Among other things, he couldn’t 
see how Mr. Zellerbach could prop- 
erly represent the U. S., since his 
company, Crown-Zellerbach, has 
been involved in a number of anti- 
trust suits. 

This line of reasoning was chal- 
lenged by Sen. Jacob Javits (R., 
N.Y.). “We could hardly find a 
great industrialist heading one of 
our large companies who has not 
been involved in some measure in 


proceedings growing out of the 
anti-trust laws,” he exclaimed. “If 
we are going to take that as the 
gauge when persons are nominat- 
ed as ambassadors I think we are 
going to find our field of choice 
very limited.” 

The Senate obviously concurred. 
When the vote was taken, not a 
single “nay” was heard. 

o a * 

Libel, Broadcast Rules at Odds: 
Farmers Union’s $150,000 libel suit 
against WDAY-TV, Fargo, N. D., 
may give broadcasters a strong 
talking point in their efforts to 
sell Congress on revision or repeal 
of the so-called “equal time” pro- 
vision of the Communications Act. 

This libel suit was filed after a 
campaign talk last fall by a splin- 
ter party candidate. Under the 
equal time proviso, the station had 
to sell him time because it had 


sold time to his rivals. Moreover, 
a “no censorship” clause bars the 
station from editing political 
scripts. 

As recently as last month, in- 
dustry leaders went before con- 
gressional committees to ask for 
more flexible election laws. But 
Congress hesitated to act, largely 
because members fear their elec- 
tion campaigns will be at the mer- 
cy of station managers, who might 
refuse good time or blue pencil 
good, quotable fighting phrases. 

While there is no specific im- 
munity from libel mentioned in 
the existing law, FCC has taken 
the position that stations cannot 
be sued for programs they are re- 
quired to carry. Since North Da- 
kota has a special state law which 
tries to give immunity to stations, 
Congress could hardly ignore the 
industry’s new protests if the 
Farmers Union case goes against 
WDAY-TV. 


Oilmen’s ‘False Front’: Standard 
Oil of California has discovered 


you can’t have the last word when 
you argue with a congressman. 

Last week Rep. Wright Patman| 
(D., Tex.) took the floor to report 
that Standard had been applying 
pressure on its dealers to induce 
them to come out against H. R. 11, | 
his “equality of opportunity” bill. 

In defense of itself, the com- 
pany sent a letter contending that | 
it had acted entirely within its | 
rights in an effort to point out| 
“the damaging effect of this bad | 
piece of legislation to its dealers.” 

Rep. Patman obliged by reading 
Standard’s letter to the House. But 
he went on to charge that major 
oil companies have been working 
through a “false front” lobby. 

“Where during the past month 
has a major oil company sent wires 
or letters to Congress opposing the 
bill in its own name?” he demand- 
ed. 

7 * ” 

Crackdown on Subsidized Ad 
‘Waste’: Defense Secretary Charles 
Wilson has reportedly intervened 
personally in an effort to tighten 
up on the use of government-sub- 


> 


NEW markets, 


PRODUCTS... 


advertising. 


SECONDARY markets, 
Markets for NEGLECTED 


at $165 to $175 a month 

Because closely examined every 
month for product news by 67,000 
product selectors of the 40,000 top 
establishments which make 4/5 of 
the national products, IEN is the 

rfect complementary medium to 
Gotletan and amplify your present 


ae 


Leading industrial advertisers 
find Industrial Equipment News 
indispensable to find and sell— 


and need. 


reordering. 
Details? 


CHANGING 


and complete DATA FILE. 


Unsuspected potential custom- 
ers will respond via IEN’s exclusive 
SPECIFIC INFORMATION reply 
forms, revealing the kind, degree, 
and immediacy of their interest 


This is all a plus service over and 


above IEN’s basic job of keeping 
your present customers sold and 


Write for YOUR MARKETS ARE 


teal 


Y 
PS 
You can mop up neglected markets we 


with 


SY) 


-.- for peanuts! 


LLLAY 46) Eighth Avenue, New York NY. 
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ERNEST W. GROSS, formerly vp and 
merchandise supervisor of John C. 
Dowd Inc., Boston, has been ap- 
pointed general sales manager of 
DeJur Amsco Corp., Long Island 
City, N. Y., manufacturer of pho- 
tographic equipment, tape record- 
ers, Stenorette dictating machines 
and electronic industrial equip- 
ment, 


sidized help wanted ads by defense 
contractors. 

Army-Navy-Air Force Journal 
reports that the Defense Secretary 
recently learned for the first time 
that General Curtis LeMay, com- 
mander of the strategic air com- 
mand, has been trying to get pub- 
lishers of military publications to 
turn down these ads (the Journal 
has a policy against carrying 
them). At a recent meeting, the 
article said, Mr. Wilson displayed 
four or five dozen magazines and 
reportedly was annoyed when his 
assistants could not tell him if the 
defense advertising in them was 
reimbursible or not.” 

The Journal reports other anti- 
advertising moves. One plan now 
being used by some military pro- 
curement officers to tighten up on 
institutional ads by defense plants 
calls for one page of b&w adver- 
tising per month in three to eight 
publications in the contractor’s 
own industry, it says. Another 
plan that has been suggested 
would disallow all advertising but 
give an extra one-fourth of 1% 
profit, so that contractors could 
absorb advertising and other over- 
head costs. 


Shopping Center 
Study Is Published 
by ‘S.F. Examiner’ 


San Francisco, Feb. 5—A 167- 
page comprehensive census of 
shopping centers in the nine-coun- 
ty San Francisco Bay area has been 
published by the marketing divi- 
sion of the San Francisco Examin- 
er. 
The study discloses that 103 
shopping centers have been built 
in this market, and 51 more are 
under construction or are in the 
planning stage. 

Each shopping center in each of 
the nine counties is listed in the 
study. Total numbers of merchan- 
dising units and stores or service 
outlets in each center are further 
subdivided, with total square foot- 
age of sales area in each unit or 
store. 

Concise data about the character 
and future plans for each center 
are provided, including the total 
sales area, estimated annual sales 
and trading area population, park- 
ing capacity and estimated family 
income for area residents when 
available. 

The study was conducted under 
the supervision of Arnold Horo- 
witz, Examiner director of market- 
ing. a 


Names Edmund Jackson Jr. 


Shulton Inc., New York, has ap- 
pointed Edmund Jackson Jr. sales 
promotion and assistant advertis- 
ing manager for the toiletries divi- 
sion. Mr. Jackson was formerly an 
account executive at Grey Adver- 


tising Agency. 


ONE Eo man eS Bee) a So Metin St hs. Mh 2, Sie EEN Me alin ae RT sen ae Nae Pa. A a eS | ce Ch er Ry SS en oe a 
aa ate be a Ee ee Be il eee ee ae as tel eee i ie : a RS Oil cab | bath ie a gh = ae eh pore i eee ae ei ie So. a eee 
‘ Sg Sa Seve pe ne f PRE ee eyes 4 3 har N eam Ben uc.) | a by it hee ee es : & Be Derk a eee eee st ye eres: eee \ rn 
‘ ‘ oe Pann Par, ete, oe eae Me Pr ce Bh Pa ear 5 aca Si re ore oa saga Be A ee ge eke 4 BE a ee a ee a Oe Bo do A ee 
: q he oie ae bcs “eS i 7 Pars a eee ee a sa ea 3 Pies Pane ub et a i bs an dns <5 ial laealila A pc oa it 2 pene ey oe 
oy i ma % ea i : : 3 ; ; ais : : = i ; rote i . aie 
aS ee 
‘a Bg 
5 ee | | : 
"Os oo - - -— a ta ee * ss : > ei, 
| ee 4 . j é : i 
At SO oa i. Zz he 
7 - — a a nm ae 4 5 or 
a oy 7 — — by 
ane caae ‘ i ~ 4 : 
‘ e aie iy e eel a 7 f@ * 
ao Nee — te: we 
Ai! aa . 7 “ as Me 
i ed fe iy Bi: 4 7 § 
Tee : er oe ee &. 
Leal Ss a ‘ 
tabs 
te 
et we 
nate 
vai 
oer 2 e e e : 
ne 
oS Po el 
oats . oa 
eae : 
ie 
| ; 
eee 
te as Ps Ps; 
ey ‘ 
Sry ae Bie. 
7 an 
| ; 4, 
a 
7 oo Sou 
5 
ao 7 
, — 7 
= mii 
* ne 
can Re 
a ; We 
a, : ie 
a Se r 
rw ha ond 
Sane ee Sas 
i) eae 4 
ao ots Be 
gh | Sees a 
osm £2, a 
° Boe 
rae 
* fe", = 
Jee 2 
Lien ee f Be 38 
ag re 
See ie 
— 25 
ae IN x 
Ss ie = = ee 
c. : 
a 
“ad 
io ve 
meas 43 cs 
i a | sig 
a (> ¥ 
; ag o~ (iN . ( | de 
* ) is 
ts 
Be eae ‘ 
ae 7 ™ | J i ‘ 
7 t a 
a 
i 
as, gr 
eee : 
art, GAS SR ‘ 
SE = ee 
mAh, | a 
a IEN) | ate 
ag | od 
P| Po | S 
ae 
ee 3 
oe; , : Pee 
St Sg ? e * 3 i 
Pei. woe ; eur. Pig . 
Pie: Industrial pres e 
PEAK > ‘ ba ; 
aoe Equipment a | 
Stee = j - 
Ne — 
: $ ws — ee 
Be aioe . 
i ene : 
ota ea s* 
cee eae . : | Se 
Geest — | ; 
ene Po » NB [] ... Alfiieted with Thomes Register 
re am ise 
es é i e c # 3 7 ie. Pes ~ u = . A = : ey) - oa ' bl Ps = m > ® eS 
7 oe re “9 re Le ; 
nee F-) a eee ‘4 Fore ee Petar ae i aii ee Ge ; i ; 
ef mee ee is ie yk pt Sa ila ie ee ii a tilt a athe pone ee ; ae Aoi Y 
ae : He : meer : os es ee ei oe i ee Par ae estat ~ ; & SRT Baer? ae 5 a ie nd Cee tele nly Ge eee eS Pac bis, = rey 3 2 ; : iat se & 
aie Bit, ok zg . ee Pty FF teh ee, oe oe ' A : Fi : ; 2 i fe eg ; tue: eee fie x 3 
1° Sgeaeateste So cae A 4 ‘ Sh Se ee aa Ree rete * Seat eee Bgl) co ery art pee ee, nee : 3 . a ee ic : : “le eee ies a en 
ieee —— pds ap opt frtoneies. Lop gta ys ack enon, eet es Re eae a a ea ee roe antenna eS 
ee 7 x : es a aan eres re te RD tt ee ae Re ec leee ie Se ee eee i ? oe te Fo ah ea ie 
~ i Le Cee e eae. sia. ce ae i vein z Nooo Aire) oe ee ae ai cage a = rot ir ee ee aa ete ts Sere Z 
2H : é a aoe peli atsom a) lea é Ee Pe Scent Sar attr ee i: ol ae “crt ee ee ape pais etd 


« ag 


ah Tae 


Wr 
a> PRS 


Beas ee 


* 
5 Ts 


pS ahi oie 


This message is addressed to... 


“That Great Reliance of America, 
the Individual Citizen Leader’ | 


(an editorial from the February issue of Architectural Forum, The Magazine of Building ) 


With her industry booming, her 
technology dynamically expand- 
ing, her population multiplying, 
America is in position to enter a 
golden age in her architecture. 
The opportunity is here to rebuild 
America in the image of her own 
greatness. And she has an advan- 
tage over other nations’ golden 
ages. America can have a great 
architecture without impoverish- 
ing anybody to create it. 

The vast perspectives of archi- 
tecture in America are now open 
for all who have eyes to see. It is 
not magnitude that makes them 
exciting, although the investment 
of America over the next ten 
years will add up to nearly $500 
billion in construction of all kinds, 
and within 20 years to a trillion 
dollars and more. The truly sig- 
nificant prospect is a scale of pre- 
dictable change which is so great 
that the nature of the challenge 
and the problem is wholly new. 


For example, we shall have to 
accommodate from 50 to 60 mil- 
lion more Americans in the next 
two decades (not to mention 50 
million more automobiles) —and 
accommodate almost all of them 
in cities. The crux of the problem 
does not lie in construction, nor 
even primarily in individual 
building design — it lies in the 
urgent question of how, when and 
where ail this building and re- 
building is to fit into the living 
texture of man-made America; 
and how this texture is to be 
stretched and reshaped to fit the 
changing patterns of industrial 
geography and social mobility. 
We consequently find the most 
urgent challenge in the planning 


By subscription only, $5.50. 


and building problems of “urban 
renewal’ among groups that 
never bothered their heads over 
architecture before—manufactur- 
ers of automobiles, for example, 
and builders of highways; heads 
of utility companies, members of 
merchants’ associations, and own- 
ers of large pear orchards; and, 
above all, that great reliance of 
America, the individual citizen 


leader. - 


The citizen leader now finds him- 
self somehow perpetually con- 
cerned with building: he finds 
himself on the corporate building 
committee, the merchants’ down- 
town committee, the school board, 
the hospital board, church boards, 
town zoning boards, planning 
commissions and chambers of 
commerce subcommittees. He has 
the same need for a central com- 
munication medium, an authori- 
tative source of information and 
analysis, as do the architects, 
planners and engineers, the man- 
ufacturers, contractors and labor 
men, the real estate men, mort- 
gage bankers, insurance company 
executives, commercial bankers, 
the traffic men, municipal and 
state officers and heads of federal 
agencies, not to mention sculp- 
tors and artists. 


To accomplish their tremen- 
dous tasks with competence and 
vision, these men require more 
than opportunity. They require 
inspiration and information of a 
quality never before available in 
this field. They must have the lat- 
est building news, the sharpest 
analysis of general business and 
money trends, selective and dis- 
criminating reporting of the best 


Architectural Forum, 9 Rockefeller Plaza, New York 20, New York 
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in current planning and design. 


Beyond news in this field, they 
need the best current thinking in 
three dominant areas of interest : 

1. Architecture, planning, de- 
sign, interior design. 

2. Technology, building manu- 
facturing, engineering, science. 

3. Building industry econom- 
ics — the business of building, 
including governmental relation- 
ships. 

All this must relate to buildings 
not only singly but in their rela- 
tionships to the community. 

The triangulation above will be 
recognized by architects as being 
nothing less than a restatement of 
their favorite dictum, which Sir 
Henry Wotton had earlier put into 
Renaissance English :“‘Well-build- 
ing hath three conditions: Com- 
modity, Firmness, and Delight.” 
Here “Commodity” stands surely 
for good programming and eco- 
nomics. ‘‘Firmness”’ for good 
technology and engineering, and 
“Delight” for the outcome: archi- 
tecture, man’s noblest art. 

So these are the people and 
these the interests seeking for 
themselves an intelligence which 
Architectural FoRUM has set it- 
self to supply. In the very first 
issue (65 years ago last month) 
the magazine paid special atten- 
tion to architects; and they are 
still at the heart and center of 
architecture today. But, to achieve 
the great architecture that 
America deserves, they need the 
informed client, the understand- 
ing leader. 


pees: ee Cy eg ee I RE Ce ee ee ee ee cere i), ee 
—— ice tee : eee Tere ns. ae ea x: ges ata 6 SES, OCCA ae hea ees ace ae ee, ie z BaP rs a aM i OY See ee : = Bile ao rsdn betes s 
at Wipe ae coe aes ip fe Peele fy.) iis Peg Bie (Rw ee eee a Mie ast). ye oro é ed iad 3S oe A aaah te "a a ae ig 7 on Ione oe ode salves i, ol Ec eg as oo haa eee se, oe = Pe bee ince & 
Bs si a Se iia a oe ee ee See ae gree” Se Sees ti ee ; ee 
lr anne aah ae ee wtes aie ek, Maioae a Ny <2 i SS EE LE an ae ee en srartee Came er aa z — : ace “an peace ees ER ES ge eee ge 
mee ee ey = ele te sari ag ee 2 m ery , cet aes ee tis : ~ Bat ee es Ue A a pe MIR 2 Su baad Sag liters 1 ge re meme ae 2 oo rrr ans ee etic ae See 
a cea ‘A ve ae Be et a eS! 2 er cs pane oe a Si eta ho eS oc, CR te ee Ne ae ct, OE my 7 * a ee d a ; i pense . * ee 
aha e : . is : 7 - . . Ren 
. * Bi 
Jo ea 
pe . 
a sh sae ‘ 
7 : 
ee. go's ape us Lath ah” bic eis ght gee mS EE iy PP. ee 3 rey es 4 we a ie 3 of EON Gee eee. Say ate ee te = a ce Oe, 
ie ae 3 . 
, 4 orn 
. * * Sra Seetee 
5 i” j " Se 
; ‘fs , hee 
; * ry : 
a ‘ i age as 
i 5 pea 
a mere 3 ee 
: eee 
a > Ce 
e ; eae oe 
‘4 iy 
e . ee. a 
: - ee . 7 eat 
ao . + oA 
7 “iy a a 
= i 4 _ ‘ 
= or: 
. * 5 
oe ® a 
vt a - ware en te 
7 e. “a aes er 
i 7 ‘a 
: ; ris 
* 
Ss *& tis 
4 Le ' 
Ke + & : 
F £ - ; 
bi 2 - 
aA n a 
he = “ ee 
3 ‘ : Wate 
be a iy 
; Po a ’ 
‘ . 
i ‘a ¢ 
i oe : a 
7% : ee : =~ 
ey i @ 
= ne r <3 eon 
} 4 Tiers 
i: ~ ‘ 
o - ‘ ~ Ae 
‘ a t) es 
= os ete 
4 we 7 ri es 
i a : "ae 
33 2 4 eee 
5 a cre 
BS m4 3 ©) eee 
at > net 
io ~ = : oe 
oe ‘ 7 
eS * 2 : 
= - : te. 

” * Si aay ea 
en “a \ ws ee 
ap: a é ‘ ae 

a #) a ey ee 
“ s Be 
~ PS ahi iar, 
: $ f ae ae 
+3 ae 
ia a r 
5 : : 5 
Riot Wy 
e, ‘4 ae 
ae : as ae 
Ba : i. : 
Li — ee 
Ne Ba 
4 . ee 
¢ ‘ i oars 
: + one eee 
s * 
’ + 
x 
est 
' ; a ae 
: we eee ah 
4 oo ee 
i y 
r > F. re re: ee " a Fe Pa f 
ee mae plamatanae ov rine. me : . 
j : ; " 
3 eee F 
I . 
* <- 
J @ 5 ; 
v a 
g , s ok 
= mer 
y = ee 
ri rs Pan ys 
‘oy f+ og oS eee ‘ . = yon s ‘“ ¥ . “ “F: ‘ . ‘- . cea 
ay 1% arin any a a. ? in de i aL te _; os ee fey = , ss ‘ , , r 5 ee eee erat ee eter oft n ae 
« . 
ms 
“Zi 
sees 
: 2 a 
ite 
7 ee ” 
i aaa 
Pipes. : . bide e% 
oe ees ee ee ee a a ee) : : tae ie ila : ji 3 ae . Pkg , 
eg ees ne wee Reet ere = ee ares | Some ee Sy ais Geen eae a Rs ee ne a Pe ck. ge MUae tine | eee enn Ps .9-4 oe ae ee Ae 4) 
ie ie ete Saas ETN eacame ret 0 neg Ee ee a : Meare Se I OI a cee tg Ber ae Vg ke IE ee <a liege ye % bh ae eee Sea ete ee” oar 
stot eee toe, al eA end tials Fee ere =e Bee Eee po tee! a Re eee a ee, iar a ee ee er ee ee , ee Se ee seg hee 
BI: peti eta Re Gea ogee aed eee ; ? epee SMITE ote 9 ee PDS Ss Sea le i Ae aaa ae mee : Ln i ees eae te et ee oe ee ee ee 
Robins: gute Waar eee cons yc ta ee gs ag ee eee eee od a ee ee ee a Mg ts Do 5. ei ee ee 
i saci ie Fe ere ee PRS ar a teats Om Ree ay eos ae Fay: Ete a eS re bi Shrike gs See ae Peer hee re ae fos <a Page te eg ee Nae } 


"We Are Completely Bewildered’. . . 


Nielsen Urges Britons: Don't Sign 


‘Monopoly’ Rating 


Contract in Pocket, 
TAM Eyes Invasion of 
North American Market 


Lonpon, Feb. 7—The decision in 
the Nielsen vs TAM battle for the 
all-industry tv audience research 
contract has sparked the biggest 
British advertising rhubarb in 
years. 

A two-hour meeting of the steer- 
ing committee—representing ad- 
vertisers, agencies and tv program 
contractors—decided last Monday 
afternoon to offer the contract to 
the British organization, Television 
Audience Measurement Ltd. (AA, 
Feb. 4). 

The committee chairman, Maj. 
G. Harrison, announced the deci- 
sion in an official statement Tues- 
day. This was immediately fol- 
lowed by two more statements on 
the issue—one by TAM, announc- 
ing it had been offered the con- 
tract; the other by A. C. Nielsen 
Co. Ltd.’s Television Index Serv- 
ice. The latter said, in effect, “We 
wuz robbed.” 

“After careful consideration, the 
steering committee decided on be- 
half of the principals to accept the 
tender submitted by TAM, subject 
to contract and subject to agree- 
ment on certain legal and technical 
matters,” the committee an- 
nounced. 

“This was not an easy decision 
to make, because all members of 
the committee have a high regard 
and respect for the techniques and 
personnel of both organizations 
which submitted tenders.” 


® TAM, announcing it had been 
offered the contract, described it as 
“an important development which 
will considerably benefit the tele- 
vision industry.” 

The TAM statement added: 

“The standing of TAM in the 
television industry is a triumph of 
British enterprise. Prior to being 
awarded the present industry con- 
tract, which expires June 30, TAM, 
together with its associated com- 
pany, Attwood Statistics Ltd., was 
engaged in experiments in and de- 
velopment of audience measure- 
ment techniques for more than 
three years before it began actual 
operations in April, 1955. 

“Since that time, TAM has built | 
an organization which provides ac- | 
curate and comprehensive audience 
data earlier than is available from 
any other source.” 


| 


® Then Graham R. Dowson, direc- 
tor of Nielsen Television Index 
Service, issued a 117-word protest 
against the steering committee de- 
cision. Three British trade publica- 
tions—Advertisers Weekly, Com- 
mercial Television News, and 
World’s Press News—are under- 
stood to have considered the Niel- | 
sen statement so strongly worded | 
that they took legal advice before | 
publishing edited versions. 
sumably they were worried in case | 
publication of the full statement 
might lay them open to suits under | 
Britain’s strict libel laws. 

The full Nielsen statement says: | 

“In view of the fact that the | 
steering committee has openly! 
acknowledged our exceptional! 


Pre- | 31 


Pact with TAM 


additional charge of well 
£180,000 ($504,000). 
“Until all the facts in this un- 
usual situation have been impar- 
tially examined, we believe that 
the interests of all sides of the in- 
dustry will be served best if the 
proposed contract is not ratified.” 


over 


s Mr. Dowson told ADVERTISING 
Ace, “We want to make it abso- 
lutely clear there is no question of 
Nielsen being rejected because our 
price was too high or that our abil- 
ity to do the job was called into 
question.” 

Reliable reports put the TAM 
price for the service at £101,000 
($282,800) a year, with the possi- 
bility of a reduction in later years: 
the Nielsen price at 
($179,200) annually. 

Some admen here have privately 
expressed the view that the pro- 
gram contractors had too big a say 
in the decision. With four votes out 
of eight, they were in a position to 
swing the decision either way. 


American Motors 
Adopts Dinosaur 
Theme for All Ads 


Detroit, Feb. 7—American Mo- 
tors scored such a huge success 
with its “Dinosaur in the Drive- 
way” newspaper ads (AA, Nov. 
19, 56) that the company is adopt- 
ing the theme for its other forms 
of advertising. 

E. B. Brogan, manager of Ram- 
bler advertising, reported that 
more than 5,000 persons had sent 
in the coupon that was carried in 
the original ad. The coupon offered 
other Rambler sales literature. 

The original dinosaur ad has 
been modified and full-color, page 
ads will be run in the March 30 
issue of The Saturday Evening 
Post and May 13 issue of Life. Page 
b&w ads will be run in Family 
Weekly, Parade and This Week 
Magazine, starting March 15. 


® The theme also has been adapt- 
ed for use on the “Disneyland” 
television show, on 
NBC’s network radio show, 
for factory-placed ads in 
newspapers. 

After the success of the initial 
ad the company produced an ac- 
cordion-fold mailing piece for use 
by its Nash and Hudson dealers. 
Some 235,000 copies were ordered, 
Mr. Brogan said, and one dealer 
alone mailed 30,000 copies. 

Geyer Advertising is the agency. 


local 


Sears, Ward Report 
Sales Growth in ‘56 


Cuicaco, Feb. 7—Sears, 
buck & Co. and Montgomery Ward 
& Co. both reported this week that 
they had a profitable year. Fiscal 
years of both companies ended Jan. 
Sears, Roebuck sales hit a record 
$3,705,752,224, 7.4% above 1955’s 
$3,451,350,529. Montgomery Ward’s 
sales rose 8.7% to $1,149,652,520 
from $1,057,952,450 the previous 
year. 

Sears’ sales for January set a 
record for the month: $246,907,731, 


£64,000 


“Monitor,” | 
and | 
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OFF wcans OFF 


WHEN YOU COOK ON A MODERN 


MEANS IT—“Lone starlets,” whimsi- 

cal cartoons of tots, will be fea- 

tured in the spring campaign for 
Lone Star Gas Co., Dallas. 


Lone Star Drive 
Stresses Virtues 
of Gas for Cooking 


DALLAS, Feb. 6—Whimsical car- 
toon drawings of children, called 
“lone starlets,” will be featured in 
the new spring advertising cam- 
paign which will be used by Lone 
Star Gas Co. 

The imaginative drawings will 
highlight the modern features of 
gas ranges and gas cooking. They 
will be used in Lone Star’s “um- 
brella” program to promote the 
advantages of all gas cooking 
through newspapers, television 
spots, 24-sheet posters and collat- 
eral material, as well as in the 
company’s merchandise ads for 
Universal gas ranges. 

The “lone starlets” lend them- 
selves to a fresh approach inte- 
grated with Lone Star’s long-range 
ad program. That program, which 
began a year ago, is designed to 
|}show women in the Lone Star 
pipeline area the modern advan- 
tages of gas cooking. 


|= In one of the new ads, a “lone 
starlet” is pictured running with 
| her clothes off, dragging them be- 
|hind. The caption reads, “Off 
means off when you cook on a 
modern gas range.” 

In another ad, headed, “Gas 
cooks the food, not the cook,” a 
“lone starlet” is shown climbing 
out of a pot to prove the point. 

Ruthrauff & Ryan, Chicago, is 
| Lone Star’s agency. 7 


Belmont Ver Standig 
Acquires Milloy 
Advertising Agency 


WASHINGTON, Feb. 7—M. Bel- 
mont Ver Standig Inc. has acquired 
control of Milloy Advertising Inc., 
with offices in Washington, Phila- 
delphia and New York. 

M. Belmont Ver Standig, the 
|agency president, said Milloy will 
|be operated as an affiliated sub- 
|sidiary, with James S. Milloy Jr. 
|continuing as president of Milloy | 


| Advertising Inc. Mr. Milloy also! 
| will become exec vp of the Ver 
Standig agency. Milloy accounts 


include the Hotpoint distributor | 
accounts in Washington, Baltimore, | 
Philadelphia and Pittsburgh. 
Prior to opening his own agen- 
cy four years ago, James S. Mil- 
loy Jr. was associated with the Ver 
| Standig agency for six years as a 
| vp. e 


| 


|New Paper's Rates Corrected 


Base advertising rate for Elec- 


competence in the field of mechan-| UP 8.3% from last year’s $228,084,-| tronic News, new Fairchild Pub- 


ical audience research, and in view 
of the fact that our competitor's 
price is reliably reported to exceed 
ours by 57%, we are completely 
bewildered by the published deci- 
sion of the steering committee. 
“The committee’s decision seeks 
to saddle this new industry with a 
highly undesirable monopoly and 
inflicts on it a wholly unwarranted 


406. Ward’s January sales were up 
8.4% to $63,367,105 from $58,479,- 
427 in January, 1956. 


lications industrial tabloid-size 
weekly, which bowed Jan. 21 is 
for a b&w 


| 


Advertising Age, February 11, 1957 


_CBS Counters KTTV’s Charge That Time 


Problems Have Curbed TV Film Producers 


WASHINGTON, Feb. 7—In the 
latest counter-punching over the 
state of the syndicated film indus- 
try, CBS has filed documents with 
the Senate committee on interstate 
and foreign commerce reporting 
that more tv film is available in 
1956-57 than there was in 1955-56. 

Its analysis was submitted as a 
re-rebuttal to Richard Moore, 
president of KTTV, Los Angeles, 
who recently filed documents 
warning that most film syndicators 
are curtailing their activities. 

The latest CBS reply starts out 
with a protest that the time has 
come for an end to cross talk be- 
tween KTTV and CBS over the 
impact of existing option time and 
“must buy” regulations. But it 
adds the additional statement has 
been submitted because recent 
filings by KTTV misinterpret tes- 
timony which CBS presented dur- 
ing the committee’s network in- 
vestigation hearings last spring. 


# Contrary to KTTV’s latest esti- 
mate of less film (AA, Feb. 4), CBS 
says Television Magazine recently 
reported that 16 new syndicated 
series were released in 1956, com- 
pared with 15 in 1955, and a total 
of 240 half hours in '56, compared 
with 170 in ’55. 

The CBS documents give the 
following company-by-company 
breakdown, just as KTTV had 
previously submitted company-by- 
company reports: 


Screen Gems: Though KTTV 
said three shows formerly pro- 
duced for networks are not con- 
tinuing on the networks and pro- 
duction has been discontinued, the 
fact is one is still on CBS, as well 
as in syndication, and the other 
two are being syndicated. “Con- 
trary to the implications that 
Screen Gems will not produce any 
new programs for syndication, it 
has recently been announced that 
Screen Gems intends to produce 
18 new film series, without speci- 
fying that any will be available 
only to the networks.” 


Guild Films: Where KTTV said) 


Guild has produced or offered no 
new programs for syndication, two 
shows—‘“Captain David Grief” and 
“Kingdom of the Sea”’—are al- 
ready being sold in some markets. 


National Television Associates: 
Instead of one new series exclu- 
sively for syndication, there are 
three—‘“Sheriff of Cochise,” “Lilli 
Palmer Theater” and “Combat 
Sergeant.” A recent announcement 
notes NTA intends to produce 10 
new series without specifying that 
any will be available to networks. 


Television Programs of Ameri- 
ca: While KTTV said no new pro- 
grams were offered for syndica- 
tion, “Hawkeye” and “The Last of 


the Mohicans” have been sold on| 


some West Coast stations. TPA re- 
ports plans for five new series, of 


H. E. ROBERT YEWENS has bee 


| which one will be syndicated while 
others are unspecified. 


Hal Roach: There is no evidence 
“Blondie” was abandoned because 
of time clearance problems. CBS 
Spot Sales had cleared time in at 
least nine markets when telegrams 
were received from advertising 
agencies for Sunkist and Wesson 
Oil reporting difficulty concluding 
agreements with Hal Roach. 


Ziv: Contrary to the implica- 
tion it is ceasing to produce for 
syndication, it intends to produce 
10 new series, without specifying 
| distribution. 


| Official: Contrary to report it 
plans no new programs, it has an- 
nounced plans for two, without 
specifying distribution. 

CBS Television Film Sales Inc.: 
It has released four films for syn- 
dication and one for national spot 
| in 1956, and two in 1957. 


= Among other “success stories” 
related by CBS was a report that 
| Gross-Krasne closed contracts for 
|more than $1,000,000 in 65 mar- 
| kets for “O. Henry Playhouse”; 
|that Walter Schwimmer reports a 
| 40-market sale for “Eddie Arnold 
Show” and the release early in 
| 1957 of “All-Star Golf”; that MCA- 
| TV’s “State Trooper” is sold in five 
markets to one advertiser with 
| 100% Class A time clearance. 
Denying that option time is 
| squeezing film off the air, CBS 
| says: “Syndicated film series have 
la higher fatality rate because 


| many were not up to the standard 
|of competitive programs—many, 
|for instance, had previously been 
| offered but not sold to a network 
lor a national sponsor.” . 


Stern Confirms 
Plan to Start New 
South Jersey Daily 
| 


| PxHmapetpHra, Feb. 7—David 

(Tommy) Stern, newly named 
publisher of the Philadelphia Daily 
News and publisher of the New 
Orleans Item, told the Philadelphia 
Guild of Advertising Men today 
that he had formed a corporation 
to establish a new daily paper for 
southern New Jersey, published in 
| Camden, as forecast in AA, Jan. 21. 

He said he “hoped some time in 
|the future to go into Camden,” but 
that he was not sure just when, 
because of his re-entry into the 
Philadelphia market. 

He had been publisher of the 
|Camden Courier and Post, and his 
|father had been publisher of the 
| Philadelphia Record until they sold 
both properties to the Philadelphia 
Bulletin in 1947. 

Reason for his interest in South 
| Jersey, he said, was that the area 
has the greatest potential of any 
market in the country. 


|@ He also told the group that he 
lhad no plans to discontinue the 
| home delivery edition of the News. 
He told about 75 advertising men 
that he believes the Philadelphia 
Daily News has one of the “great- 
lest opportunities of any paper in 
America, both for advertising and 
|editorial content.” 
| He pointed out that since the 
|death of Lee Ellmaker in 1954, the 
News has been handicapped. At 
that time, before Matthew H. Mc- 
Closkey, wealthy contractor, be- 
| came publisher, the News appealed 
|to a limited segment of the market. 


n named | However, Mr. McCloskey wanted 


$1,035 (not $1,350) 
|page (10x16”) one time; for a 
Opens Paperback Division one-time b&w 7x10” ad the rate 
York, has opened a paperback re-|ly reported (AA, Feb. 4). Initial 
cord design division, aimed at cre-| distribution of 30,000 copies is 
ating and designing paperback | guaranteed, including both paid 
recordings for commercial use. and controlled circulation. 


Olmsted Sound Studios Inc., New | is $624 (not $640) as inadvertent- | 


to change the character of the 
paper in spite of the impending 
high costs. 

The new editorial approach 


vp in charge of sales and advertis- 
ing of Converted Rice Inc., Hous- 
ton, producer of Uncle Ben’s Con- 
verted rice. Formerly a_ sales proved so successful, he said, that 
director of Hawley & Hoops, maker | during the last quarter of 1956, 
of M & M candies, he succeeds|average net paid circulation was 
\J. P. McFarland, who has resigned.' more than 200,000. e 
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Lines Gained 


Houston Post 1956 Retail Linage Gains 
More Than 2 Evening Papers 


*Source: Media Records. Does not include American Weekly, This Week, rotogravure magazine, and part-run weekly neighborhood sections. 


Tora retail linage for The Houston Post 
in 1956 was 18,861,763*. Compare this with the 
1956 combined total retail linage of the Chronicle 
and Press — 29,985,078*. Then note the chart 
above. The continuing trend to The Houston Post 
is significant to the advertiser. It's doubly important 
to remember that we're talking about the total daily 
and Sunday retail linage gains. Retail linage is 
placed by local merchants who see the Houston trend 


day by day. They have their ears to the ground. 
They are the most sensitive to reader preferences 
and to the immediate results that newspapers offer. 

There is one basic reason for this accentuated 
swing to The Houston Post — superior advertising 
results ! 


... ask the local retailer, 
he knows the market best! 


THE HOUSTON POST 


Represented Nationally by 


MOLONEY, REGAN & SCHMITT 


Combined! 
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BUSINESS AND INDUSTRIAL ADVERTISING PAGES IN NEWS AND MANAGEMENT MAGAZINES 


1950 


195] 


1952 


BUSINESS 
WEEK 
3,520 


ee 
aa 
EF 4 
plas. 


BUSINESS 
WEEK 
4,599 


ee Ae ot 8 


BUSINESS 
WEEK 
5,210 


TIME 
1,650 


TIME 
2,079 


NEWSWEEK 
2,032 


NEWSWEEK 
1,486 


NEWSWEEK 
1,859 


FORTUNE 


919 
e bay ‘\ k 


ae 
San 


a. oN * 
i OE ~y = 


NATION'S 
BUSINESS 
329 


ae ener ee 


bi 


USING 


FORTUNE 
1,161 


TIME 
1,997 


FORTUNE 
1,363 


NATION’S 
BUSINESS 
305 


ANOTUS 


Hie = etre ae Lae ec ent a ny irene aE pce Sian oN tagger 
a a ee ee pe eo RE Bee ee bana or Ie ee Mate +i: Fe 
‘ aaa Digg ee: ce aye Yc eto) Se ae te eens ie 
PP Sree ee oie wiles a ar 2 Se i & 


ee ee ere eens = 


NATION'S 
BUSINESS 
360 


Ce ree nee ed 


ass Vews Magazine 


1953 


BUSINESS 
WEEK 
5,468 


NEWSWEEK 
1,931 


— 


FORTUNE 
1,576 


NATION'S 
BUSINESS 
403 


meee 


1954 


mee arm ete 


BUSINESS 


5,163 


NEWSWEEK 
1,823 


ee ee 


TIME 
1,790 


a 


FORTUNE 
1,475 


NATION'S 
BUSINESS 
412 


WEEK | 


agree ee 


| 


1955 


BUSINESS 
WEEK 
5,329 


1,910 


a me Pam 


TIME 
1,765 


FORTUNE 
1,420 


NATION’S 
BUSINESS 
401 


Oe a te 2 ee 


NEWSWEEK 


1956 


er oe 


BUSINESS 
WEEK 
5,598 


| 
_ TIME 
| 2,007 
FORTUNE 
1,826 
' 

NATION’S 
_ BUSINESS 
| 486 
Dtiacientdiiainieaidiad 


| 
' 
| 
' 
' 


, ere Qwest 


Source: Publishers Information Bureau 
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industrial 


advertisin 


news magazines 


— and industrial advertisers have 

increased their use of the news and management 
field by almost 70% since 1950. Of the total gain of 
6,077 pages, almost a third, or 1,809 pages, went to 
just one magazine—‘‘U.S.NEws & WorRLD REPORT.” 


“IMPORTANT NEWS"— 
A major reason for this growth record 


Three out of four of ‘““U.S.NEws & WorLD 
ReEport’s”’ 875,000 subscribers hold managerial jobs 
throughout American business, industry, 
government and the professions. They give thorough 
and intensive readership to ““U.S.News & WorRLD 
REpPoRT’’ each week because the magazine 
concentrates on the important and urgent news 
which directly affects their business and personal 
plans and decisions. In poll after poll of key 
management and public opinion groups, ““U.S.NEws 
& Wor LD REpoRT’’ consistently receives the most 
votes as the magazine ‘“‘most useful” to them in 
their work, and the magazine in which they place 
“‘most confidence.” Advertisers, naturally, 

benefit from this reading preference. 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers 


Now more than 875,000 


NET PAID CIRCULATION ... a market 
not duplicated by any other magazine in the field 


Advertising offices, 45 Rockefeller Plaza, New York 20, N. Y. 


Other advertising offices in Boston, Philadelphia, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, Los Angeles and Washington 


2,078 


GAINS IN BUSINESS AND 
INDUSTRIAL ADVERTISING 
PAGES 1950-1956 


BUSINESS “USN&WR” FORTUNE NEWSWEEK TIME NATION'S 
WEEK BUSINESS 


Source: Publishers Information Bureau 
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Advertising Helps Social Sciences 


Leonard Carmichael, secretary of the Smithsonian Institution in 
Washington and a noted psychologist and educator, has written a 
book for the layman which has just been published by Random 
House. It is called “Basic Psychology,” and it is a kind of “introduc- 
tion to psychology” for the uninformed. 

As Dr. Carmichael says in his introduction, the volume “is intended 
to serve as a non-technical introduction to the psychology of the 
normal, adult, civilized person of our time.” This general book on 
psychology contains a chapter on “psychology and economics” and 
another on “marketing and advertising,” and the chapter on adver- 
tising says some strangely pleasant things about advertising. 

Pointing out that mass advertising has sometimes been sharply 
criticized and that some of it deserves criticism, Dr. Carmichael still 
goes on: “In general, however, when advertising is viewed as an 
essential method of modifying the behavior of large numbers of 
people, its social value becomes apparent. 

“There is little doubt that mass production is the foundation on 
which not a little of the high standard of living of America and the 
Western world generally is based. There is further no doubt that this 
mass production would be impossible if human wants and whims 
were so divergent as to make general acceptance of uniform products 
impossible. From this point of view, it can be seen that the applied 
processes of psychology as used in advertising are fundamental in al- 
lowing the modern citizen of an advanced industrialized state to 
enjoy many of the satisfactions of life that are most real to him.” 

And again: “There can be little doubt that the net effect of adver- 
tising has been to make goods and services available to more people 
than could otherwise have enjoyed them.” And yet again: “It is worth 
recognizing that the advertising man in some respects is as much a 
brain alterer as is the brain surgeon, but his tools or instruments are 
different.” 

And Dr. Carmichael concludes his chapter by insisting that “it is 
not without significance that distinguished academically trained psy- 
chologists have made a not inconsiderable contribution” to the mar- 
keting and advertising that have marked this country’s material 
growth. 

Marketing and advertising cheerfully admit their great debt to the 
academic and scientific worlds. But it would also not be amiss for 
psychologists and social scientists of all kinds to realize that the 
eagerness of advertising and marketing men to make use of their 
knowledge has been an extremely potent force—perhaps the most 
potent of all forces—in enhancing the reputation and enlarging the 
scope of study of these fields of science. 


Byoir Made It Big Business 


The death last week of Carl Byoir, a pioneer in the field of public 
relations and the founder of Carl Byoir & Associates, inevitably 
brought back memories of an amazingly new business which has 
grown mightily within a matter of a few decades. 

Byoir was an extremely controversial figure, whose activities 
in such instances as the A&P vs. the Justice Department, and the 
railroads vs. the truckers, sometimes resulted in more personal pub- 
licity than he might have considered desirable, but which also seemed 
to warrant the bold approach to public understanding which so often 
marked his tactics. 


Whatever else may be controversial about Byoir, it is not subject 
to argument to point out that he, more than anyone else, epitomized 
the change in public relations activities from an essentially individual 
operation to an organized and—in a sense— a mechanized approach 
In other words, Byoir made public relations “big business,” requiring 
a big staff, numerous offices, etc., and thereby helped increase its 
stature and its usefulness. 


your 


—John del Cardayre, Cargill & Wilson Inc., Richmond. 
“He’s with that oil company that tells you to get the lead out of 


gas.” 


What They're Saying 


Sales Promotion Called 
Agencies’ Step-Child 

Generally, the agency’s inferior 
handling of the sales promotion 
responsibility can be boiled to this 
premise—sales promotion is treated 
as a “step child,” because it is 
misunderstood, not believed in, and 
I’m afraid, because it doesn’t bring | 
the “fast buck.” 

Result? Witness the mushroom- 


people, such as display houses, di- 
rect mail specialists, premium con- 
sultants, sales incentive specialists, 
trade show “experts,” and a host 
of others. Pick up a mailer put out 
by an “art studio.” See if it doesn’t 
offer many sales promotion serv- 
ices. Why, I even received several 
mailing pieces from the “world’s 
first sales promotion agency!” Is 
the future casting its shadow? If 
the ad agency “can do the most 
creative and effective job of sales 
promotion,” then why the abun- 
dance and thriving of al] these in- 
dependent sales promotion serv- 
ices? If “necessity is the mother 
of invention,” then the ad agency’s 
ineptitude (in providing adequate 
sales promotion assistance) is the 
father of illegitimate sales promo- 
tion offsprings! 


—Daniel Caust, product manager, Lily 
Tulip Cup Corp., speaking before the 
Metropolitan Advertising Men in New 
York. 


—But She's Beautiful 
The reaction, judging by the 
telephone calls and letters, to last 
week’s column on the boss’s pet 
peeves was considerable in the cof- 
fee break set. I don’t want to beat 
the subject to death, but the Bu- 
reau of Business Practices has 
come up with yet another study 
which tempts me to go into the 
subject again. 

It seems that girls who can take 
shorthand are so hard to get that 


executives are charitable about 
| their shortcomings. A New York 
boss sends out the mangled letters 
|his secretary produces rubber 
|stamped with this notation: “She 
can’t type—but she’s beautiful!” 

Spelling is a constant sore point. 
Some girls, so this report tells us, 
can’t even spell well enough to 
find a word in the dictionary. 

But in all fairness, it should be 
noted that when it comes to gram- 


mar, the boss dictates in a language 


ing of specialized sales promotion | 


that is booby-trapped with “whos” 
for “whoms,” festooned with pre- 
positions out on the end of a limb 
and studded with “etceteras” as 
a substitute for complete thought. 

But the boss does expect the girl 
to understand enough English to 
| distinguish between words that 
sound alike. Example: “Quite some 
| time has passed since we last wrote 
|} you” came out with the word 
“passed” written “past.” 

A typing speed of 30 words and | 
15 errors per minute is not un- 
usual, the report goes on. It says 
that a large insurance company 
found some girls lock the shift key 
every time they type a capital] let- 
ter. Another girl had never heard 
of carbon paper—she typed three 
originals when asked for copies. 
The report fails to note whether 
she was beautiful. 


—Austin C. Wehrwein, financial ed- 
itor, Chicago Sun-Times. 


Research Jobs for Media 


editorial objectives, and different 
qualities. Each medium should be 
proud of having set itself a certain 
goal and then achieving it, in the 
same way that an advertising 
agency might be proud in having 
succeeded in its aim of having built 


ment. 

Media promotion research docu- 
ments the extent to which the 
medium has achieved its objectives 
One publication may set out to 
entertain its readers, and research 
can show the extent to which it has 
succeeded. Another publication 
may intend to provide a service to) 
its readers, and research can show | 
the extent to which readers in fact 
make use of this service. 

~—Jerome Green, Alfred Politz Media| 
Studies, New York, speaking before 


the marketing workshop, Philadelphia 
chapter, American Marketing Assn. 


White House Mix-Up 

If you’ve been embarrassed over 
a Christmas-present mix-up, pity a 
poor top White House assistant. He 
gave President Eisenhower an il- 


attributed to an Italian monk of | 
the Middle Ages. All too late a/ 
|scholarly assistant discovered the) 
| quotation was written by a 20th 
century American advertising man. 

Dec 


“The Periscope,” in Newsweek, 
31 


an unusually strong copy depart- | 


luminated scroll with a quotation | 


Advertising Age, February 11, 1957 


Rough Proofs 


If all the free loaders who are 
cluttering up tv network programs, 
courtesy of the stars, could be con- 
verted into sponsors, the broad- 
casting companies could dispense 
with their sales departments. 


A Denver agency offers a pro- 
spective account man “who wants 
to start living again” a chance at 
skiing, fishing, hunting and other 
sports. 

What are the office hours? 


| The President’s 


| nomic Advisers 


Council of Eco- 
is predicting a 
U. S. population of around 228,- 
000,000 by 1975. The preachers, the 
obstetricians and the school teach- 
ers have their work cut out for 
them. 


Mickey Mantle has been so busy 
during the winter touring the ban- 
quet circuit and accepting awards 
from admiring friends that the 
|next record he is likely to break 
will be in the vicinity of his belt 
line. 


Gov. Arthur Langlie, the new 
president of McCall Corp., is an 
able executive who is expected to 
demonstrate that politics and pub- 
lishing have their own area of to- 
getherness. 


The enormous demand for copies 
of those magazines which carried 
‘the valuable Swift coupons indi- 
| cated at least one good way to 
| solve publishers’ newsstand prob- 
lems. 


Kevin Sweeney says poor serv- 
ice in stores is driving away more 
customers than can be brought in 
by advertising. 

No wonder E. B. Weiss is push- 
ing so hard for electronic retailing. 


Different media have different | 


“Lane Bryant is joining Mennen 
in educating expectant mothers,” 
reports the world’s greatest adver- 
tising journal. 

Who’s going to take care of the 
expectant fathers? 


Washington. D. C.. is first in 
per capita liquor consumption, says 
a media ad for another area. 

Let’s hope that in Congress, at 
least, clear heads call for Calvert. 


JWT has equipped a studio to 
| turn out tv color commercials, and 
|now all that is needed is a lit- 
tle cooperation by manufacturers, 
dealers and consumers in providing 
| the audience. 


Nielsen’s loss of the British tv 
‘rating service contract may turn 
out to have been just another cas- 
| ualty of the Suez Canal invasion 
| fiasco. 

. 


Automation, like charity, should 
| begin at home, and so Automatic 
| Control will now provide Univac 
| computations of its readership 
| studies. 

Copy Cus. 
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VERY PERSONALLY... 
THEIRS! 


Sse wa 


elawareValley US.A. % 


are scheduled for Jan. 2 


hearsals 

in the Neighborhood Center, 
Bustleton ave. The play will be pre- 
Busted in the latter part of Febru 


ary. 


Honors: Officials of the ma- 
State and jocal labor unions |i 
will honor Lee W. Minton, presi- i: 
dent of the Glass Bottle Blowers 
Association, ata testimonial dinner 


— 


29-man . 
the AFL-CIO. lives in Lafayette | ame. 
Hill, Whitemarsh ip. 
ceeds from the dinner Will go tO}, 
CARE, of ‘which Minton is # vice ‘ 


This is Pinky, @ Chihuahua, and her four surviv- 


| ing puppies in their home at 4010 Reno st. Pin 4 
Pe oe: birth to five pups early Monday, but one cree ong will be sworn in at 11 A. M. ‘ @ 
today at City Hall as a member of |EaK 

uman Relations |i 


INKY, 8 perky chihuahua, gave her owners an unusual pre-| the Philadel 
nday morning—® litter of five] Commission. 
; f which died shortly after birth. Th 
‘| dog belongs to Mr. Mrs. Clarence Harris, of 4010 
‘| Dog experts say that a litter of pean eS es Science: Dr. Peter van de 
‘| five chihuahuas is a “near rec- Miscellany : pr. Daniel T. Er-|K 8 m P- re 
| ord,” since there is seldom more nard, of 539 Snowball dr., Levit chairman, and Dr. Neal A. Weber, |S 
logy professor, at Swarthmore | Bes 


5 than three offspring in @ litter. | town, has bee 
Chihuahuas, named for ® State | the Bucks County Medical Associa ege, participating in the 
and city in Mexico, are native to|tion. . . . The Mens Club of Ha meeting of the As- 
‘\ that country and the southwestern | Zion Temple ‘will present its annual sociation for the Advancement of |i 
United States. They ‘ceigh from |father and child night tomorrow Science, which opens today in New 
‘Jtwo to six pounds and their an-| night at 7. Entertainment will in- York. Dr. Kamp will preside at @ 
try is said to antedate the long- | clude performers from oO nt meeting of the astronomy sec- |i 
defunct Aztec civilization. Hardart jldren’s TV n, while Dr. Weber will discuss iis 
papers on facts a on in- 


dline: Margaret well- iis 


Anniversaries: Mr. and MrS.\ at 1:30 P. 
ne: 
bank, contact officer, Veterans Ad- 


on B. Haldeman, of 2014 S. 59th | year’s activities ‘will be shown. 


“ > their 57th wedding 
. he . . Mr. " 
Holiday Theater: The Mer-| ministration Regional Office, yes-} 
Ne (50- ROUD GTS alee OGGEE dance|terday warned post-Korea veterans 
; aay was the deadline 
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Here’s a dail 
y feature of The Inqui 
. e a ire h . 
obligations as a citizen of the rte tpi es the newspaper’s resolution to live up to i 

} es. © its 


“Delaware Valley Dateli 
teline” 
éctuilaaitaainn be — — a forum for neighborhood, club, civi 
ley dhide wehonailits — ag activities to an immediate—and ja aa] fraternal and similar 
audience in this “littl ae readership studies testify to the high i ee eer 
e news” that plays a big role in daily living a nneeme actin eel 


“Delaw 
ii are Valley Dateline” i 
This fequltes} e” is a planned feature. . 
“a e Inquirer inform, entertain, and interest ie SI of an overall plan that demands that 
; . 


Constant attentio 
n to careful editing and writing—and to the daily needs of th 
s of the community— 


have won outstandi 
; ing read Thi : 
enjoyed by The Inquirer er loyalty. This loyalty is reflqaped in che edverising leas 

: rt eadership 


a The Philadelphia Prguirer 
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... sometimes it’s what you don’t see that hurts you 


by L. E. “SKIPPY” CRIST 


said with mock formality. “Won't be home till the wee hours. Gotta 
big date with a little blonde.” He smiled, “Aw, you know. It’s that 
upstate outfit. I’m due to put a lot of time in on them today.” 

He waved as he stepped into the new blue tudor. All the company 
salesmen had the same model. Blue this year, tan the next, year after 
year. But Frank didn’t have cars on the brain today. He couldn't think 
of anything but that wire from the home office. 

Right out of the blue it had hit him. The Production Engineer of 
an upstate engine manufacturer had called and asked to have a sales 
engineer stop by. Frank had covered the plant’s Purchasing Agent for 
years. Maybe not so often as he should have, but it was in such an out of 
the way spot. He’d even seen the Materials Control Engineer once or 
twice. Always the same story. “When it comes to roller chain, why should 
we change? Our supplier has been okay for years.” No hope. 

Now this. “Wonder what's cooking,” he mused, as he rolled along 
with the speedometer saying about sixty. Like most salesmen he always 
talked to himself as he drove. 

He shrugged his shoulders. “So who cares. With a chance to grab just 
a piece of that business, I'll give it the works. I'll let go with both barrels 
on that production guy. Wilkins, the P. A.—I'll grab him at lunch, and 
smother him with food and friendship. 

“Afterwards, I'll look up what’s-his-name in Materials Control. And 
if I'm lucky, might even catch the Design boys.” 

9:30 on the button, Frank walked into the plant, and went right into 


action. But good. 


B= at the home office, an interesting call report, signed “Frank 


pss frowned. “Don’t hold dinner for the master, Mrs. Dalton,” he 


Dalton” went the rounds. This is what it said: 

“Rivet trouble with present roller chain made Sales holler to 
VP-Mfg. Purchasing said we might be good alternate source. Covered 
complete story with Herbert, the Production Engineer. Ditto with Polleti 
in Materials Control. Left him samples. Was lucky. Finished up an all- 
day visit by catching Spencer, one of the young Design guys. Looks favor- 
able all the way for trial order anyhow. Present trouble and resulting 
fight so bad we may get 100%, business. Sit tight!” 


FACTORY 


MANAGEMENT AND MAINTENANCE 
A McGraw-Hill Publication (ABC-ABP) « 330 W. 42d St., New York 36, N. Y. 
Edited exclusively for the Plant Operating Group 


Extended silence is ominous to most salesmen. “I don’t like this,” 
he said to Peg, his wife.“They should have asked for further data 
by now, or sent the order.” 
Next morning he grabbed the phone. “Thanks for your trouble . . . 
sorry . . . somebody else cracked the business . . . no, it isn’t price . . . 
well, maybe next year . . . thanks again.” 


W: feel as badly as Frank did. He had a good shot at a real fat 


\ LL quiet on the sales front for a few weeks. Frank fidgeted uneasily. 


order. Did his darndest to touch all bases . . . to track down 
everybody. Who goofed? 

What he didn’t know was this— The Director of Engineering got into 
the buying act, too. Likewise the Factory Manager, because the manu- 
facturing problem affected assembly work. And several others, because 
of influence on methods, costs, and even tool design. 

These men he didn’t see, or even know about, must have had impor- 
tant weight. Because somehow, somewhere in this buying influence maze 
Frank lost out. But remember, please, that no salesman, however skillful 
or conscientious, could cover every one of the six or eight men who were 
involved in the choice of a new supplier for this OEM item . . . any more 
than he could compensate for their fore-knowledge of competitive 
suppliers. 

Only the form of the story you have just read is fiction. The content 
is fact, based on one of many buying histories in FACTORY ’s files, 
covering a wide variety of actual purchases of plant equipment, mate- 
rials, and supplies. The situations are all different, but each has this 
identical, inescapable common denominator . . . 


o sell the manufacturing industries you must sell the Plant 
Operating Group . . . the management men and engineers with 
operating responsibilities for production, plant engineering 

and maintenance, and direction of people. 

And this Plant Operating Group is the biggect, the fastest-growing, 
the most important, and the most difficult-to-get-at influence in manu- 
facturing plant buying. 

FACTORY, and only FACTORY, concentrates its coverage and edi- 
torial content exclusively on the PLANT OPERATING GROUP. 
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STRICTLY 
HIGH 
VOLTAGE 


Best contact between a supplier and 50,000 radio- 
electronics prospects is the reference book of the field— 
the annual IRE DIRECTORY. Here is the only publication 
that completely classifies the entire industry. 


Your ad in this purchasing index quickly gets to the men 
who count in radio-electronics buying. The 1958 IRE 
DIRECTORY will save you time and money, and will work 
for you 365 days a year. 


When radio-electronics engineers want to know, they go 
to their Directory. If you want them to know about your 
products and services, call us today. 


Herbert Kabat Named 

| Herbert Kabat, formerly vp in 
charge of sales for Olympic Radio 
& Television, has been named gen- 
eral manager of the new consumer 
products division of Jefferson- 
| Travis, a subsidiary of Emerson 
Radio & Phonograph Corp., Jersey 
City. The company will market a 
line of tv sets, radios, hi-fi’s and 
air conditioners with distribution 
through a single “markup house” 
in each area. 


| Fogel Joins Cohn-Hall-Marx 

Irene R. Fogel, formerly head 
| of her own merchandising agency, 
Promotion Services, New York, 
has joined Cohn-Hall-Marx Co., 
|a division of United Merchants 
|& Manufacturers, New York, as 
| advertising and promotion direc- 
| tor for the Comark Division, man- 
|ufacturer of Con-Tact, Nylonite 
hogs other vinyl materials. 


Dan Lawrence Promotes Two 

Josef Dale has been named ex- 
| ecutive director of Dan Lawrence 
|Co., San Diego agency. Before 
| joining the agency last year, he 
was executive assistant to the art 
director of W. L. Stensgaard & 
Associates, Chicago. Gloria Pad- 
den, with the agency two years, 
has been appointed an account 
manager. 


Winkler Names Lillian Lang 

| Lillian Lang, formerly vp of 
| Gussow-Hyman Advertising, has 
been appointed advertising-mer- 


Advertising Age, February 11, 1957 


Getting Personal 


Richard Powell, vp of N. W. Ayer & Son and author of ten mystery 
stories, has written his first serious novel, “The Philadelphians,” 
a subject in which he should be well-versed since he himself is a 


GUIDING HAND—Ray Mithun, pres- 
ident of Campbell-Mithun Inc., 
Minneapolis, seems to be enjoying 
his role as guide to young visitor 
Noel Ann Becker, four, at an open 
house for home-office employes 
and their families. On view were 
the 5th annual employes’ fine art 


seventh-generation Main 
Liner. . . 

Anyone for Horatio Alger? 
Ralph D. Gardner, head of 
his own New York agency, 
who has been collecting Al- 
ger works for some 20 years, 
now finds himself with 106 
of the 140 different volumes 
published and about 50 
duplicates, which he now 
has no room for. He’s willing 
to donate them to any insti- 
tution that will give them 
the sentimental care he 
thinks they deserve... 

John Weiler, ad manager 
of Manhattan Shirt Co., will 
shortly wed Ballerina Nanci 
Crompton. . . 

Robert E. Dunlap, Minne- 
apolis, has been awarded 
$1,000 as the 1956 salesman 
of the year of the Argus 
camera division of Sylvania 
Electric Products. William J. 
Houck, Tonawanda, N.Y, 
received $750 as runner-up 
and William L. Weeden, 
Richmond, Va., was awarded 
third prize of $500... 

The Hank Basaynes are 
the proud parents of a 7 Ib., 


THE INSTITUTE OF RADIO ENGINEERS 
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|chandising director of William 
Winkler Inc., New York, fabric 
manufacturer. This fall the com- 
pany will introduce a new fabric, 
Vocama, in a magazine campaign. 
| The company places direct. 
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LOUISVILLE'S 


WAVE-TV 
CHANNEL 3 


FIRST IN KENTUCKY 
Affiliated with NBC 
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with that 
KENTUCKY FLAIR! 


Here you see Dave Garroway driving up to 
Kentucky's magnificent new $16,000,000 State 
Fair and Exposition Center—where for two days 
in September he originated his Today show. 
In a State that's known for showmanship, Ken- 
tuckians look to WAVE-TV for the best in 
television showmanship. Here's the proof: 
PROGRAMMING: Two 1956 Surveys* show that 
WAVE-TV gets audience preference! 
COVERAGE: WAVE-TV has 66% greater coverage 
than the second Louisville station be- 
cause of its low Channel 3, full power 
and greater tower height (914 above 
sea level)! 2,437,000 people are served 
by WAVE-TV in 70 mid-Kentucky and 
Southern Indiana counties! 
EXPERIENCE: WAVE-TV was first on the air in 
Kentucky, in 1948. Its experienced 
crews have the know-how to help your 
programs and your commercials sell! 


Let NBC Spot Sales give you all the facts! 


*Metropolitan ARB, March, 1956 
*ARB Louisville, Feb., 1956 


6 oz. son, Michael Ellis. Hank 
is producer-director of 
WCBS-Radio’s “Lanny Ross’ 
Showtime” and director of 


show and a display of the products 
of 41 of the agency’s clients. 


the Jim Lowe shows. . . 

Kenneth Browne, financial advertising manager of the New York 
Times, is back at his desk after a three months’ illness. . . Sigurd 8. 
Larmon, head of Young & Rubicam, has been nominated by Presi- 
dent Eisenhower to serve a second three-year term on the U:S. 
Adviscry Commission on Information. . . 


HAPPY BIRTHDAY—Rita Otway, executive secretary of the Publicity 
Club of New York and club president Ezra Dolan seem to be en- 
joying themselves immensely at “Rita Otway Night,” staged by the 
club for her 70th birthday. That’s a $700 birthday present in her 
hand. Miss Otway’s colorful career has included singing with the 
D’Oyley Carte opera company and lecturing for Consolidated Edi- 


_ son. She is a past president of the Advertising Women of New York. 


Leonard H. Goldenson, president of ABC Broadcasting-Paramount 
Theaters, will be presented with the 1956 Humanitarian Award of 
the March of Dimes at a testimonial dinner Feb. 18 at the Waldorf- 
Astoria. . . O. T. Carson, publisher of Institutions, will be honored 
for his “Consult your advertising agency” slogan and program, at 
the 6th annual dinner-dance of the League of Advertising Agencies, 
March 1, at the Plaza Hotel in New York... 

P. J. Bosch, director of overseas advertising for Parke, Davis & 
Co., Detroit, received a 40-year service pin a couple of weeks ago, 
with W. R. Jeeves, vp and director of overseas operations, doing the 
honors. . . Melvin E. Smith, vp and a group supervisor in the Los 
Angeles office of Erwin, Wasey & Co., received a gold key as a 
memento of his fifth anniversary. . . 

Joan Salvato, national professional women’s fly and bait casting 
champion and pr staff member of The Fisherman, New York, is the 
mother of a new son and fisherman, Douglas Trowbridge, born 
Dtc. 30, “just in time for a deduction.” After office hours, Joan 
is Mrs, Walter T. Cummings... . 

Arch Crawford, recently retired president of the Magazine Pub- 
lishers Assn., is the new volunteer chairman of the national mag- 
azine advisory committee of the United Community Funds & 
Councils of America. . . 
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BY THE BOY SCOUTS OF AMERICA 
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HOW LEWYT HELPS SPOT A“BOGIE”.. 


Alex Lewyt, 
President of Lewyt Manufacturing Corporation, 


says, “Our People Depend on Technical 
Magazines to Keep Up With Their Field” 


At Lewyt Manufacturing Corporation—in electronic plants everywhere—you'll 
find business and technical magazines are “must reading” for the men who plan, 
develop and produce. And Alex Lewyt can tell you one reason why. He says: 

“For almost 70 years, our company has been a manufacturer of electro-me- 
chanical equipment. Since World War II, much of our work has involved the 
development, engineering and production of complex electronic equipment. 
In the case of SAGE—called one of the most detailed military projects on record 
—we are involved in a multibillion dollar Air Force project along with Massa- 
chusetts Institute of Technology and six major companies. 

“Working with and for other companies has shown us the need for a ‘meeting 
of minds’—a detailed knowledge of what's new in techniques and methods, 
products and processes. That’s why so many of our people depend on business 
and technical magazines,and why McGraw-Hill publications rank so high among 
their sources of information.” 


In the Seven Companies Involved in SAGE, 4,441 Key Men 
Pay to Read One or More McGraw-Hill Magazines 


Throughout business and industry, McGraw-Hill magazines are bought by the 
people who must keep pace with changing technologies and new business 
developments. 

You can “mechanize” the selling of your products and services by advertising 
in the McGraw-Hill magazines serving your markets. In this way, you relieve your 
sales force of many of the preliminary steps toward a firm order. Here your advertis- 
ing reaches a responsive audience ... for pennies a call. 


McGraw-Hill Magazines 


THE McGRAW-HILL PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 36, N. Y. 
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99.9% ACCU 


VITAL PART of our defense wall is 
SAGE—Semi-Automatic Ground Environment. This complete system locates hostile or 
“bogie” aircraft. It enables ground control officers to marshall guns, missiles and interceptor 
aircraft like the F-89D “Scorpion” shown firing its wing-pod rockets . . select the best 
suited weapon...direct it to target automatically—all within a matter of seconds. A Lewyt- 
built “Interpreter”, whose monitor is shown in inset, converts and transmits target data. 
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HERE’S A STABLE 
EXPORT MARKET! 


If you're looking for an export market where there’s never a 
shortage of dollars, then you'll want to sell the more than 
100,000 families of the U.S. Armed Forces in Europe. Each 


year, these young American homema 


kers spend a large 


part of $300,000,000 in U.S. Exchanges and Commissaries 
overseas. Their buying habits are not influenced by 
the economic conditions of the countries in which 
they live. Their buying habits are influenced, how- 
ever, by their favorite family newspaper—The 


American WEEKEND. 
The American WEEKEND, published 


abroad, not 


only brings these Americans the latest news but also 


features and sports by their favorit 


e American 


writers—plus—special women’s pages and 16 color 
pages of American comics. In this atmosphere of 


reading pleasure, your advertisement i 


S sure to be 


seen and acted on where it counts—in the home! Let 
us show you how you can do business in this stable 


export market without export red tape. 


Contact nearest office for full information. 


The American 


WEEKEND 


_ ARMY TIMES PUBLISHING CO. 2020 m St, N.W., Washington 6, D.C. 


_ U.S. OFFICES: Charleston, S.C., Chicago, Detroit, Honolulu, Los Angeles, Miami, New York, 
Philadelphia, Son Francisco. FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Heublein in Bristol Milk Drive 
G. F. Heublein & Bro., Hart- 
ford, importer of Harvey sherries, 
will launch a new campaign 
this month for Harvey’s Bristol 
milk sherry based on historical 
and literary testimonials largely 
by 17th and 18th century writers, 
including Daniel Defoe, author of 
“Robinson Crusoe,” and Samuel 
Pepys, famous diarist. It is ex- 
pected that the campaign will 
help to make the Bristol milk 
sherry as popular in the U. S. as 
the Bristol cream sherry. Law- 
rence C. Gumbinner Advertising 
Agency, New York, is handling. 


Dole Tests Canned Foods 

Dole Hawaiian Pineapple Co., 
San Jose, which recently began 
marketing citrus juices in the 
New York area, has also started 
test marketing other canned prod- 
ucts without the use of advertis- 
ing. Dole is testing sales of canned 
green beans in Washington, to- 
mato juice and sauce in Puerto 
Rico; pears in Minneapolis; and 
yellow cling peaches in Michigan. 


Advertising Age, February 11, 1957 


NBP Nears Accord 
on Organization to 
Study Sample City 


New York, Feb. 5—National 
Business Publications’ proposed 
Sample community survey and 
depth study of all audited busi- 
ness publications in a_ selected 
midwestern city is still hanging 
fire. 

James S. Mulholland Jr., vp of 
Hayden Publishing Co. and chair- 
man of NBP’s research committee, 
told AA last week that his com- 
mittee has been unable to decide 
on a research organization to con- 
duct the survey. However, he said, 
he expects that a research group 
will be named within the next two 
weeks. 

The committee has every inten- 
tion of going ahead with the proj- 
ect, he said, and hopes to be able 
to complete a pilot survey in time 
to report to NBP at its spring 
meeting April 13 at Bal Harbor, 
Fla. 


The delay has stemmed from 
inability of committee members to 
get together frequently and from 
a lack of unanimity on the ap- 
pointment of a research organiza- 
tion to conduct the study. The 
committee has a budget of $15,- 
000 for the project. 

Mr. Mulholland said the name 
of the city where the study is to 
be made will not be released un- 
| til the study has been completed. 


Ree eee art mae a 


= The study has been under con- 
sideration for some time. Last 
summer it was hoped that it 
could be completed in October 
(AA, July 9, 56). The plan to 
send researchers into a city with 
detailed questionnaires to inter- 
view all business establishments 
in the city—industrial, commer- 
cial and professional—using a 
tested recall technique, has not 
been changed. The basic question- 
naire has been completed. o 


Bay City, Michigan 
a rich 5 STAR MARKET 


Mike & Screen Directory 
Is Now off the Press 

The Radio-Newsreel-Television 
Working Press Assn., New York, 
has published the third edition of 
|its “Mike & Screen Press Direc- 
tory.” National in scope, the di- 


It’s an industrial city: 16,600 workers in 108 industries, 
making cranes, pre-cut houses, Great Lakes freighters, ocean ‘rectory lists the working news- 
vessels, transformers, automotive parts. Factory payroll $75 : — in tv, radio and motion pic- 
one 4 ures. 
million. And we have 13,300 other wage and salary earners. In addition to the movie com- 
76 % of our families are homeowners. Since 1950, new homes ; pany —_ = —_ Rn Ba 
° ones personnel, ere are iocal lists tor 
built were valued at $52 million. Atlanta, Baltimore, Boston, Chi- 
Our annual retail sales are 41% above the national average. cago, Cincinnati, Cleveland, Dal- 
ichie i hi F “ las, Denver, Detroit, Ft. Worth, 
Spendable income, 18% higher. Food sales per family, 38% Houston, Indianapolis, Los Ange- 
higher.* Car registrations are 1,115 per 1,000 families. Retail les, Louisville, Miami, Minneapo- 
ott te Ree © ich ae lis, St. Paul, New York, Philadel- 
es for Bay County were a record high of $135,000,000. phia, San Francisco, Seattle and 
Bay County’s 2,349 farms have an annual income of over Washington. 
$13 million. 
You can reach this compact, prosperous, responsive market 
through a single medium, only through the 36,545 circula- 
tion*** of The Bay City Times. Be sure it’s on your schedule! 


on the city’s docks in 1956 
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U. S. Steel Advances Estes 

Bay E. Estes Jr., director of 
commercial research of U. S. Steel 
Corp., Pittsburgh, has been ap- 
pointed director—staff adminis- 
tration, a new position. He will 
have supervision of the advertis- 
ing, commercial research, product 
development and market develop- 
ment divisions. Harold M. Ridlon, 
assistant director, has been named 
to succeed Mr. Estes as director of 
commercial research. 


* SRDS 
** Estimated from Michigan Sales Tax collections—1956 
*** Average net paid circulation for November, 1956 


The Bay City Times « Evenings and Sunday 
Carried 15,016,176 lines of advertising in 1956 . Serving N.E. Michigan and its $150,000,000 tourist industry Raybestos Boosts McHugh 

Charles P. McHugh has been 
appointed director of research and 


a = oD product design of the Manhattan 
“+h ati ‘ ; Rubber division of Raybestos- 
um Manhattan Inc., Passaic, N. J. 
; Formerly assistant director, he 
BOOTH NEWSPAPERS 


succeeds William L. White, who 
THE BAY CITY TIMES «= THE ANN ARBOR WEWS THE FLINT JOURNAL THE GRAND RAPIDS PRESS 


has been transferred to sales and 
technical personnel training. 
THE SAGINAW WEWS JACKSON CITIZEN PATRIOT KALAMAZOC GAZETTE THE MUSKEGON CHROWICLE 


Fred Yardley Appointed 

Fred W. Yardley, formerly with 
Guild Films Co., has joined the 
| sales staff of C&C Television Corp., 
' New York, film distributor. 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, Murray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 1! 
Superior 7-4680; Brice McQuillin, 785 Market St, San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972 
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The New Medium To Reach U. S. Management 


NEWS FRONT covers a// the Officers and Key Department 
Heads of the 1,500 leading Manufacturers that account for 70% 
of all U. S. manufactured output. 


NEWS FRONT covers every area of business and industry: 
manufacturing, mining, construction, transportation, communica- 
tion, public utilities, finance, insurance, service industries, whole- 
sale and retail trade, government and education. 


NEWS FRONT, The Picture News Magazine, is not available 
to the public on the newsstand or by paid subscription but is sent 
only to a selected list of management men in U. S. business, indus- 
try, finance, government and military with the compliments of 
the Editors of NEWS FRONT and the respective national adver- 
tisers appearing in each issue. 


NEWS FRONT covers a// important purchasing influences . . . 
delivering intense, saturation-level coverage in all leading UV. S. 
corporations. (Chairman, President, Executive Vice President, 
Treasurer, Secretary, Vice President in charge of Research, Vice 
President in charge of Engineering, Vice President in charge of 
. Manufacturing, Vice President in charge of Purchasing, Vice 
President in charge of Sales, Controller, Office Manager, Director 
of Systems and Procedures, Director of Research, Chief Engineer, 
Plant Manager, Superintendent, Maintenance Manager, Traffic 
Manager, Purchasing Director, Sales Manager, Advertising Man- 
ager, Public Relations Director.) 


: FIRST ISSUE, VOL. 1, No. 1 
% FEBRUARY, 1957 


NEWS FRONT Firsts 
First magazine to cover all the key 
purchasing factors within leading com. 
panies. 


NEWS FRONT'S circulation is 40,000 . . . covering management in . . . 


99.9% of Petroleum Industry (21 largest companies) 

94.8% of Transportation Equipment Industry (79 largest Automo- 
tive, Aircraft, Railway Equipment and Shipbuilding 
companies) 

83.9% of Chemicals Industry (63 largest companies) 

Fe 81.8% of Tobacco Industry (6 largest companies) eas 


40.0% of Printing & Publishing (85 largest companies) 

87% of the Public Utility Industry (37 largest companies) 
79% of the Railroad Industry (all 26 Class A Railroads) 

83% of the Airlines (all 14 scheduled Airlines) 

the key Mining, Contract Construction and Engineering firms 


First magazine of general appeal to 


73.6% of Electrical Machinery Industry (48 largest companies) 

72.6% of Instruments Industry (18 largest companies) 

57.3% of Stone, Clay, Glass Products (33 largest companies) 

53.9% of Food Industry (109 largest companies) 

51.0% of Machinery Industry, except Electrical—including Office 
Equipment & Agricultural implements (101 largest 
companies) 

46.9% of Paper & Allied Products (44 largest companies) 

* 42.0% of Fabricated Metal Products, including Building, Heating, 


80.7% of Rubber Products Industry (13 largest companies) _ 


the key Financial groups (commercial and investment banks 
and trusts, insurance companies) 

the key Service firms (largest hotels, advertising agencies, 
motion picture and broadcasting firms) 

1,000 key Defense Dept. & Washington Officials 

1,000 key State, County & City Officials 

750 key University & Engineering School Deans, Presidents, 
Placement Bureau Heads & Fraternity Houses 

250 key Labor Leaders 


cover solely the U. S. management 
market. 


First general magazine to key every 
name on its circulation galleys, thus 
being able to show the industry (by 
S.LC. classification), company name, 


Plumbing, Household Appliances, Hardware, Tools. — 500 key Editors, Col ists, C tators, Institute & Asso- title and function of every name in its 
(71 largest companies) ciation Heads. . . 

: circulation. 

f NEWS FRONT in each issue will contain 20-25 picture-news features of wide editorial 


appeal. These will not be restricted to mere spot news or to subjects solely of pictorial interest. 

NEWS FRONT’s features will bring a fresh approach to subjects in the mainstream of 

3 major national and world developments, subjects pegged solidly to the news of today and 
tomorrow. 

NEWS FRONT asks of its busy management readers no specific reading interests, simply 
an interest in world and national affairs, the broadest common denominator of all reading 
: interests. 

‘ NEWS FRONT editorial content—with its mass appeal of pictures and news—has a com- 
pelling interest and urgency of readership. 


ADVERTISING RATES 
Page (b&w one time}—$785. (12 poges, every issue, campaign— $8,856; six pages—$4,572) 
Page (2 color) —$980. (12 page, every issue, campaign— $11,052; sixe pages—$5,706) 
Page (4 color}—$1,275. (12 page, every issue, campaign— $14,376; six pages—$7,422) 


Phone or write today for further information — 


Baldwin H. Ward, Publisher 
52 Vanderbilt Ave., New York 17, N. Y. 


EWS FRONT Magazine, 52 Vanderbilt Ave., New York 17, N -Y. 


lease send me a sample copy of the first issue, Vol. 1, No. 1, of NEWS 
RONT and full information as to NEWS FRONT's coverage of the U. S. 
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NEW YORK CHICAGO CLEVELAND | Management market. 
Louis Harrod John Gardzie James Black | 
Robert Warnick 540 N. MICHIGAN AVE. FIDELITY BUILDING | NAME oe ;,)) See ee 
52 VANDERBILT AVENUE MOHAWK 4-0769 SUPERIOR 1-3843 | 
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Fred Klaner Lewis Vogler Lawrence Conaway ; ADD Be Kx 2 es ! 
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ers could prevent half the traffic 
fatalities and injuries through safe 
vehicle design, but sales execu- 
tives must be banned from the 
drafting rooms before it will be 
done, according to an article in the 
February issue of Harper’s Maga- 
zine. 

The “huckster approach” of the 
car makers, says the article, “has 


‘Harper's’ Writer Sees Admen, Salesmen as) 
Brake on Progress Toward Safe-Auto Design 


New York, Feb. 5—Car mak-| accident potentials.” 


® The automobile 
| Kearney writes, 
allergic 
| Having long ago classified the con- 
|sumer as a moron, the manufac- 
| turers are certain that if anybody 
| breathes the forbidden word the 
prospect will dash across the street 


Advertising Age, February 11, 1957 


and buy another maxe of car, one|reliability among its members,|the whole subject, Ford plunged 
which doesn’t have accidents. 


“As Benson Ford himself put it, 
not long ago: ‘There has been a 
fear that by some sort of reverse | 
English you will find the danger s “Every intelligent motorist, ‘ify the program a year and a half 


who “produce products with a le-| into crash research in 1951—with- 
thal potential at least as great as|out benefit of sugar-coated no- 
the automobile.” menclature—and learned enough 
startling things to want to inten- 


industry, Mr.|stigma has become attached to| should take off his hat to the Ford later. Ford worked closely with 


is “congenitally | your own product’.” 
to the word ‘accident.’ The whole problem of safe car|regard of the trade taboo,” the 
design could be “solved by the in- | article says. 

dustry itself, with proper polic-| “While its largest competitor 
ing,” the article says. It cites the | dabbled fitfully with some safety | given Cornell $200,000 to continue 
example of the American Gas | improvements, ignored others even | the crash research, Mr. Kearney 
Assn., which promotes safety and! more important, and hush-hushed! writes, but “none of the other 


Motor Co. for its revolutionary dis- | the Cornell group (Cornell Uni- 
versity’s automotive crash injury 
research project).” 

Ford and Chrysler have each 


lulled the public into thinking it 
has a safe car when it hasn’t.” 
The article, written by Paul W. 
Kearney, says that automotive en- 
gineers know how to build a safe 
car, but adds that “they will never 
be allowed to put that knowledge 
fully to work until the sales ex- 
ecutives are banned from the 
drafting rooms, just as they’ve 
been banned in the field of wash- 
ing machines, electric blankets, 
gas furnaces, oil burners and a 
score of other devices with high | 


John HART 


Lon CHANEY 
, Pp 


James Fenimore Cooper's all- 
family classic has a ready- 
made audience. Hawkeye's 
everybody's idol! Thrilling 
outdoor action—an “Eastern” 
filmed on location in actual 
French-indian War Country. 
You get better sponsor iden- 
tification. Excellent markets 
still available. Wire or 
phone collect right now for 
your market before another 
sponsor beats you to it. 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 * PLaza 5-2100 


A native of St. Louis, Robert G. Stolz started 
his advertising career a little more than 15 
years ago, following his graduation from 
Washington University. After a 12-month 
association with a local advertising agency, he 
moved to Brown Shoe Company, where, in 
1945, he became Manager of Advertising and 
Sales Promotion. An active and respected 
member of the advertising fraternity, he is a 
past president of the Advertising Club of 
St. Louis. We recently visited Bob Stolz to 
talk about the role that trade and industrial 
publications play in his advertising programs 
and we'd like to pass the highlights of our 


discussion on to you, 


Q As a matter of background, how long 
has Brown Shoe Company been in 
business? 


A It was founded in St. Louis in 1878 
by George Warren Brown. 


Q And what is its present position in 
the industry? 


A We are one of the largest shoe com- 
panies in the country. Our annual 
volume of sales runs very close to $220 
million. 


. 
Q What are some of the brands of shoes 
you sell? 


A Oh, there are quite a number—we 
have 26 key brands. To name just a few, 
there are Buster Brown, Educator, Rob- 
lee, Regal, Life Stride, Official Boy Scout 
and Girl Scout Shoes, Naturalizer, Air 
Step, Jacqueline, and Risque. Certainly 
the best known of our brands—if only 
from the standpoint of age—is Buster 
Brown. This famous brand of children’s 
footwear was first introduced back in 
1904 at the St. Louis World’s Fair and 
it is still the largest-selling single brand 
of footwear in the country. Behind it are 
more than 50 years of advertising effort. 


Qi was going to ask a question along 
that line. When did your company first 
advertise? 


A Well, it’s safe to say that we’ve been 
advertising minded almost from the 
start. In the early years we promoted 
many small brands, but our first really 
major brand was Buster Brown, and I'd 
say that we really entered into adver- 


Prin tp roses 


PUM 9.8 


tising on a sustained basis when this 
shoe was introduced. It was during the 
late 1930’s, however, that our advertising 
underwent its greatest expansion and 
development. 


Q What brought this about? 


A The reason is quite simple. Up until 
that time, Brown Shoe Company was 
known as a general-line shoe company. 
By that we mean that each of our sales- 
men sold every type of shoe we manu- 
Tactured. Then, in 1938, we broke into 
what is called specialty divisions—a 
series of autonomous divisions each re- 
sponsible for selling a single brand of 
shoes and each having its own separate 
sales force, administrative organization, 
and production facilities. 


Q How many separate factories do 


you have? 


A We have 33 shoe factories, 5 ware- 
houses, 7 other supply plants, and 2 


tanneries, 


Q Did trade and industrial publications 
figure into your early advertising ac- 
tivities? 


A Yes, trade publications were used 
quite extensively over the years. How- 
ever, just prior to World War II we 
stopped using them altogether and did 
not reinstate them on our media lists 
until 1952. 


Q What were the reasons for these 
decisions? 


A Well, for a while there was a general 
feeling that our consumer campaigns 
were extensive enough to adequately 


cover the trade. Then all during the war 
years, when there was a shortage of foot- 
wear, there was no real need for a max- 
imum advertising effort directed to the 
shoe retailers who are our dealers. 


Q And what changed this thinking? 


A As competition came back into the 
picture, our management decided that 
we should undertake a maximum satura- 
tion job within the shoe industry. We 
therefore elected to schedule a heavy 
trade publication campaign. 


QO ust what is your general adver- 
tising theme? 


A Our basic approach has always been 
to develop brand recognition and a con- 
sumer demand for our various lines of 
footwear. Shoes are now a highly com- 
petitive product with a great amount of 
style influence, and it is very necessary 
to develop brand-name acceptance. We 
also believe in hard sell and we therefore 
stress consumer benefits in our adver- 
tising copy. Fortunately, we are able to 
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manufacturers invited to partici- 
pate took the opportunity to do | 
so. Presumably their safety pro- 
grams will continue to be handled 
by their advertising departments.” 


Kellogg in Winter Push 
for Pre-Sweet Cereals 

Kellogg Co., Battle Creek, 
Mich., will use newspapers and 
tv in a mid-winter promotion of 
its pre-sweet cereals, Sugar Pops, 
Sugar Smacks, Sugar Frosted 


Eatin’ Anytime” will be the theme 
which will be featured in color 
half-page Sunday comics ads run- 
ning in 50 cities and in commer- 
cials on “Wild Bill Hickok” 
(CBS-TV). 

In-store displays, banners, 
shelf strips and salesmen’s kits 
are being provided. Free premi- 
ums featured on the cereal pack- 


| ages will include miniature U. S. 


soldiers and old time rifles. Leo 
Burnett Co., Chicago, is the agen- 


Washington Commission 
Pushes ‘Apple for Teacher’ 

A spring advertising campaign 
for Washington apples that will be 
tied to the merchandising theme, 
“Apple for Teacher,” using news- 
papers and network television, has 
been laid out by the Washington 
State Apple Commission. The 
schedule calls for small space in 
nearly 100 newspapers in 32 states 
plus participation in NBC-TV’s 
“Today” in the central time zone 


schedule is kept flexible, depend- 
ing on progress in moving stocks 
of apples. 

The promotion follows the pat- 
tern of earlier advertising by the 
commission and will run through 
March. Cole & Weber, Seattle, is 
the agency. 


Wold Heads New Borden Unit: 

Korsen Named to PR Post 
James A. Wold has been named 

general manager for the new con- 


Flakes and the Snack Pak. “Sweet | cy. 


network 


only. The newspaper|sumer products department 


prospects with pinpoint selectivity” 


do this because our shoes, being basically 
in the medium price range, have a lot of 
quality, value and other consumer bene- 
fits built into them. 


Q What are your ideas on continuity 
in advertising? 


A We believe in maximum continuity. 
We have always been opposed to the 
practice of hitting the so-called peak 
selling seasons. In the shoe business in 
particular there are those who only 
advertise for several months in the spring 
and again in the fall. We have found, 
however, that there is always a ready 
market to move into at any season of the 
year if you just take the trouble to co- 
ordinate your advertising efforts with 
your retailers. 


Q And what are your beliefs regarding 
copy and art treatment? 

A We certainly believe in the minimum 
amount of copy necessary to register 
hard sales messages, and we rely heavily 
on the headline and subheads to carry 
the maximum message. So far as art is 
concerned, we strive for large, attention- 
getting illustrations and, of course, we 
like full color, but we have used our share 
of black and white advertisements with 
very satisfactory results. 


Q What are the basic differences in 
approach between your consumer and 
trade advertising? 


A As I have said, our consumer mes- 
sages almost always stress customer bene- 
fits. On the other hand, in trade publi- 
cations we feature the dealer profit 
theme. We know as a result of studies 
conducted by the Russell W. Allen 
Company that our brands offer the re- 
tailer a greater profit opportunity and 
total dollar volume opportunity than 
other brands available. These facts have 
been proven time and again by inde- 
pendent merchandising analysts and for 
the last four or five years we have lost no 
opportunity to pass the story along to 
shoe retailers. It is also a part of our 
philosophy to give the retailer informa- 
tion, based on fact and experience, that 
he can intelligently apply and use to the 
benefit of his business. 


Q Pursuing that kind of program must 
require considerable research and study. 


A Indeed it does. It takes a lot of dig- 
ging to come up week after week with a 
fresh, hard-hitting story to tell our re- 
tailers, but we consider the results well 
worth the effort. Over the past four 
years, in two major surveys, shoe outlets 
and retailers have voted Brown Shoe 
Company as providing the best-read, 
most helpful trade advertising in the in- 
dustry by a score of 2 to 1 over any other 
manufacturer, 


Q What contributions are trade and in- 
dustrial publications making to the 
American economy? 


Al feel that they play an extremely 
important part in today’s business world 
—not only because they enable an adver- 
tiser to reach customers and prospects 
with pinpoint selectivity, but also be- 
cause they are highly informative. They 
up-date the business or professional man 
on the new facts to be learned in his field, 
they report and interpret the news, they 
explore new ideas, and they provide a 
rostrum of discussion on all contro- 
versial issues within a field. 


Q Do you fee! that trade and industrial 
magazines are fulfilling their obliga- 
tions to the groups they serve? 


A Very definitely. As an advertiser I am 
aware that the better publications are 
constantly endeavoring to improve both 
their format and their editorial content, 
and all the services they provide for their 
readers and advertisers. 


Q How do you rate the importance of 
trade and industrial publications to an 
advertiser? 


A Well, certainly they offer an effective 
line of communication for corporate 
plans and objectives. But most impor- 
tant, they provide invaluable support for 
the sales organization. I don’t think that 
there is one in existence today that is 
large enough to personally call on cus- 
tomers and prospects as often as they 
should be contacted. Trade publications 
have got to be used to help maintain 
these contacts. That’s why we now use 
every issue of the publications covering 
our industry. 


Q You of course merchandise your ad- 
vertising throughout your sales organ- 
izations. 


A Very thoroughly. We merchandise 
our trade paper advertising to our com- 
plete dealer list as well as to our own 
sales organizations. And I’m happy to 
say that it pays its way in more respects 
than one. The reaction that we get from 
these groups provides one very effective 
means of being sure our messages are 
on target. 


Through the use of trade and industrial publications you are able to com- 
municate with your customers and prospective customers in an atmosphere 
that is natural to them and most productive for you. Today’s reliable 
business press serves a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence 
and a strict control of circulation that assure confidence on the part of 
readers and advertisers. With such acceptance goes a proportionate 


selling power. 


ithe 


lh 


Gas « Electronic Industries 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsyloania 


== CHILTON PUBLICATIONS: Department Store Economist + Hardware Age 
= The Iron Age + Jewelers’ Circular—Keystone + Distribution Age « Motor Age 
Automotive Industries » Optical Journal and Review of Optometry + Spectator 
2 Commercia] Car Journal + Boot and Shoe Recorder « Hardware World 


Butane-Propane News + Book Division 
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Borden Co.’s chemical division, 
New York. Mr. Wold joined the 
company in 1954 as an admini- 
strative assistant for the West 
Coast chemical operations in Se- 
attle. 

Stephen E. Korsen, formerly in 
charge of the press section of Bor- 
den’s public relations department, 
has been promoted to assistant pr 
director. 


Michener & O'Connor Adds 2 

Michener & O’Connor, Harris- 
burg, Pa., has been appointed to 
handle advertising for H. B. Reese 
Candy Co., Hershey, Pa., maker of 
Reese peanut butter cups. In addi- 
tion to trade publications, televi- 
sion will be used in major mar- 
kets. The agency also has been 
named to handle advertising for 
Martin H. Cope Co., Rheems, Pa., 
evaporated corn processor. Trade 
publications, newspapers and spot 
tv will be used. Wflliam B. Kamp 
Co., Lancaster, formerly handled 
Cope. 
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Direct-mail users: tired 

of the old-fashioned 
“do-it-yourself” technique? 
Better investigate Lemarge 
mechanized mailing service! 
Our handy-dandy modern 
machines add up to speed, 
accuracy and economy. 
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Imprinting 
Cutting & Folding 
Copy & Art 


Mechanical & Hand 
Inserting 
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Terminal Sorting 


Scheduling & Stock 
Control 


Sales need a boost? 
\ We'll gladly 
lend a helping hand. / 
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We thrive, thank you 
where advertising pays 


In an article in Business Week, January 19, “Magazine Paradox — Are They Thriving or Dying?” our 
editors answered with firm optimism. Said they, “There is no pessimism among those who know 
magazines best.” 

“But,” they warned, “it will only be the magazines that have a sharp concept of themselves and 
the U. S. — the magazines that are ‘doing a real job to meet a real need’ — that will share the future.” 

With record modesty, our editors never once mentioned Business Week’s own shining state of 
health. We in the Sales Department aren’t that modest. 

Last year, Business Week scaled another peak — 5,864 pages of advertising, a record for us, a 
record for all general, general-business, and news magazines. Our advertising revenue increased 
22%. Circulation? Advertisers are now enjoying 9% more than guarantee. 

1957 looks even brighter, for magazines with a “sharp concept.” Among them is Business Week, 
with its concentrated business content, its concentrated executive circulation...delivering more man- 
agement readership per advertising dollar than any other general, general-business, or news 
magazine. (P.S. If you missed “Magazine Paradox — Are They Thriving or Dying?”, we'll be glad to send you a reprint.) 


3...makes it most useful of all & 8 : 4...attracting a concentration 
general, general-business, aimee = of business-management 
and news magazines... : \| readership... 


MANAGEMENT & NEWS MAGAZINES NAMED 3 Be MANAGEMENT & NEWS MAGAZINES “READ 
“MOST USEFUL” BY CUSTOMERS AND PROSPECTS e : REGULARLY” BY CUSTOMERS AND PROSPECTS 


OF 11 INDUSTRIAL ADVERTISERS, 1956 ‘ a OF 11 INDUSTRIAL ADVERTISERS, 1956 
(Percent of total mentions for six magazines) ou 


meee Se 


(Percent of total respondents mentioning the 6 magazines) 


U. S. News & World Report 
Nation’s Business 


A Bes Same ye Se ea se SO ee ee ee ee et ee mS NPR eta 9” leer ee eames Se ec W-  caneee nh 
eee: Ey eee Sy eee ees hae a Paes ts.) eee eile 2 Se >< iene I deere iy ay roe Bx 3D ere ne ae en ee Bec Bs Pe SO ae — ee ao a 
ee, mee i te eg ieee eee erie Sa oe eg is eee et ah, eet ok ey ee RR el ee Sey. tee em =e eS ey Pa oe ae 
se ae ee 2 ee Us, Em aie Bon: ee ee mm eh i xe ee eS ke Ae 
en aa Bs a ad Sees a ee aa a gi ES ae ee a i: eee i Pe Ee eee bo Se Lae ee a sc gs oe Bal Sor an e..- F te ee oils ie Se an 
aa aoe ae? ee ld eo ee ar sie encase a oa m pice i acon : eo Se ee ina nee cae oh peeaeamere 78 ADM ces a 
. a : it, Sie : : , “ x ‘ : : ee ne a ieee 
net 4 ed 
7 =, 
" 
a Fd 
ys 
a 
a 
: ey 
= 4 
a 
fa 
- 
eae 
Roatan. Hee 
paging Pas 
soe .. 3 
Se ie ’ SS 
ar 29 
dl . ee 

Lene ‘ 
Algae os 
Sivek og | 
ros Sues % 
ier t% 
Nee a 
ae a 
Se a 
Pie ee 
i a | ee 
ees i a 

us ‘ 

“: | “a 

Ce . se 
: | 4) 
«ole 
- 
: 
i. ra 
she cae ae 
paaeeies sags 
fat: hong ne 
ane r i 
‘aie 
shea 
wee hk ae 
eh 
ha eat | eis 
eg | ics 
taal i) 
| rae d oi 
“Lae at 
ae y 
te a 
4 pte) 
5 eta 
ty 
en AM 
eres <i 
att ne” 
ae rare vm 
vee 7 a 
} oy 
a 
| ad 
te 
| Tid 
a ry 
mee a 
eer 0 
Aves ja “ 
(eo oe $ 
a ed 
os | oe 
ae 
ses oT 5 ay 
Fs it ’ gi he Ste ee ee Pe 
SAR OED S : 5 % G ange 2 ee ha ae ei ey ees, ae 3 | 
' eats ee re at ee re Joc. ee, 
ih: ts ae i H : 
as He _ . i ] 
od ile ae ¥ ae bigs a 4 . bs ae Bas S35 F Pies 
age sf ae ae CSM Ae ER kay Ot oe dae a 
abe: yaaa ek Geeta Mat Ta cel starr ca dare rs 
ec: Me < iee eta NITE ; ae gee et tie ee dae 8S ay 
ie 5 ; peta ess. yeaa nae : poe Meee ia ae nek eee, Ne 
os, ea | : tee te yt ence ae i 
5 ae . . eatery ae ae ) eh: Laer San inte ig aie ae rete ve 
: ate Rte ee ee eres: |S RS Ie inalarmtee Ae) oe Es ome Re ae 
A . 3 ees ey {tae Si ane be Wises oa OI et te ae. gach ce Ca gare aa en on 
oe ie a i ‘o? ee Biss riety : Salesian Sens eres» aan veyeeine tri Se et ie Seek, Be is ae 
ae . ox pices > Ce Tie me : ea EN? <a ape e etree = Mg 
LN, 1 ee = a ; Jee a ea cae encase BO fr tat ee ‘ in = Rar. 3 
ae 4 cs ae Uh ae et EOS Mi See A RGN. Oe ot egies hay eee re om “a 
Beni i, . 
te ee e 175 = : 
ie ae ee iy ; 
pron Moe : 
Snr ule © ae. 
si get aa wig’ s 
Sage ‘ ls : 

a 489 4 

ime tk - F 
coy Se x heal 
a “ees i , ‘ 

Lwigs Oh Reese sf 5 ds: 
er ors ‘ | : 

Saye Me ; 
hee ' ¥ : om : 
Megha a ae : 
Pie et a & - : : Ls 
eet ee Pe Sty : sit 2 © A : 

Rat ated \ a ater is ie f 
ost hares : . & ae Pe, 
toe | er nl 
ey Lae 4 Agee iS 
Cae re j 
Fo a hy * 
tah a(S oe 7 eo _— 7 ° H 

Seer , oe by 
ae : : Wa - : 
; cE % ae 1 
- ie : St ; 
LR as : 
: as ‘ 
<3 BUSINESS WEEK 54.9% 3 : 
aa sseseerevsnssasencessesssesecansnssees DD FNS cided actettteseitennerensonctstinstesietines a 
oo U. S. News & World R 17.6 
i . S. News & World Report ...........cccc008 17% all WEEK 41.4 
4 ae A os POP PPR PREP ERP ESSE EEE E TERETE EEE . : 
ae * 
a Time ........... 10.6 , Fortu 25.0 

Be ae ‘heer ES aie : | 
ay Soe a st all 7 CR F 3 
i BS oo ee ; Sia SOOO R EERE EERO E ERE EE EEE E EEO E EEE EE REESE EEEEEEREEED ; 
ae nee LinbeTertn a das a = f 
es hi fei ghee. evecces | 

ier tion’ : 2.9 Be ess a P 
a III scsncnsccassescsccccoseosonnssnncsssstiagniiile ' 9.2 
a2 Fe = be See eeeeeeeeeereneeeeees . ‘ 
sient a be ete se af 
a : 100.0% a 
= ae e aoe . “4 F + 
creer gee i. : ie ess ; 
CaO Ue aes i * aor ip. 
eae ake ee ee ses My . 
2S ee : a ie . 
bee 5 bint a — + athe BF, es ey 3 ‘ j AS see eo ee ee | aaa St. ae ese >< cea as icin Rr ite ke ae ara - J 
Tanase ‘ i ae if % BEM ghee So 7 ae oe 233) ee a ase er eae poe ee ae ee ee aegis tae, OR gh Wt ia i a Aiea he i bane , 
ee € aoa Pore a oe Meer a Steels. - aaa J rate tudes by — nes " -_s , 
aw. ia : , Spa' , es by TT an sii alia oe are meee ee Cine heel pS) ees ie ee ee aecare Ss 
Aen Ger el R Ay Piet ta Rah x TMA eas % ee s Sig pov eee rh a ee oom Ps a weal Be ft a Nes wee bi be pre ies, : 
“ i i ¥ : ‘ } Ee ahs , ee ae S oe Cat. Ce a a we re eee eee ee eT Y 
¢ “Jag * t ieee + Sit oe fp taint F ie a a een rete ba ee sate 
wit ‘ - i fee) , 7 
a ate ieee Pr eG : ’ ; ; 
: : Se SE ES ea ae ghee oe oe ee SE Fe ae ike es —— ‘ : 
i ee : aS ale ae of et oom a : ‘ - : - : ie 
ee feel. aac palg 7 a : i 4 3 i oe WA Ss vn RL Os a : : a : a E 2 _ . a Pee ‘ an fs = y i at 7 Me a 

Up Te NE ln er gn a en eae ca aly Male A elias ch eh fife Casing Syed gc aaa Bae aime Ie ere ea a eau Nog ioe Reig 3° oi Yo are : ee fe 

i bea Bt «2 Se 5 PR a AR Cin lee 8 ee ee ele Sonne a= ee Ok je a dio pieigs t a [ 4 sae 5 ; Re ee) Oe Ec ¥ ‘ aes pet ew $ 
ae Bee hie Tes eee ea Siete eR 5 sel ey ete cs onde hs ee ee ae 4 : es ote he ees.) 6 ee AS aa ie rcs bo es 
ea aia Sats ee Nanas | ae A Ge aati ee Rca Boal oe ry io ean ar ee Ge eee A I ei ; Rie canaay Seated 0 On a ee Pees cee a ioe ee Sig? ig peg os ee so ie eee ate eae 

ee eeu ome hh eee Loa a Oe ae ee eA. ie Ce aa fee et ely ee re Dee age Sie ck a: = ‘ Dey Tiel ReaSe 3 Sine Rhee ae Mes aa, pee a ae a es Bi ae ears fo tae eee fe = ss! 
sont epueemneaneeettomebte sean ee eas as Nag SS et! Nee arse ee ON MSE Test ae eg oP eT Tage oe : “Sig aes nS 7 tie Palas es Ses i sahil ete 
ag nga mae ciara ei py eh Cra ge oe Nl eet NPR a Alle ney eed ) Pee spelen mprten oe te Ale aR ili eg ae yo oe a ane Pa ee 
Ba ei. be es, 4 ae ae la, cae eee eee eee ie ea ge” bool eta a Ba eee Gen aye ap ae. er a aes a ee et ie a ee ee Be. pode ee a3 


1... 1st in pages of advertising 
(for the 9th year in a row)... 


TOTAL PAGES OF ADVERTISING— 1956 
Pages 
SO, 
BR TR occ seskscnscshclieincicsnsstnisioclewestiltiiiy: AE 
Saturday Evening Post ..............cccceeeeeeeeee 3,908 
Ts ieeiitiiteiinscsececeseeqeescesshaiinaaliiaecsnans EE 
En TE 
U. S. News & World Report ...........0000c000. 3,204 
ee | 


(Excludes trade, technical, and industrial publications.) 


5... that makes advertising 


more effective because each 
dollar does more work... 


COST PER MENTION* — BASED ON READING 
PREFERENCE OF CUSTOMERS & PROSPECTS 
OF 11 INDUSTRIAL ADVERTISERS, 1956 


BUSINESS WEEK «-.-.:s::esecesesesseseseseseseseseeerne 0,93 
RS EL EE 
U. S. News & World Report .........cccceceee 2.99 
IID nsicinnihtciuerassevibensnevteninstihaiinliicaehs a 
SEINE oncsscvacnsassepsepsatinnebionnseneiati 


X 


J 


2... because its extraordinary 
service to management in 
business and industry... 


BUSINESS EDITORIAL CONTENT 
(Percent of total for six magazines) 


Gl EEF 
U. S. News & World Report .............0000. 22.4 
I i cae oc A cscesesns SD 
Neaiibe ts Buclnees .cccrcccsssinnsssttiietiieenutiiacs: Sot 


100.0% 


‘BUSINESS 


You advertise wn 

Business Week 

when you want 
to wnfluence 


management men 
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This advertisement is addressed to the national account. that has 

 @ cooperative outdoor advertising program on either 24-sheet or 
“B0-sheet posters and who is not receiving the expected response 

Let us show you, how we can help you on this. We have 
» shet aoe proven mee ibis: and 


‘oti kind. We. are at present esiitalliieeedl td 
cooperative accounts on a national basis who are receiving very 
successful results through our efforts. If you are an account that 
has had or does have a program of this kind and are not obtaining 
the number of posters posted that you desire, we will be more than 
glad to give you full and com plete details as to how 
you on this type of promotion, — 
Write us for full details. : 
Robt. F. Portér Co., Inc. 
Nissen Building —Winston-Salem, N ; 
Telephone: 49241-19242. Box 2508 — — 
HANDLING MORE OUTDOOR ADVERTISING ACCOUNTS 
THAN ANY AGENCY IN AMERICA, | 


Dermassage Plans Push 

A record $265,000 national ad- 
vertising campaign will introduce 
|a new packaging format and new 
| consumer appeals for Dermassage, 
|a body rub and skin treatment 
|manufactured by S. M. Edison 
| Chemical Co., Chicago. A special 
| offer of a combination containing 
ja free trial sample ($1.20 value 
| for 89¢) will be included in the 
promotion. With a “Medicated 5- 
| Way Skin Treatment” theme, ads 
are scheduled for Good House- 
keeping, Life and The Saturday 
Evening Post, plus newspaper and 
radio advertising. Stern, Walters 
& Jaster, Chicago, is the agency. 


L&M Crush-proof Distributed 
Liggett & Myers Tobacco Co. 
has announced completion of na- 
tional distribution of L&M ciga- 
rets in the new crush-proof box. 
The new package went on sale 
three weeks ago in New England, 
the West Coast and in Central 
Atlantic and some southern states. 


Detroit’s brightest and sprightliest paper has 
more readers than any other Michigan paper. 


And it’s the fastest-growing, too! 
Today, you see the friendly Free Press everywhere! 


Che Detroit Free Press 


*FIRST IN CIRCULATION —456,768 


The Free Press is King of the Forest among Michigan newspapers . . . 


(Daily circulation, Publisher's Statement 9-30-56, as filed with the Audit Bureau of Circulations) 


Represented by Story, Brooks and Finley, Hal Winter Company, & Kent Hanson Associates 


‘Factbook’ Reports 
67% Gain in Non-U. S. 
TV Stations in 1956 

| 


|1 of this year, there were 327 tv 


| These data, 


Advertising Age, February 11, 1957 


WasuinctTon, Feb. 5—By Jan. 


stations on the air outside the 
U. S. and 14,000,000 sets in use. 
collected for the 
spring-summer “Television Fact- 
book” to be published here next 
|month by Television Digest, com- 
pare with 196 stations and 10,- 
500,000 sets one year ago. 

The number of foreign stations 
and sets is still dwarfed by U. S. 
totals, Television Digest points 
out, with 494 U. S. stations (plus 
22 armed services outlets) and 
some 42,000,000 U. S. sets. 

The 20 foreign countries which 
have commercial tv or plan to in- 
troduce it in 1957 have 11,800,000 
tv sets. The 24 without commer- 
cial tv, including Russia, have 2,- 
200,000 receivers. 

The factbook contains complete 
information about personnel and 
rates of ali U. S. stations. Its di- 
rectory of foreign tv stations and | 
sets gives information indicating 
commercial stations and audience 
available throughout the world. 


eS 


s Among important developments 
abroad in 1956 was Italy’s leap 
from 12 stations to a nationwide 
interconnected network of 64 sta- 
tions in a single year. By the 
year’s end, Italy had 17 main tv 
originating centers, six secondary 
centers and 41 automatic satel- 
lites. 

In February, 1957, Italy is to 
introduce commercial tv, on a 
limited spot basis at first. 

Countries which inaugurated tv 
in 1956 include Australia, Algiers, 
El Salvador, Iraq, Korea, Portu- 
gal and Uruguay. 

Leaders outside the U. S. in 
terms of sets in use are United 
Kingdom (6,500,000), Canada (2,- 
450,000), USSR (1,300,000), West 
Germany (700,000), Italy and 
Brazil (500,000 apiece), France 
and Japan (450,000 apiece), Cuba 
(275,000), Mexico (250,000), Bel- 
gium (125,000) and the Nether- 
lands, East Germany and Vene- 
zuela (100,000 each). - 


Max Factor Adds Agencies 
for Sebb, Foreign Sales 

Max Factor & Co., Hollywood, 
has named Anderson-McConnell 
Advertising Agency, Los Angeles, 
to handle advertising for Sebb, 
dandruff remedy. Sebb is a prod- 
uct of the company’s pharmaceuti- 
cal and specialties division, which 
also has Sof-Set Hairspray and 
Curl Control, both of which An- 
derson-McConnell is handling. Me- 
dia plans for Sebb include space in 
Look, The Saturday Evening Post, 
True and Sunday metropolitan 
newspapers, backed with a year- 
long local cooperative ad program. 

Max Factor also has named 
Dreyfus Co., Los Angeles, to han- 
dle portions of its foreign sales 
division advertising. The appoint- 
ment does not affect agencies now 
servicing Max Factor. Doyle Dane 
Bernbach, New York, handles the 
company’s cosmetic products. 


| McClatchy Boosts Collins 

Keith B. Collins, station man- 
ager of KFBK, Sacramento, has 
been promoted to director of sales 
of McClatchy Broadcasting Co., 
succeeding Leo Ricketts, who re- 
signed to establish his own busi- 
ness. Mr. Collins will be replaced 
|as station manager by David T. 
Harris, now manager of KMJ, 
Fresno. 


Peters Joins Sheaffer Pen 

Andrew Voya Peters, formerly 
with American & Foreign Enter- 
prises Inc., New York, has joined 
the international division of W. A. 
Sheaffer Pen Co., Ft. Madison, Ia., 
as sales promotion manager. 
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By any dimension which measures the readership and influence of farm 
magazines, The Progressive Farmer is a preeminent FIRST in the South, 
according to a new, personal-interview survey by W. R. Simmons & Associ- 
ates Research in consultation with the Technical Committee, Advertising 
Research Foundation. 


In the 16 Southern states, The Progressive Farmer is first in readership, 
first in preference, first in service—FIRST by a wide margin over the other 
farm magazines studied. But this is only part of the story. The survey made 
many other important findings vital to your advertising plans. 


For example, the study developed interesting data on duplication of read- 
ership. The Progressive Farmer has 4,480,000 readers, age 10 and over, in the 
rural South. Add Farm & Ranch to The Progressive Farmer and you add 
only 1,870,000 unduplicated Southern rural readers. Add Farm Journal to 
The Progressive Farmer and you add only 1,190,000 unduplicated Southern 
rural readers. 


Study the results of the Simmons survey and you quickly see why The 
Progressive Farmer carries more advertising linage than any other farm mag- 
azine in the U.S. More money was invested in advertising in The Progressive 
Farmer in 1956 than in any previous year in history. 


Send for Your Free Copy of the 70-page book, 
“Magazine Readership in the Rural South,” just 
off the press. It includes findings on Southern 
families in two categories — those engaged in farm- 
ing and those living on farms and in rural commu- 
nities of less than 2,500 population. It contains 
data on readership, preference and duplication of 
16 magazines, including urban and farm maga- 
zines. Also useful information on family income, 
family composition and characteristics, TV owner- 
ship, etc. Write now for your free copy. It will be 
sent to you promptly without charge or obligation. 


The South Reads and Prefers 


Simmons Study of Farm Magazines is New Proof of... 


The Power of 
The Progressive Farmer 


in the South 


Peewee et ete eee et eee ee eee eee ee 


The Progressive Farmer is 
First in Readers 


Here is the readership of three farm magazines among Southern 
people, age 10 and over, living on farms and in rural communities 
of less than 2,500 population: 


Progressive Farmer 4,480,000 3,100,000 
Farm & Ranch 3,720,000 2,610,000 
Farm Journal 2,550,000 1,790,000 

*People engaged in farming. 


The Progressive Farmer is 
First in Preference 


Of the farm people who read both The Progressive Farmer and 
Farm & Ranch, 73.6% name The Progressive Farmer as first choice 
...only 18.2% name Farm & Ranch. 


Of the farm people who read both The Progressive Farmer and 
Farm Journal, 70.4% name The Progressive Farmer as first choice 
...only 20.4% name Farm Journal. 


Of the farm readers of all three magazines, 68.1% choose The 
Progressive Farmer...17.4% choose Farm Journal...and 14.5% 
choose Farm & Ranch. 
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PAUL HUEY, V. P. and Advertising Manager OSCAR M. DUGGER, V. P. and Western Advertising Manager DON CUNNINGHAM, Eastern Advertising Manager Other Offices: RALEIGH » MEMPHIS 
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“THE HERALD is our No. 1 Advertising Medium 
in Grand Rapids” 


- » Says Darrell MacAulay, Adv. Mor., 
A. May & Sons, Grand Rapids’ largest 
exclusive Men’s and Boys’ Store. 


"Through consistent advertising in The Herald over a 40 year period 


we have built a solid clientele among The Herald's responsive, able- 
to-buy male audience. 


"We advertise in both the Morning and Sunday Herald ... 7 days a 
week .. . 365 days a year... and this consistency has helped us be- 
come the largest exclusive Men's and Boys’ store in Grand Rapids." 


MICHIGAN 


Furniture Capital 


REPRESENTED NATIONALLY BY 
of the World 


SAW VYER-FERGUSON-WALKER COMPANY 


Jordan-Sieber Changes Name 

The name of Jordan-Sieber & 
Associates, Chicago, has been 
changed to Jordan, Sieber & Cor- 
bett. The agency, which specializes 
in pharmaceutical advertising, was 
founded in 1946 by Charles R. Jor- 
dan as C. R. Jordan & Associates. 
The name of the agency was later 
changed to Jordan-Sieber & Asso- 
ciates when Paul E. Sieber became 
a partner. Frank J. Corbett, who 
joined the agency as an account 
executive in 1951, has served as a 
vp for the past two years. 


Blanke to Beeson-Reichert 

Beeson-Reichert, Toledo, has ap- 
pointed Warren J. Blanke a vp, 
merchandising director and a 
member of the plans board. He for- 
merly was vp and director of sales 
of Air-Way Industries Inc., presi- 
dent and general sales manager of 
Good Housekeeping Appliances 
Inc. and also has had sales posts 
with U. S. Vacuum Cleaner Co. and 
Iron Fireman Co. 


Dispatch. 


COLOR STOPS 'EM 


For effective automotive sell- 
ing or for any other selling, 
there's no market like Central 
Ohio . . . no poper like The 
Columbus Dispatch. Take ad- 
vantage of the big plus 
offered by Full Color ROP 
to compel attention—get re- 
sults, 


TELEPHONE CAPITAL 1-1234.... . TELETYPE CL47! 
Read in 4 out of 5 Columbus bomes daily, 9 out of 10 Sunday. 


McAskill & Herman, Inc., Miami Beach 
Member Metro Sunday Comics and Magazine Networks 


$180,000,000 
AUTOMOTIVE 
MARKET 


Automobiles and their maintenance represent a 
BIG ... GROWING MARKET in Columbus, Ohio. 
Here’s where Columbusites spend better than 
one-sixth of their annual effective buying income. 


To get your share of this $188,000,000 bonanza 
tell your story in the paper that has the largest 
reader audience in the area . . . The Columbus 


The Dispatch is a powerful buying influence— 
an effective selling medium. It saturates Colum- 
bus with 88% daily and 94% Sunday coverage 
. . . dominates the rich 12-county retail trading 
zone, To get all the facts and figures, write Gen- 
eral Advertising Department. 


THE MIDWEST’S NO. 1 TEST MARKET 


Remember, too, that Columbus ‘is the No. 1 test 
market of the 1nidwest and rates “Tops” as a 
proving ground for many products. 


National Representatives: O'Mara & Ormsbee, Inc., New York, Detroit, Chicago, Los Angeles, San Francisco. 


Advertising Age, February 11, 1957 


Judge Gives Fox 
Another Chance to 


Revive ‘Boston Post’ 


Boston, Feb. 5—John Fox en- 
tered the Boston Post picture again 
last week, at a hearing on a peti- 
tion asking the Post Publishing Co. 
be adjudged bankrupt. Charles W. 
Bartlett, attorney for the trustees, 
told Judge George C. Sweeney in 
federal court that they had been 
unable to find a plan, and that they 
did not expect to find one. 

Frank H. Shapiro, another at- 
torney, then addressed the court 
and said he had a plan of reorgan- 
ization to submit in behalf of John 
Fox and asked for 30 days’ stay. 
He said Mr. Fox has $300,000 tied 
up by the Internal Revenue Serv- 
ice lien in a New York bank. The 
government has agreed that the 
lien was improperiy made, he said, 
and that the money will go back 
to Mr. Fox and that it will take 
around 10 days. 

He said Mr. Fox will have an 
additional $1,262,000 for a reor- 
ganization plan. 


® The trustees demanded to know 
more of the plan. Mr. Shapiro said 
the plan is to issue 5% debentures 
—under the plan all wages would 
be paid in full, plus 15% of sever- 
ance pay. Details for unsecured 
creditors are not yet worked out, 
he said; creditors will be asked to 
accept a fraction of claims immedi- 
ately or 100% over a 10-year peri- 


Arthur Wasserman, counsel for 
general unsecured creditors, said 
creditors felt no continuance 
should be granted, but that if Mr. 
Fox would post $50,000 to meet 
expenses of keeping the building 
open, running $8,000-$10,000 a 
week, they would go along. 

Arthur Flamm, representing 400 
craft employes, said he was op- 
posed to the plan and that the 
craft employes have no faith in 
Mr. Fox. Sidney Grant, attorney 
for the Newspaper Guild, said, 
however, that the guild would go 
along if Mr. Fox put up the $50,000. 
He said the Guild feels severance 
pay is a fixed obligation by law 
and must be paid. 


s Judge Sweeney said, “The trus- 
tees did a fine job. Boston needs 
the Post if it can be done. I’ll take 
the matter under advisement. I 
hereby give notice to John Fox that 
he must put $25,000 in the hands 
of the trustees within two weeks 
or there will be an automatic or 
unautomatic reference.” 

Chester Steadman, attorney for 
the Grozier estate, was in court 
but made no comment. It was 
rumored that Mr. Fox is being 
backed by a New York syndicate 
in the attempt to reopen once again 
the closed 125-year-old newspaper. 

While the hearing was on, the 
Intertype machines at the Post 
were being shipped out. It was un- 
derstood they were reclaimed by 
the Intertype Co. for non-payment 
of $65,000. 

It was further understood that 
Stanley Whyte, former Post 
mechanical superintendent, now 
working for a South American in- 
terest, had bid for the machines, to 
be shipped to South America. - 


Oxtord Press to Publish 
New ‘Usage’ Dictionary 

“A Dictionary of American-Eng- 
lish Usage” by Margaret Nichol- 
son, based on H. W. Fowler’s 
“Modern English Usage,” will be 
published by Oxford University 
Press March 21. Miss Nicholson, in 
adapting “Modern English Usage,” 
has brought it up to date by adding 
new words and articles, omitting 
obsolete material and including 
American variations of usage, 
spelling and pronunciation. The 


price of the new dictionary is $5. 
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City 

Zone 
COMBINED DAILY 279,165 
MORNING MON. TO FRI. 119,723 
EVENING MON. TO FRI. 159,442 


MORNING SATURDAY ONLY 101,408 
EVENING SATURDAY ONLY 110,688 
SUNDAY 156,432 


City 

Zone 
COMBINED DAILY 276,321 
MORNING MON. TO FRI. 116,879 
EVENING MON. TO FRI. 159,442 


MORNING SATURDAY ONLY 101,408 
EVENING SATURDAY ONLY 110,688 
SUNDAY 156,432 


Retail 
Trading 
Zone 
66,327 
39,513 
26,814 
36,173 
24,058 
74,238 


Retail 
Trading 
Zone 
65,538 
38,724 
26,814 
36,173 
24,058 
74,238 


*The Boston Post suspended publication Oct. 5, 1956, four days after the 
beginning of the period covered by the Interim Statement to ABC. Net Paid 
figures for the period since the suspension of the Post shown below were 
prepared by our auditors from the circulation Net Paid submitted to the 
Audit Bureau of Circulations Interim Report. The current figures are: 


All 
Other 


All 
Other 
55,032 
46,504 

8,528 
45,290 
6,997 
74,601 


Total 
401,401 
206,617 
194,784 
182,871 
141,743 
305,271 


ABC Interim Report October 1, 1956 to December 31, 1956 


Total 
396,891 
202,107 
194,784 
182,871 
141,743 
305,271 


Boston Herald-Traveler 


Represented nationally by GEORGE A. McDEVITT CO., INC., New York - Chicago - Philadelphia - Detroit - Pittsburgh 


The Big Bulk’s Growing — and Making Boston an Even Better Buy 


Here’s what is happening in Boston: the Big Bulk circulation buy is now 
bigger than ever. With one contract, the advertiser gets the big bulk of the 
best of the market. The Boston Herald-Traveler gives you coverage now 
more effectively, more economically and more indisputably than ever before. 


- Now you get the 401,000 Boston families with the great- 
est spending power. It settles the Boston problem beau- 
tifully — easily — and surely. 

One Contract 
© Delivers the Big Bulk 


in Boston 
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to A. J. McClane, Fishing Editor, Field & Stream, 383 Madison 
Ave., New York 17, N. Y. If you're one of the experts, you'll — 
receive a copy of the “Field & Stream Treasury” as a bonus. — 


Field: 


THE BIG INFLUENCE IN. THE BIG SPORTSMEN’S MARKET 
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Potato Board Names McCarty al., has for the fourth successive 
The California Long White Po-| year appointed McCarty Co., Los 
tato Advisory Board, Bakersfield, | Angeles, to handle its advertising 


Products in the Merchandiser 
are in with Fort Wayne Grocers 


From years of experience, Fort Wayne grocers 
know that products promoted in the Merchan- 
diser {our monthly tob-size newspaper to a i 
grocers) .. . move. . . because they're backed = ; 
by newspoper advertising thot sells. Let us i liters Pint 

work out o merchandising program on your next 
schedule. It con also include .. . 

MONTHLY GROCERY INVENTORY 
WEEKLY FOOD BULLETIN MAILING PIECES 
RETAIL TIE-INS. 


FORT WAYNE NEWSPAPERS, INC., Agent 
The News-Sentinel © THE JOURNAL-GAZETTE 


campaign. The appointment was 
announced after written solicita- 
tions from 28 agencies, and pres- 
entations by four. An increased 
budget will be spread over news- 
papers, radio, tv, point of purchase 
materials, trade publications, and 
food publicity. Tie-ins with other 


CLEVELAND, Feb. 5—A proposal 
by a brewer to sponsor bus stop 
shelters carrying its advertising 
caused city beautifiers and plan- 
food products will be made as in|ners to sputter —= — 
1956. The Board has also renamed | here. They succeeded, at least 
Lee & Associates, Los Angeles, to| temporarily, in scotching the move. 
handle food publicity. | At the same time, the city’s pub- 
lic transit board voted, without a 
public outcry, to lease space for a 
Miehle and Goss Merge ._,._| Plymouth display. No questions 

Shareowners of Miehle Printing | were raised about the esthetic at- 
Press & Mfg. Co. and Goss Printing | trjputes of new cars. 

Press Co. have voted to merge the Controversy foamed up rapidly 
two companies, affirming actioOn| when the Cleveland-Sandusky 
by their boards of directors — Brewing Co. offered to build 200 
Dec. 31). The merger was effec-| or more aluminum canopies for 
tive Jan. 31, and the new company | waiting bus patrons. The brewer 
will be known as Miehle-Goss- | was to have put them up for free 
Dexter, with headquarters in Chi- | if Gold Bond beer could be adver- 


Represented by Allen-Klapp Co.—New York—Chicago—-Detroit—San Francisco 


cago. tised on shelter marquees. 


YOUR NBC - ABC STATION 
Covering 564,080 Television Homes 


ADVERTISERS GET 
BIG-TIME RESULTS 
WITH WFAA-TV!... 


It’s a happy client that keeps an uninterrupted spot schedule going 
... Same station, same program ... for six straight years. Such is the 
case for “Breast-O’-Chicken” tuna and WFAA-TV’s lady-about- 
the-kitchen — Julie Benell. Proof again that advertisers do get 
“big-time” results with WFAA-TV. 


FAA-TV 


CHANNEL 8—DALLAS 


Call Your 


PETRYMAN 


for availabilities, market data, and 
complete coverage information. It's 
the way to BIG-TIME results! 


Clevelanders Reject Offer of Free Bus Stop 
Canopies with Beer Ads; Okay Car Display 


Advertising Age, February 11, 1957 


| The brewer’s agency is Wyse 
Advertising. 


® One transit official, Allen J. 
Lowe, who also is managing direc- 
tor of the Hotel Carter, urged the 
transit management to grab the 
Cleveland-Sandusky offer. Mr. 
Lowe argued it would save at least 
$50,000 for the system, which is 
contemplating 1,000 shelters. 
Other board members, heeding 
the complaints of the fine arts 
committee of the Cleveland Plan 
Commission and a chorus of other 
objectors, turned thumbs down. 
The board received 90 letters 
and petitions from persons decry- 
ing beer advertising at bus stops. 
The fine arts group said the ads 
would offend all eyes. Mayor An- 
thony Celebrezze was “absolutely 
opposed” to the idea. 

Still wishing the system could 
somehow get free shelters, Transit 
Manager Donald C. Hyde said: 
“But you can’t ignore these pro- 
tests. We’ll let it simmer for now.” 

The publicly-owned transit sys- 
tem allows beer to be advertised 
on its car cards. But the vision of 
Gold Bond, or any brew, on the 
shelter roofs seemed too much. 


| 


# In the exhibit deal, the officials 
voted permission to Chrysler Corp. 
to display a new Plymouth under 
floodlights just across from where 
riders wait for their cars in the 
downtown terminal. Chrysler will 
pay $6,000 for the space for one 
year and tie it in with a year’s car 
card advertising for another $10,- 
000. 

The Chrysler advertising was 
arranged through Mitchell, Mc- 
Candless & Klauss, card agency, 
which handles Cleveland transit 
space. > 


AIGA Seeks 300 Members 
American Institute of Graphic 
Arts, New York, is aiming for 300 
new members this year. The as- 
|sociation asserts every company 
in the graphic arts industries, from 
book publishers to ink manufac- 
turers, should join up “to cooper- 
ate with designers and users of 
| printing to improve the standards 
‘of design and of production.” 


Alexander Named Publisher 

Edwin J. Alexander, state direc- 
tor of personnel under the admin- 
istration of former Governor Ar- 
thur B. Langlie, has been appointed 
publisher of the Olympia News, 
Olympia, Wash. 


Take A Tip 
From The 
Movies 


If you are at all interested in selling 
goods at the retail level, be sure to 
read “Take A Tip From The Movies” 
in the February issue of ADVER- 
TISING REQUIREMENTS. 

We can’t think of any business 
which depends on public patronage 
more than the movies. And in this 
| exclusive AR feature story, you'll 
see how a good manager promotes a 
picture to the public. Plenty of stim- 
ulation here for your thinker-upper. 
Typical of the kind of information 
you'll find in every issue of AR to 
help you do a better job of adver- 
tising production, promotion and 
merchandising. 

If you happen not to be a sub- 
scriber, correct the situation now by 
clipping this ad, attaching $3, 
mailing today for a year’s (12 issues) 
trial starting with the big February 
issue. Money back anytime you ask 
for it. 

Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. illinois St., Chicago 11 
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Las Vegas and Reno What S News— ee |A. Special Staff Report on Price Labor Still Aims High 
Want More Industry ** 7 Z We: acd Petuction Trends {But Interunion Fights 
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Gambling Cities Scoff at Fe Add 185,000 But 
Workers Would Make ™ ond Other Unions 
Instead of Products ‘old Their Own 


“Night Club Life G ition Mounts 


CuarLes N. Sf 

Saf Reporter of Tas Watt 

LAS VEGAS—Nevada has @tee 
not live by bets alone. 

Not that it's swearing off §6 
the thought. Legal craps, rowlt 
amusements in Las Vegas oat 
duced gross winnings of $79 F 
up almost a third from 1995. 
and Keno, too, want to @ 
seeking other sources of 
produced by people's pen 
the two towns red. 

“It's not a good thing to 
town, no matter what the tac: 
youthiul Herb McDonald, 
of the Las Vegas Chambe: 
Support From the Strip 

“We think we've grow" 
our hat im the ring, re 
rolls.” says cowboy-shirt 
bell, local real estate 
hever in this desert or 
and otherwise. “We © 
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52 full pages in full color. One every week of the year. 
The biggest all-print, single-product campaign 

in the history of magazine advertising. 

All in The American Weekly. 


The aggressive use of The American Weekly during 1956 helped Hunt’s Tomato 
Catsup move into second place in national sales. One retailer after another reported 
sensational gains of 50%, 60%, even 80% in sales volume. 


Now, in 1957, Hunt again makes big news—with the largest all-print, single-product 
campaign in the history of magazine advertising: 52 full pages in full color. Every 
line of it on catsup. All of it in The American Weekly. 


Shouldn’t your advertising strategy be shaped to this same pattern of success? 
The man from The American Weekly is the man to see. 
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cations last year, $600,000 was for 
space and $275,000 for production 
costs, Mr. Christensen revealed. 

Because Reynolds is a complex 
company with numerous products 
and markets, all company ads 
must be tailored to the specific 
publications used, according to 
John S. Sicks, account executive, 
Clinton E. Frank Inc., who accom- 
panied Mr. Christensen. The Frank 
company is one of Reynolds’ agen- 
cies. 

Mr. Sicks said that Reynolds ran 
1,000 ads in 90 business publica- 
tions last year, aimed at men in 
many levels and phases of busi- 
ness. 

He urged business paper sales- 
men to provide the agency with 
more and better readership studies 
on their books. He also asked them 
to obtain more editorial coopera- 
tion. “The publication that gives us 
the best service will probably get 


Ads on Foil Helped Reynolds Reach 


Christensen Says 


® Publishers of business publica- 
tions should maintain inspiration- 
al contact with their space sales- 
men in the field, said Edward L. 
Henderson, president of Air Con- 
ditioning & Refrigeration News. 

“Publishers should always keep 
in close touch with all members of 
their staff,” he said, also listing 
other things publishers can do to 
help space salesmen with prob- 
lem accounts: 


e Contact top level management 
who, in many cases, can not be 
reached by the space salesman. 


e Locate the man or men in a 
company responsible for vetoing 
advertising in his publication. 


e Pinpoint or locate specific prob- 
lems that might exist with an ad- 
vertising account. 


e Set up multiple-man presenta- 
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tions to help space salesmen. 
Business publications should 
concentrate on selling the quan- 
tity and quality of the editorial 
content of their publications, said 
David T. Kenney, district manager 
of Oil & Gas Journal. 

Salesmen should know and pro- 
mote members of their editorial 
staffs and should know how many 
editorial pages are run by their 
books. Reprints of editorial articles 
should be merchandised or used as 
sales tools. Pamphlets and bro- 
chures prepared by the editorial 
staff also should be merchandised 
and promoted, he added. 


@ Salesmen and publications 
should take great pains to find out 
why they lost an account, accord- 
ing to John Murray, midwest sales 
manager of Printers’ Ink. 

A salesman should retrace his 
steps carefully in an effort to learn 
why an advertiser has stopped 
scheduling his publications, Mr. 
Murray said. A salesman should 
keep in touch with a lost account, 
keep the former client advised on 
his activities and should try to 
lure the advertiser back in the 
fold, he said. 

Gene Wedereit, National Cylin- 
der Gas Co., urged salesmen to 
find out specific problems faced by 
individual advertisers and be pre- 
pared to offer solutions to the 
problems. 

He listed a number of things 
that salesmen should do—among 
them, allowing ad managers to pay 
for an occasional lunch, and ar- 
ranging for editors to visit the ad- 
vertiser’s plant. 


® Lloyd Dunn, sales and merchan- 
dising vp of Capitol Records, who 
was the principal luncheon speak- 
er, told how high fidelity sound 
made a supermarket merchandis- 
ing trick possible. 

The trick was to have an electric 
eye trip a tape recording as a wo- 
man enters a supermarket. The 
recording started off with the clink 
of a coin falling, then said, “Lady, 
you're losing money if you don’t 
buy our specials. . .” 

The only trouble, Mr. Dunn said, 
was that with conventional equip- 
ment, the coin’s clink sounded like 
a dull thud. But with hi-fi equip- 
ment the sound came through true 
and clear. 


Advertising Age, February 11, 1957 


Running concurrently with the 
sales clinic were clinics on circula- 
tion, editorial and production man- 
agement. At the editorial meeting, 
George C. Lindsay, editor of Rock 
Products, and Dr. Arthur Gould, 
professor, Medill school of journal- 
ism, Northwestern University, dis- 
cussed improvement of editorial 
quality. 


® They were followed by Dick 
Hodgson, exec editor of Industrial 
Marketing, whose topic was “What 
Constitutes News in a Monthly 
Publication?” and Kenneth B. 
Barnes, editor of the Oil & Gas 
Journal, who talked on editorial 
planning. 

Gilbert R. Gabriel Jr., exec vp 
of Bert Garmise Associates, kicked 
off the circulation meeting with a 
talk on outside circulation services. 
Following him was Whitt Schultz, 
public relations, Illinois Bell Tele- 
phone Co., who spoke on “Brairi- 
storming Circulation Production 
Problems.” 

“Q & A Session on ABC Uniform 
Classifications” was handled by 
Vernon Hanson, manager of pub- 
lishers statement department, Au- 
dit Bureau of Circulations, and 
Robert C. McKay, circulation man- 
ager of Standard Rate & Data Ser- 
vice. Hanson Pigman, circulation 
manager of Oil & Gas Journal, 
talked on “Mr. In-Between . . The 
Average CM.” 

A discussion of “how to convert 
to offset” by Richard L. Webber, 
advertising and business manager, 
Automotive News, and David Saf- 
ran, Safran Printing Co., launched 
the production management meet- 
ing. 

These speakers were followed by 
Olin Freedman, printing consul- 
tant, and Warren L. Rhodes, print- 
ing department, Rochester Institute 
of Technology. 


® The afternoon meeting was di- 
vided into separate acts. A panel of 
eight ABP editorial, advertising 
and circulation men led off the 
program by discussing “The Wheel 
to Fortune.” 

William A. Marsteller, president 
of Marsteller, Rickard, Gebhardt 
& Reed, whose agency conducted 
and published a study of editorial 
matter in business publications last 
year, talked on “Editorial Evalua- 


tion. . . a Year Later.” 
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TOPEKA, KANSAS 
Ben Ludy, Gen. Mgr. 
WIBW & WIBW-TV in Topeka 


Rep: Capper Publications, inc. 


| Take alook at 


All day Sunday—from 9:00 A.M. 
report shows WIBW-TV an undis- 


puted first choice of viewers in the 
30-county TopekAREA. Out of a total 
of 36 quarter-hours, WIBW-TV shows 
32 first places and is tied for the re- 
maining four. 


o ANY NIGHT 


In the 126 
and 10:30 
the toughest, A.R.B. figures give 
WIBW-TV 97 first and 26 second 


places. 
DOMINATE 
MAXIMUM POWER 316,000 Watts THIS SIX STATION 
MAXIMUM HEIGHT 1,010 Feet MARKET 


perfectly WIBW-TV’s 20-county satu- 
ration coverage fits your sales, distri- 
bution and merchandising picture. 
Then call your Capper Man. 


SUNDAY 


6:00 P.M.—this latest A.R.B. 


uarter-hours between 6:00 
.M., when competition is 


WITH WIBW-TV 
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Solid Cincinnati 
reads the 
Cincinnati Enouiter 


A.B.C. PUBLISHERS STATEMEN 


<~ Somrltpee 


carried over 3,00 


of advertising tha 


nnati Enquirer 
0,000 more lines 


n in 1955!" 


"Stand back...what happened may 


make us pop a few vest buttons..." 


@ ‘“‘How can we make an off-hand mention, for 
instance, of last year’s 3,000,000-line gain in 
advertising?’’ (The Enquirer rose to 12th place 
among the newspapers of the world in total advertising 
linage. Up from 17th at the end of ’55. Up from 19th 
in ’54. With 54% of all Cincinnati newspaper linage.) 


@ ‘How can we bring up, casual-like, the new 
high in circulation?’’ (Total for the Daily Enquirer 
—212,879. That’s 46,704 out in front of the ‘‘nearest’’ 
competition. ) 


@ ‘How can we point—without some small pride 
—to the new 1956 Cincinnati Newspaper Profile 
Study?”’ (Cincinnati readers strongly and warmly 
prefer The Enquirer—-for its news coverage, its com- 
munity effort, its columnists, reporters, comics page 
and editorials—in each case by healthy, increasing 
margins. ) 

@ ‘How can we talk calmly about the spectacular 
Sunday Enquirer?’’ (Reaches 4 out of every 5 
families in the nation’s 16th largest metropolitan area. 
Goes to 283,351 solid homes.) 


Solid No.1 in Solid Cincinnati is THE CINCINNATI ENQUIRER 


‘How can we make a quiet, modest announce- 
ment about any of the Daily Enquirer’s champi- 
onships in 19567?’’ (No. 1 in every major linage 
category, including Retai! Display, General Display, 
Automotive Display, Main Department Store, Total 
Display, Classified and Total Advertising.) 


“How can we state, in a matter-of-fact way, 
that City Zone circulation at 152,749 is now 
21,830 ahead of the second daily?’’ (Add items 
of interest: (1) Profile study shows majority of Cin- 
cinnati women prefer, and read, The Enquirer. (2) The 
Enquirer has the lowest milline rate of all three 
dailies. ) 


How could anybody help being confident that 
1957 will bring continued gains in advertising, in 
circulation, in reader approval . . . to Cincinnati’s 
leading citizen, the vital, growing Enquirer? 


And how can you get all the impressive details? 
Just call our representatives, Moloney, Regan & 
Schmitt, Inc., CEntral 6-9311. 
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THIS IS MODERN PLASTICS. ... leading the way 


to new plastics developments in today’s fastest-growing industry 
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IRRIGATION BOOM 
PUTS MONEY IN CORNHUSKERS’ POCKETS 


Look to The Omaha World-Herald: 
daily 3-out-of-5 coverage of 


a rich farm market! 


Come rain or come drouth, CORN GROWS 
IN NEBRASKA! Advancing the state from 


eleventh to fifth place nationally in irri- 


state . . . look to the enthusiastic buying 
power of Nebraska’s farm market for 


greater sales. 


gated acreage, Nebraska farmers topped the 


nation in their booming rate of irrigation 
expansion. The record-setting irrigation 
push is the insurance for crop volume that 
puts money in the pockets of Nebraska 
farmers. With 2 million irrigated acres and 
3 million on the horizon . . . with the great- 


est underground water resources of any 


This important market is a part of the 
prosperous $2.3 BILLION sales area cov- 
ered by The Omaha World-Herald. 


Get your share in °57, advertise in The 
Omaha World-Herald. Contact O’Mara & 
Ormsbee, or the National Advertising De- 
partment of the World-Herald. 


40% INCREASE OF 
IRRIGATED ACRES IN 
LAST 2 YEARS 


345,417 acres 
631,762 
1,171,623 


1,623,733 


acres 
acres 


acres 


All figures except 1956 from Census 
Bureau. 1956 figures fiom United 
States Department of Agriculture and 
State of Nebraska. 


Read by 3 out of 5 
families in Nebraska 
and Western Iowa 


COMING: March 26...The World-Herald’s 
big semi-annual Farmer & Rancher Edition 


Omaha 

—World Headquarters 
Strategic 

Air Command 


Omaha 


World-Herald 


252,598 DALY 263,674 SUNDAY 
ABC, 12 MONTHS ENDING MARCH 31, 1956 
O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES 
NEW YORK ® CHICAGO ® DETROIT ® LOS ANGELES 
SAN FRANCISCO 


April 5 Deadline 
for Final Briefs Set 
in Truck-Rail Case 


PHILADELPHIA, Feb. 5—The 

$370,000,000 suit and countersuit 
| of the Pennsylvania Motor Truck 
| Assn. and the Eastern Conference 
of Railroad Presidents, in which 
Carl Byoir & Associates, New 
York, was a defendant, came to 
an end Jan. 29. 

Judge Thomas J. Clary accepted 
the case under advisement and 
gave opposing attorneys until 

| April 5 to file any pertinent briefs. 

The truckers first sued the rail- 
roads for $250,000,000 and the lat- 
ter group counterattacked with a 
$120,000,000 suit. The case began 
on Oct. 1, 1956; more than 2,000,- 

|000 words of testimony were 
heard. 

More than 150 witnesses par- 

|aded to the witness stand, and 

nearly 1,000 exhibits were placed 
in evidence, including publicity 
| stories and inter-office memos be- 
| tween the railroads and the truck- 
ers and their respective public re- 
lations agencies. 


| s In summation, Harold E. Kohn, 
|counsel for the truckers, scored 
ithe “third party technique” of 
propaganda broadcast through 
letterhead organizations. 

Philip Price, counsel for the 
railroad conference, said there is 
no federal or state law which pro- 
hibits the seeking of relief legisla- 
tion, adding that the third party 


Advertising Age, February 11, 1957 


Elder Names Frank Block 

Elder Mfg. Co., St. Louis, man- 
ufacturer of Tom Sawyer boys’ 
wear and Mark Twain and Eldo- 
rado men’s wear, has appointed 
Frank Block Associates, St. Louis, 
to handle its advertising, effective 
with fall, 1957, promotions. Gard- 
ner Advertising Co., St. Louis, cur- 
rent agency, has terminated the 
agency-client relationship, effec- 
tive Jan. 31, 1957, “by mutual 
agreement.” 


‘Scientific Nibble’ Is Published 

Sugar Information Inc. has just 
released a new dieting booklet, 
“The Scientific Nibble,” which is 
being offered to the public with- 
out charge in its current advertis- 
ing. Newspaper ads offering the 
booklet are built around the 
theme “Sensible New Approach 
to Weight Control.” Leo Burnett 
Co., Chicago, is the agency. 


technique was not new. 

He said the truckers used the} 
same methods to whose use by 
the railroads they objected. 

Testimony brought out during 
the trial indicated that Carl Byoir 
|& Associates received $1,000,000 in | 
| fees from the railroads. 
| The truckers charged that Byoir 
agents infiltrated major maga- | 
| zines with planted pictures and 
| stories vilifying the trucking in- 
| dustry and emphasizing highway 
| truck accidents and destruction of 
| highways. 

The counsel for the truckers’ 
| association charged the railroads 
with trying to deceive the public 
‘in its public relations program, 
since the identification of the rail- 
roads in the campaign was kept 
| out of print. 


= In turn, the railroads alleged | 
| that the truckers used pr counsel 
and agents to help influence the 
public and legislation in its be- 
half. 

The railroads presented docu- 
|}ments from the files of Allied | 
| Public Relations Associates, of | 
|New York, pr consultant for the | 
| Pennsylvania Motor Truck Assn. | 

Another document 


introduced | 
was a survey made by the former 

| Robert G. Wilder & Co., Philadel- 
|phia, for the truckers, in which | 
| the latter were told they had to 

| set their own house in order be- 

fore winning the public good will. 

| He urged the truckers in 1949 not | 
'to threaten editors who ran anti- | 
| truck editorials. 


Barnes Joins Williams 

| Wentworth H. Barnes, director of 
sales, has been named vp in charge 
‘of sales of R. R. Williams Inc., 
|Canaan, Conn., developer-manu- 
| facturer of Wash n-Dri moisture- 
retaining towelette. Mr. Barnes 
joined Williams in November, 1955, 
and previously was director of 
marketing and distribution of 
Charles Antell Inc. 


Robbe to American Home Foods 

Fred G. Robbe, who resigned in 
July as advertising manager of 
P. Lorillard Co., has been ap- 
pointed director of advertising of 
American Home Foods, a division 
of American Home Products Corp. 
Mr. Robbe was with Lorillard for 


cam for 15. 


Salt Lake City 


CREAMERY 
takes 4* year! 


“For some time now 
ARDEN MEADOW 


GOLD CREAMERIES, 
has sponsored ‘The 


Cisco Kid’ and it has 
always done an excel- 
lent job for them,” 
reports Ross Jurney & 
Associates. “Cisco won 
everybody — men, 
women and children 
— from the governor 
and his lady down to 
the littlest orphan. It 
would be impossible to 
estimate the amount of 
good Cisco is doing for 
us here in Utah.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


six years and with Young & Rubi-| 
' 
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| dreamed | was Venus de Milo in my 


mavdenform bra 


© 1957 N.C.4K, 


Empathy in action for Maiden Form Brassiere Company, Inc. (Norman, Craig & Kummel client for 9 years) 


em pathy 


NORMAN, CRAIG & KUMMEL Ine. 


Advertising Agency for: Chanel Inc, Colgate-Palmolive Co, Hudson Pulp & Paper Corp., 


Maiden Form Brassiere Co.,Inc., Ronson Corp., Schenley Industries Inc., Seeman Bros. Inc., 


Selchow & Righter Co., Speidel Corporation, Warner-Lambert Pharmaceutical Co., Willys Motors Inc, 


gt NR Wer MS Bi = || | ers ye eet Dee RETR Mee: “aa tae ote > 
e a a ad ; ae a wi 8 ao ae So eg TU ee 2 ai it ee —— cou Si ee RR coi ne | SMI Teen 2 eile oe ewes are be all Se 
OS at) eS akg ia ys wv F “i eee 7S ee Re einn sce ) i ere be Seis a es oa! Sl MS Fn kM E Tr pry Sta ae a eoeimeemng sone ; a ao, De Pees oe es Wes + yt” So eee ee ee 
# BB fies Oe gia Pepa ie, ois cee sae ps a etal ee ees ae id ee a aur eg nie aa ae ie Selig a Yaar oe a. i 3 Bots od aed eae aan PM ie rs 
ie ie ears ae: ey Re ae pam a Oe ee esieesioh ie ae Bie, a ares Bs Dare ee ee or Be se ae eee |. Bs an Range Sh = fore ella on, 
eee eae Dee ae et ‘aes Se Ge ee Se aay Ie ee Seen ec” Bee kee : vy >, a es r Sat I Pe Se Se 2 tr aS Sete 
es sail j cas rile, VT Se 5 ree ge SoA Se emer pati oem ee tone ee “Sih Mane pe JS ee eee in gsc gy Mc 
: ; . 4 5 pte 38 EE ye at ag 2 Oe oe a Rea te Ke 
+ < Re eee, se 
. pone th, 
hemes 
a, ie lip et 
, (de tens 
‘= ean 
F he to ae LIN; ‘ 3 > a eet * 7 : 7 
—-_ ae ee. ee pe F. @ ce a ‘ oe : 
ee ie a 1g — ; eee os - - - = Bs i ' ; : i a oa 4 SRG et eg ee A ai es a 
© pole Oe oe a ; 4 - p “ + r s a, ee 
ee rir i ci ; > 1: it * 4 a ; “ 
isa 4 ines 4 oe a 4 ap aaa , b a were 
eee Rae Bie BS Ft Te bys ai ’ are he Bytes 5 
PRN) i> 4 ine calle = ag a ie a ee Pas lig, Saat opi z We eS wie 
ug Nate aeons: . 3 cea a ae ee Lian tis aie eH sees a 
ade SERS a7 ey ai ak hae a _ - 7 ein! Siew emcees a ee ee 
ae eee Coane ate ve ee ag ae ae “A ee" ine 4 Wine 4 i ee a Ree ie ial li eee tik ae ORES aR 
"etic: ene er Naa a re = a: Pre Cerne est ee yt RI Fi gc ae See ‘ bes Ria teat eis tule args “tla rakes Si tae US ee: ee See 
ee cee. no eee gee Mee Ne nn - e “i nae nee ae ee a eae tee ae 
SNe OR tk See tt RNR tgs dict! 55 a: A az 7 ; aoe se a ae ne St ee z 
ye ere Gear i oe. ir ah! a e a . 4 er spe nae? oe a at eae ; 
a sc aie ara oeigioe ys uae Or a oe cope ent 9 : ; i Fe i sales ek Sg aha Py et hn a - 
ean AR ae i # SS oe ae ie ia ae We ee ears c . i 2 Re ae er a of CT ge ae : keane 
: 3 ee i, Vata ital RESO Re . ae Sele Me ar eee Sea ee as eae i SS age = i ae ee ae 
ee By “os ie . ae ites a 7 = . 7) Ree ng im en - MSP SOR Rat cet © Geo gene ae ss caunauaee 
fee eg pet ree ae ee tis “7 oe Bee a! ig ees see reer eee tee ee jc ant eee 
eerie: : 50 ae ae mil y 5 ‘ a ~ q ¥ a i et a tien seh es ce ee rEg ; 
eae et ORE on eae Be a : ae 4 ¢ - * ee a ae es , 
a x Pt an ws i = 4 a aie” “4 * bas 2 ei a aa e oe 
aes aut : ime’ ae i Cx ey ee ae xf A ue "3 BX. se ‘ 2 tim 
See: tea ee : Be Se 7 oe, he Jf ae Rate hole Oe ea an gn 1 Sige oh ere i : 
ee eee rs ee, ES i nes a : : Re ae et ae ee ee Cp Fol eee ee, 
ea, a ae Pen es cis e mee” Mee. / ee H ieee ie ee ee - oa ae See aniabies L a a j deers pee. To . eS. 
net a asys aee aA gary a (a he ea i aon : 7 . ei gee te ae eee oS Ue eee +, sista umes aaa ere 
oo. adie amie 44 - fake a - ee a ee iP t ” a aie peers i es: Lo Lea att eee BioeAs. eee 
Bere ol ee is Pa: age a 7 oA Se sc ey aa Nes re a 7 ‘ he y Pa i: ee ye Mes SEN eg eters at ree rN ee Caw ae wii | Ta ieee 
_ & sleet eo uf a Bs Lae ue 4 ‘ - : akon ‘esate aaeae ae aan. Se be eed a. eee Pat ce 
‘se a oa om OE ee ae ae Be He er Pe os eae ee AS SF eee at ee a 
er me 4. 2 me RC OER ae Mere : a 3 4 iis J ae inten ee le Pag bs i i Nera eae ate ha ov 
eee ee a setae | Be es ae hc SRO ie * ye ae siete = oo (_ is me ” ? a ge er 
; i ntl " re * “4, aa hes ys 
it eos al 4 ae eo ae rey ie oe Saetec fe Ht I ae < a r" ‘ ee a ai 2, ee eo rey 
a 4 ? ee ’ MNES CMe Sg er Fp Roa ee See a om a Re eR ofeey bytes oy fy ogre ae tell iia we 
; Le ees, et + 3 here F Bear ie aRS ek ie. +e, a ¥ : ae a ae, ye aes ¥ an 7 bes te ee ee ee fa: ae 
e * : pe ® ei eaters °° Pea sara m4 Bs pi Se aes ok we. sn *y “te oh! Pie one : ie eat, . ie 
are oo pos. ar ih Pan f Eas ae ore 2 ean aay ee kr beled aig a 
ua “4, i a an re i a Sean i | ~ “s om = . aes a Te “3 = Lt 7 ash Pes eae ag ee 
, eg - — i 9 ©. eS ous . eg es : & io “AY ey gg lcm 5 geese 7s 
a me 3 . € : Se, ; > i er , BAe teh ee ya - 
$% 5 ral ioe : ae ee aS a ieee : 7. * - a ee Beef eR $ 
' : a nd , ‘ a a 2 A, 2. ae pea e is . J if: ie eli sta : 
Ee. , y ea yas ae. viet an ae: +  ——— sad ice J 
+ fa ein | e - Soe } ea oi e% : 3 a oe aoc 
4% 4 .s P| - é "a a ibis A 4 bed ae Poa : ’ 
ya . fate : ty pe. ie 5 ‘ ree . . « B + ae aE, < 
4 " ¢ * Smee * eh. . . — i - a s eam ; 
+ ee be. 7 a} st fs - J 7 ee. bad i =? 7 
z + , Beg! , 5 ea “ag a , 4 ry - a : 
en es ” > as aa ee ia en tin’ wa oo > ’ ‘ Pe ae 
. aie) ae oo : on) are ° be ae J a> a ts : diel . ao 
ts ° tit Re. 24 we eee Eee: re ie ae , aig tal P f; a a 2 ee ee ; 
i lett a are EY ti i ee ee ~ @ 2 Saee £04 a at : 
ee > Bn eee +i i : ac ee bt roe ag — pe ie Ree. ae i a ee — - 3 _ 
/ be ‘ Poca eam ay i aman <a enema Lo] } ian : b Oe st, w ide 2 : bes 
‘a ae, Pe Ht ie ives ep eee ‘y <4 7 = a { ee —— a eat i, i isa 
ehy ‘ yee. ta Bod = Poe Sa ea fo 4 eee a ’ : ah tis ee es. mies mee tery a i 
seed a a Bee aay ees ae une. = aad =" i BO oi Ss ne ota Oo aaa ™_ pe ai pel Ne eas ree eC. 
; a ae en i RE ate . ae an ; a “7 i Fes eS nt i ; ead z Ps 
Fe i J ha 7 ca ee Poy es ee eRe oo ae es, ms: ey ae i! at, ee - 2s ae * hey * Oo ee 
% é a BR elo. . Sere Ae fe —_ ae wt ~ie . Ay en a Y os: Mes 7 
a 7 Sea eg ee - ‘47 : . 5 = @ ‘ - au TE vg Ne ee a 
; Ls PEE Seen i Mee : e4 tne wy eee cf wes cet hg ? 2 Se. 
etait 12, MRM kaha : ore  / : alten: ’ Dieter 28 
He rad RAS Pa hoe he bs Fetes ote. t e % Wee, =e Py 
r yh hs an (ei ke 5 nate taco . ¢s ies + s. tS vere \ 
, a as sn a Bee ry si ee ee eee “ Ege 4 x eee : " 5 —o.* eae : A ; ' 
be rere 4 a a * ae 1s oa + Se 
q : ie £ : — . Suede) a ~~ De ttt bese 
+ - Be a ‘ es : a r 1 allie j 
} if ee aed Re tev us ig ‘ " y 4 Bs ae ww i ’ ? 
Se ’ hs eee 2 ee a a “ 
‘ si ei a : = a Nee a e % 4 ‘ Sgt 
ee EO Le eee Se ti Pasa is . —- fe . ~ ie é 
— aie ete ie y 2 oe ee e his i ia ut vg z 4 ic a ae fs . . - *- is 
: ae pager Nise a gl See Ps ee TENS OG a tera Rega i 4 Pe! a eed al ie a 
| See Meine Se ig tee a pee aa ee eben ines . i ee -_- . ~~ sell P : 
ee eae fe) ge a fe Gee ae Be ean es Meee gee ere arena) , 2 oe oie Oy le ae fey a Tees 
' ee ee en tee Cab a iii do ee at 2 ae SRE gl oe Sl ae 7 oe ee ae ‘ > - "iia al I i i 
i ee aa, oe a BY eee, a eee, . a “ee 
| ee. 2 ee > ee eee eS 3 i eee) a 7 Ries te 5 I Seana ner Woe q Bey oi. 2 eee 
h Bae PRR eae Ae Nat Cae Peres a a Beyeie mea ae rome ‘ Bea hah oo ———- c . e <a cy ae a 
<< indy (ates | "MER Ft cee. ae Ramm = eR, Sa et a ec ie: << Ei 5 ear ‘ ea Soe <> 
I, ee Ons Bike. ahs ay esr ie Sy Saree meas. = Meee ce in i cs ae a —_ . y —“—— a ee ae 
m BS aie 1 Pe A ea eee ee chet po. ” = ae eek ee eee ‘lca a pate ie 
“ a is See eo). er: oa tine feted uf Se. " i ye 
(a a a7 oe Aine ake 5 he Sa = ee mer 2s > . ~~ Bere 
- & ee eee SP ce ee ae ae Peres ei ue ce ead 7 Me ke : =e He Re Raa 
‘ eS ee Bess, eee eis : ig a asa Me ghia eee ee eigen tue veers f a achat Perce os) i, i. a . 
R Bees i} nthe ees i » hee ir 2 LT eee ree ae hel ee Foe = 4 ‘sige: pe fee % toa * . . na . ‘; 
eae et ae? eas) TEN 2 or ea Tee a a Sees ee Tae amie . i at ad a ee oe Heath) ae epee © ay, 
: i ee a. ena a toe, ee le aa 4 SoS Peet ee S| Fiera cot ge nee : Soh ee IE ae os ec RS mk 
Co, aii # ae Bs eee) ee Sree PG Eo cit RS OE ae og oe a Sa eae a Oo a a , nn 
ap Te ee WT ono aera pars: Fars Wicwi' ae = ro va) yt SA eee ogres SS et may Coon, te i a ie ars 3 
ier sk aes ee rae. oS IND eae 4 eS eae eg 2 : Pee gh ae ee, See a ees 
al ieee: og Se 2 . ee | ae Sa es.” er fy 
se See ti ty - >. i ee = wa ‘ * a <a oes f Bets =a tc" aa =F + Re, 
pone, ole ae So eae , ‘s ee an a Laas ase ~ 
ee nS I ne ee ee een a ; ; 7 eres 3% L e ai “a 
f eee PERN age oe eae ai eae = 43 Be, gages ays ee . ‘ mn : oS ae ; 
i. 2 movie ay ¥ oe Mes ee he Pe er (ae 2. { ee tai * a ee 7 
ee Se Pe ee ey 8a: re a ee ee . co naa a 
ee ee ge ae Se Mpegs Sere or aes eS gee Sx Se nde: ees as! Sa , \\ yl Bey on ae a : 
F nin ; i oe Spas Se Bee. Vy ere ae ven \ OR 
ee ae ier atc ea Rlete > ae Beni ete cena ae Se ae : ‘ a aaa ae eS alone eee 
(ies at Bn cae Kea eo Oe ae , ry Jee igre cea s 
cai : ies ee ee re PP Fie. Ge RR . Piaget el , ‘ed “% BA ee tan) Mas ale a, : 
rik a DE Oe er re pees STs oe ee nme 
as 5 rea a oe el ee i seh utetcinsates “Sasliens saeremraenio oan Soi ee ee ere 2 i! ee? EN eA pee ria : 
gl >. ae OA eee Eee en ee alk aii ea gh cis Reg Rarapaiesn ies oe ae > Bs Oo ats ot ry i 
Og A hn © niet Ae aaa idam ee oneal Eat eee are ae ; ne | ay Pe oa ia i 
Per: Sc RPC vide aie ai 2 = eal Me te ee Mp bee Ia - 4 Sn te ut ReMi En sachet aay 
a % et ee ce ene Opie eee) ees fais tape a eda a 4 +. > — “ \ e ain Mea: Ss seen) etd 
ee ea yh Riots: oY Ae eae ar ei ares” a * oa x ; ‘5 PRS i. 2 a 
NS Se ie a , a ; eae 
Os Se RS ee sas aed ea Bare ' ee aan - ’ 7 ’ ie ‘ 
ees aay we Sort RR gaa oe oy : ae oe ae b) Ses - fae . 4 ‘s ime : 
oe are = BIO EE Tite at) oe pe ay Mg) ei ee fee ao Aeeeets . SR Ser ae Me P oe na : 
os ais i a a eo ht Mee i a Se Sey. =. . 
r i: oe wi ie 4 ee ere 
; - |S \ - rf » ee er 
goo genera Be a a wee ; OPE ae ee “ 4 ys . ¥ beaks fe nf * ‘ seamed Se adiayi 2 Dr. oe 
ot 2 eae scsi igang? “chs AS AR ee ag las ic eee ae : . | i oe : an : ee 
an eo ee oe ee ip Cet 5 aaenoe ae Co . . : Peg ‘ i f 
: ens ee ee hese ~~ e ‘% _ Sua 
Mae weds ae.) 5 Ai eer ome. os age erie ate eae oe “gm he es iy aioe 
a ee eet ec Bee es AT Sah AN ea ee oe it ge ae a " ce lek > <-> 
h et Riper BLS ee ee yi One With Meee he ene Pe eee oP etdce 5  a ee sie Ke alia 5 
‘ BS a APY SE i ae ah he a s ie al ae ee ey ee ee ee Y yi * ri a, ‘ ha) eee 
} Wao A OS gale aaa 5 hn ees eee ae. PARE one at ae ra = ee ial ae bale ee ecg ela 
H 2)? ee et. ee a: eS roy oe Lee Ree Te a 4 BP sat Bee a es ; : 
: See Eke As ee ae ie: Sa hs = nas Dae Oe te NS ee . pes. ear. Aw eR eae ey 
Rr as recente Gece teaee ise; mae eee Es d OO ee, aa fe at hea ge as ein . Pe ls |" a SIR ones ie i Weer 
y te eee ov begplait ee SS ; ho ae , He a Ean a i oe Se ‘ er am oe 
ane aa ess a eee a i ee _ : Pini Wakes abhi Sir ‘ Oy rire a 
pane 2 Pert ee me Be \ ere 2a Teale a a5 eA, ; = +i Sree noes ‘ 5 ‘ ctin pae eo AE 
' ete ee: 2a ea Bes. ey ee a 6 § Fs s ae es wai oa na sited ae ; 
ERR Se eager it Pig ar [eae Paes Oo ae rr cs Ae te Sen ie = Peete i ae pare ihe 
ae a. React a ok ns Mae ee eet Aes pay a oe . , a ad Sage . a a! ae eae +. 
: ae ee eS raga rete « Bre ie nee oe 2 ene ee - & cn 2 ee ee cad par oh 
eee) a i SE a ee es oe cee ps = b 8 - . by Recent nels ea re 
+e Aes ie be Beer Pee, as ie eliiposrag at ie eee ee” Ys ha a. on "ea Bee oF _ + si et et ala oi : 
Ci OS GA ie MEE eS egies 5p hn em a ae — i Sa 7 
See em eae rk. cain, fe Cae ae es lie es re ube. ae , — 9 “aati, ee Saar ; ee ces etl OF a Ga is (8 we 7 
ee ee eae ae ae 1a OMEN ae for eed eee ae ge 2 : EMOTE mee? pet Ar dain, SE rN ee eat 
, re ; cial, | ap teas onder ae ca eee ee, eel I ie : i an a. i ee PoGee ee le : penne e 
: ; ‘age Sipe ae allay tee : ae es - § CaS ee EME a eso, Bek 
e hand Re Carre fas ; nee : i ee) Sha eget ee oct ae 
a ai wi aie is oa ie — tig ‘ Ae Mae Sr er eae eee Dre fe, 
ae eo c cay gen eee crayon eR eats te ae = os fi: a ae c Fe die ss i - 3 
- : her ae we Be Sie es Male > ii bet: tee eet a x ES = ae 
} : Sag Ei tid Meh oa eee ee <4 “td Se ee en ep ee et eee 
. Moa iat fy en ah ee aia Ra a eae lak : RAS 2 Ta mie ap ee ad A a aor 
—_ STAs we eres a ae nn ‘ See es aoe Be 
‘ ee ae amet Ee ore eT ley Se RS Sy Bre, ‘ ae "oe pai Fe nee tee Yee = 
: P ee pe gee aes «s : oe “ie oe ER ei < a AT Ie Se eae at ae Sis Pia 
. { : me ee les haere ng ee, on see oo eee - See eo ere ears 
: : ‘ i; Cpe eee nS <6 1 eR eG? = CM IE o ee eer oe Searulg ee 
{ 5 ' "ae i. : lig Sea ae ead SN ee AREA cn a ee ee a A ee nae 7 SBP se. 
i Leas to que ot 0 . . Aree ys me. ONS Cn ie pet ny eee ene er se 
B ‘ , ee = sa ie Ber aseter te. eee 
. \ m pm . . - 4 a a > . = " " age ne 
: j ‘ : so Reotati’ Gwe Gre = ‘ ee ee “ eat * ; . ae ane 
: = ‘ , ‘ bare ap ae 
&§ > ay Pe] ef 
F j ion _ deems Fs hei ted ie 
Beata oh ‘ baie * eames: terves Me vs Be 
ain a ; as i SE crating conus band ee res 
ee — oe 
; es ee ond ap bo 0 compte, “ee a ee 
; ee a now tind of apitt The pre Sn 
An I i ssh teach eons ieee. 
‘ _~. ches tas este eeend La 
6. 4 ane OF cone te ral 
5 _¥ sot oe tte: 
: te yew sa aly 
: \ mee ween ee e 
. oe — a= 
» : a: ‘ gure os tech of Vom 
: oh ae ~ Dees Se Meee vos 
i a oo dune Gam 
: ; to Once Ow 
. /] reentry oy 
: vy ae : Ome os my oan 8% ‘Ee 
; ; - eae 
: 4 2 ; 
4 .* wee me ee “ 
- — oO Pi 
Am > 
; - } 
i . ss 
po eee 
: i aa 
} Sie ad Sees 
fl { ar Pe 
j teeta. 
pt 7 “ 
i ee 
a Pee 
coset © 
ieee 
| ti 
aN Bee ge ae sage BS Et oe Re oc ea ae ee ig re one See ee , iat ee oe i ‘ pee : é ‘ 
oe Sek SUP ac stone ade: Peper Seger 8 oe) Se ee ie ee fe fe Sek ee ee tee Sa eee POLE Pag Pe MII Siac EO 7 a ili is AS Te ois ers ae 
fi Se” ao are alo Wei adie = Mc a ia ek toate ce _ ue ater eee aa) Le alg PE eke haage = 2 zat Soe ne eS <i aera : ee ee ee a Bee a a ae a : ee Ree | eee Penh Viet ie 
Tt ear eseks Peete ee rire eee Wee aes 1 aera aoe et. es NS Se SO oe tear Sap ie Onder cr" ret, | yf bby Pe ns etn Set er = + eae Pee Oe “3 B re eh PE < Pa ber i 
Be Ey ER A Sie rn RNR 9 eS ARE eed Nic Ra RS ed ae ae a ee a he ee Be i ae a eee Sieh aa 
Sian pea St ee et ee ee = es a ae Re Peo, i ei mae ae 5 me ee te a a eg mi 
‘eS 4, pa oo a a P bi yas ak Sai eae - nas ‘ e ae iy oe , fie Fn ee er aaa ee es Se byes Ae ae LE 
i aig Pen cies et : . eae ire Tee - ee - 2 ee era oe hk 


Cellophane-Wrap for Book 
McGraw-Hill Publishing Co., 

New York, is packaging one of its 

new books in Olin cellophane—the 


USE b,. 
MISSOURI NEWSPAPERS 
THE EASY WAY 


Whether you use one or all of 
Missouri's 398 newspapers it’s 
easier, faster, cheaper with Mis- 
souri Press Service. 

ONE ORDER—ONE BILi— 


ONE CHECK 
Send today for free direc of 
Missouri aemepinnee-weelly, ay od 
Sunday. Write... 
MISSOURI PRESS SERVICE, INC. 
WALTER WILLIAMS HALL 
Columbia Missouri 


first time a cellophane-wrapped 
book has been offered to the public, 
according to the company. The 
book, “The Selling Power of Pack- 
aging,” is by Vernon L. Fladager, 
D’Arcy Advertising account execu- 
tive on the Olin Mathieson Chem- 
ical Corp. account. The film 
division of Olin Mathieson is dis- 
tributing copies of the book to its 
customers through its salesmen. 


Gramercy Adds Account 

Diamond Council of America, 
New York, has appointed Gramer- 
cy Advertising Co., New York, to 
handle advertising, public relations 
and promotion of diamond mer- 
chandising and promotion ideas. 
Prager Advertising, Baltimore, for- 
merly handled the account. 


Goehring Gets Dalsheim 

Dalsheim Jewelry, New York, 
importer of costume bead jewelry, 
has appointed Jack Goehring Ad- 
vertising, New York, to handle ad- 
vertising, promotion and public re- 
lations. The account was handled 
by Ray Austrian & Associates. 


| Brighter Outlook 
Is Seen for N.Y. 

= . . ’ 
Bait Ad Bill in ‘57 

New York, Feb. 5—A bill to out- 
law bait advertising was intro- 
duced last night in both houses of 
the state legislature, at Albany. 

The bill, introduced by Sen. Na- 
thaniel T. Helman of the Bronx and 
Assemblyman Bernard Dubin of 
Queens, is sponsored by the Demo- 
cratic administration of Gov. Aver- 
ell Harriman, but it lacks bi- 
partisan support in the Republican 
controlled legislature. It is be- 
lieved, however, that the bill will 
reach the floor in both houses. A 
similar bill last year died in com- 
mittee. 

The measure, aimed at rackets 
estimated to be costing the public 
in the state $100,000,000 a year, de- 
fines bait advertising, sets up cri- 
teria of evidence and provides 
severe penalties for violations. 

Bait advertising is described in 
the bill as circulation of statements 


Advertising Age, February 11, 1957 


about merchandise or services 
“without a bona fide intent to sell, 
or as part of a plan not to sell as 
advertised or at such price [as ad- 
vertised].” 


® The bill makes bait advertising a 
misdemeanor in the penal law and 
provides for fines of up to $5,000 
and jail sentences of up to one 
year, or both. 

Publishers, television and radio 
outlets and advertising agencies 
are exempt from application of the 
proposed law when their participa- 
tion is “without knowledge of the 
deceptive character [of the adver- 
tising].” 

Under terms of the bill it would 
be prima facie evidence of violation 
to advertise over a period of time 
and repeatedly fail to sell and de- 
liver the merchandise or services 
advertised, at the advertised price. 

It would also be prima facie evi- 
dence of violation willfully to dis- 
courage the sale of advertised mer- 
chandise or services by the repeat- 
ed use of the following devices: 


e Disparaging the advertised item 


All to preserve the “Beauty that Appeals”— 


It takes work for sure—and when your objective is fine photo- 
engravings, it demands skill, experience and purpose. No matter 
how near perfection the original may be, preserving its beauty 
in copper and zinc is a task for experts. That ROGERS has what 
it takes to do the job is proved by the increasing numbers who 
continuously depend on its craftsmanship. 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


N 


OF PHOTO- 


ENGRAVING 


to the prospective customer. 


e Refusing to show or demonstrate 
the merchandise. 


e Showing the merchandise in an 
obviously defective condition. 

e Falsely claiming inability to 
make reasonably prompt delivery 
of the merchandise, or withholding 
delivery. 


e Refusing to compensate em- 
ployes for making sales of the ad- 
vertised item. 


® Hugh Jackson, president of the 
Better Business Bureau of New 
York, told ApvertTisiInc Ace that 
the bureau has taken no official 
position on the new bill and that it 
is not likely to do so, pending a 
close study of the measure. 

Proponents of the bill believe 
that exemption of advertising me- 
dia from provisions of the law, 
when advertising is accepted in 
good faith, is likely to improve 
chances of enactment. Such a pro- 
vision was omitted from last year’s 
measure. 

On the other hand, although me- 
dia men are not opposed to the bill, 
some media representatives frank- 
ly say that they are dubious about 
what their position would be if 
they were to accept advertising 
about which consumers later com- 
plained. They point out that the 
bill is ambiguous on this point; 
that it is impossible for them to in- 
vestigate all complaints; that they 
also receive so-called “crackpot” 
letters, which would involve dif- 
ficulties, legally and otherwise; and 
that if they were to refuse adver- 
tising on the basis of mere opinion 
or hearsay, they would be subject 
to suit by the advertiser if the ad- 
vertiser chose to bring action. 


® Another bill now in committee 
in both houses would permit per- 
sons to sue for triple damages 
when they are victims of sharp 
practices. 


‘Agriculturist' Total Is 395.4 

In listing total advertising in 
pages in 1955 for American Agri- 
culturist (AA, Jan. 28), ApVERTIS- 
ING AGE inadvertently reported the 
figure as 790.3. The correct total in 
1955 for American Agriculturist 
should be 395.4. 


CAPTIVE 
AUDIENCE 


Potential customers are 
comfortably seated, re- 
laxed, with all eyes focused 
on your commercial. 
USE... 


THEATRE SCREEN 
ADVERTISING 


ZARA . 
rm 
1032 Carondelet Street. 
New Orleans, La. 
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nothing under the sun 


completely covers the FLORIDA 


GOLD COAST MARKET 


like... 


America’s 12th largest retail market... 

annual sales of 1°4-billion dollars. 

In DRUG-TOILETRIES sales per family, Greater 
Miami ranks among the top four in the 22 


: 


U.S. “billion-dollar-plus” markets . . . and 
“Also... first in Wearing Apparel. . . first in 
Furniture-Household- Radio . . . first in 


Lumber-Building Materials-Hardware 


... first in Eating-Drinking Places. . . 
third in Automotive . . . fourth 
in Food. (Source: 


Sales Management) 


For pin-pointed data, ask the man from 


STORY, BROOKS & FINLEY 


53°% above the national average. 
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Bymart-Tintair Forms has formed an export department 
New Export Department to market its poe he = N . l S R di Tj S | 
Bymart-Tintair Inc., maker of I eis ge me 8 ne ationa pot a 0 le a es 
hair colorings and preparations, that Tintair products will go on 
sale in Canada, Cuba, Mexico,| Source: Station Representatives Assn. Estimate 
A GREAT Little PREMIUM! South Africa, Central America liso o 
and South America within the 
° next few months. He said the $ 9,031,000 +19.1 
Haudi-Kutter Tintair trademark is already reg- 9,384,000 +24.0 
istered in most countries of the 10,756,000 +148 
CLICK—1t's A Razer-Blade Knife! world. py Pe 
Bymart-Tintair has not ap- je nn tan 
Ww pointed an advertising agency to cinaiie sie 
handle overseas promotion. A a7 ny oaa> 
company spokesman said local snapelen bord 
| distributors will be permitted to saan af oane 
Cag Sulect their: emm agyneten. PEPIN aecccecccserceccoscstnaanientetl 16,708,000 12,286,000 +36.0 
, $109,570,000 +244 
CUCK— =~ Safe for Pocket or Purse! | S547 & Nash Formed to pty nd 
ies ain pulling ‘good. will Specialize in Negro Market $120,400,000 
pag a, Ee, Northern California’s first ad- *Revised estimates. 
Ask for FREE Sample, Prices, and vertising agency to specialize in **Final figures for year. 
Details about Ad Distribution [the Negro market has_ been 
Method. opened, with offices at 1615 
Broadway, Oakland. Thomas Nash, president, and,Grey is merchandising and pr di- 
KENWORTH MFG. 0. paataens in the agency, Scott &| George Scott, vp. Willard Batchan | rector. The agency will handle both 
12317 W. Lisbon Ave., Milwaukee, Wis... Advertising Agency, are|is secretary-treasurer, and Don| national and local accounts. 


& Uk 


Of allt onsumer income in Texas. 2: 
is concentrated i e 10C 


market... and 25.1% %& 


Texas are prodyced in 


PICKENS KING | KNOX |", Anche taQut 


The Fort Worth market G 
for 23.7% of Texas’ Yael 


Source: SRDS 7/1/56 estimates 
of consumer markets 
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maior: LARGEST MARKET AREA 


STONE reeod YOUNG 
KENT HA: « AC 
E wan, {Asettt Graham | 2ACK | wise 


Stamtord “ae sige 


JONES 


STEPHENS, Walls 


Midiang 
WINkLe® fc ror MIDLANL 


IN: TEXAS L is 
» LARGEST CIRCULATION Vn 
IN TEXAS . 


omehans 
WARD ICRANE| UPPON 


the Fort Worth Star-Telegram . . . Deily or Sunday! 


20% or greater coverage (ABC) in 49 counties Daily 
20% or greater coverage (ABC) in 55 counties Sunday 


A far greater number of 20% family coverage 
counties than any other Texas Newsphper! 
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SA 
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Advertising Age, February 11, 1957 


Coin Machine Seller 
Must Absorb Sales 
Tax, Court Rules 


Otymp1a, Wasu., Feb. 5—Opera- 
tors of automatic vending ma- 
chines must pay the state retail 
sales tax of 34% even though 
their individual sales are too small 
to make the tax collectible from 
their customers, the Washington 
state supreme court ruled this 
week. 

The decision was on an appeal 
from the Thurston county superior 
court brought by Don W. White, a 
vending machine operator. 

Mr. White contended that he was 
not required to pay the sales tax, 
because the items he sold in vend- 
ing machines were all priced at 
13¢ or less. The state does not re- 
quire a sales tax to be collected 
from the customer on items retail- 
ing at 13¢ or less. Since he did not 
collect the retail sales tax, Mr. 
White contended, he should not 
have to pay such a tax to the state. 

Normally retailers report their 
gross sales to the state tax com- 
mission six times a year and with 
each report pay 34% tax on total 
gross retail sales. 

The county court had ruled that 
where individual sales are too 
small to be taxed, the seller must 
absorb the tax himself. The su- 
preme court agreed. ° 


GE Advances Eby, Schratter 
General Electric Co., Schenec- 
tady, has appointed S. Jay Eby 
manager of advertising and sales 
promotion of its broadcast equip- 
ment. He formerly was senior 
copywriter of broadcast advertis- 
ing. The company also has promot- 
ed Paul Schratter, formerly with 
GE’s insulator department, to ad- 
vertising and sales promotion man- 
ager of its aircraft accessory tur- 
bine department at Lynn, Mass. 


Meyers Named Manager 

Walter S. Meyers has been ap- 
pointed to the new position of vp 
and general manager of National 
Advertising Co., Chicago, a whol- 
ly-owned subsidiary of Minnesota 
Mining & Mfg. Co., St. Paul. Mr. 
Meyers, who was made assistant 
general manager of National Ad- 
vertising last July, has been with 
3M since 1935. 


‘U. S. News’ Moves Christian 


John K. Christian, formerly with 
|the Washington advertising de- 
| partment of U. S. News & World 
|Report, has joined the St. Louis 
| sales staff of the magazine. 


| 


How to Boost 
Off-Season 
Sales 


Ever wondered how to boost the off- 
season sales of your product? The 
Insulite Division of Minnesota & 
Ontario Paper Company increased 
|the off-season sales of its product 
| by 178%! 
| How it was done—the methods 
}and techniques used—makes excel- 
lent reading in the February issue of 
ADVERTISING REQUIREMENTS. 
It’s just one of the many features 
| in this big February issue that covers 
| everything an adman must do except 
| buy time or space. If you have prob- 
lems of production, promotion and 
_merchan ising (and what adman 
| doesn’t!) make sure that you read 
AR regularly. Just clip this ad, at- 
tach and mail today for a year’s 
(twelve issues) trial starting with 
the February issue. Your money 
| back anytime you ask for it. 
| 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 
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Success is a journey, not a destination... 


Look’s record of continuous 
srowth is unmatched by 
any other major magazine 


Alert businessmen know the importance of the growth record of uninterrupted growth. 

factor in any business, and the magazine business is no LOOK’s remarkable record is even more outstanding 
exception. The growth factor for LOOK has been solid when compared with the performance of other major 
indeed. Year after year since 1944, LOOK circulation magazines, that is, magazines with 4,000,000 or more 
and advertising revenue have grown bigger than the circulation. Viewed from a ten-year base, or a five-year 
year before. No other major magazine can match this base, here is the record — 


The ten-year record: 1956 versus 1947 


Circulation Gains Advertising Revenue Gains 

LOOK .........* 1,630,673 Life.........* $61,582,060 

McCall’s ....... * 1,168,171 Post ........* 27,334,495 

B.H.&G........+ 1,144,985 LOOK .......+ 26,079,406 

Post .........+.-* 900,128 B.H.&G......+ 15,565,143 

L.H.J.......4.++.% 560,361 McCall’s.....+ 6,007,209 

bi OBO. cc ccccc ene Sle ae 390,887 

: Source: Publishers’ Statements to A. B. C. 6/30/47 and 6/30/56 | Source: P. |. B. 


The five-year record: 1956 versus 1952 


Circulation Gains Advertising Revenue Gains 
LOOK........... + 887,242 Life......... * $40,556,623 
B.H.&G. ........ + 687,610 LOOK .......-* 13,439,891 
Post............ * 637,299 Post ........-* 11,542,163 
L.H.J.....+..+.4... * 596,512 B.H.&G......+ 8,089,380 
McCall’s.........+* 530,837 i F Sree | 6,821,037 
Life ..........+. * 374,745 McCall’s.....+# 4,606,710 
Source: Publishers’ Statements to A. B. C. 6/30/52 and 6/30/56 Source: P. |. B. 


How about right now? 


Comparative figures for other magazines are not yet available. But 
LOOK can already report that the first quarter, 1957, will again be 
the biggest first quarter in LOOK history in both advertising revenue 
and circulation—and LOOK will soon be averaging more than 5,000,000 
circulation. 

Yes, the growth factor is important. Right now — with more than 
20,000,000 readers per average issue—with the most efficient reach to the exciting story of people 
people among all major national publications— LOOK is a great media 
buy. And, on the record, year after year LOOK is bigger and better 
than the year before. 
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Product Services Adds One 


Technical Tape Corp., New York,|uct Services Inc., New York, to 


surized tapes, has appointed Prod- 


manufacturer of fabric and pres-! handle a new consumer product. 


HEAD OFFICE: 
Established 
igor 


WA ta 


Weans bduertiaing xn Japanese 


THE DENTSU SERVICE 


* Stands on a base of comprehensive research 
* Includes eye-catching art and design 

* Embraces all phases of advertising 

* Results in campaigns that sell 


Dentlau 


Nishi-Ginza, Tokyo 
MAIN BRANCHES: 
Sapporo * Yokohama * Kyoto * Kobe * Sendai 
Hiroshima * Nagasaki 


ADVERTISING LTD. 


Osaka * Nagoya « Fukuvoke 


New Campaign Is 
Set for Sergeant's 
Dog Care Products 


RicHMonp, Feb. 5—Polk Miller 
Products Corp. will use weekly, 
farm and trade magazines and net- 
work tv this year in its most exten- 
sive campaign for the Sergeant’s 
line of 23 dog care products. The 
company is also planning its first 
public relations program. 

Year-round emphasis will be put 
on grooming products and on 
Worm-Away, a new product added 
to the home worming line. Ser- 
geant’s Skip-Flea Scratch Powder 
will be advertised primarily during 
the summer months, when demand 
for it is greatest. 

The media list includes Ameri- 
can Girl, Better Homes & Gardens, 
Family Circle, Family Weekly, 
Farm Journal, First Three Markets 
Group, Life, Look, Parade, Pro- 
gressive Farmer, The Saturday 
Evening Post and This Week Mag- 
azine. The company also is buying 
summertime participations on “To- 
day” (NBC-TV). Trade advertis- 
ing will run in the drug business 
papers. 


= “Sergeant’s Dog Book,” a 36- 
page booklet on dog care, is being 
revised and again will be offered 
in ads, at point of sale, and on the 
package. The company estimates 
that 30,000,000 copies have been 
distributed so far. 

N. W. Ayer & Son, New York, is 
the agency. e 


Ekco Ofters Special 
Prices on Flint-Ware 

The Chicago division of Ekco 
Products Co. is making two spe- 
cial offers on its nationally adver- 
tised Flint-Ware stainless steel 
utensils. One offers a $5.50 sauce 


free at your 
beauty shop 


Coupon good for tree can of New 
Dishwashing Liquid - tor women 
with Sensitive Skin 


Nothing to buy—Just ask your beauty operator for your coupon— 


Advertising Age, February 11, 1957 


We are Sorry 


if Your Grocer Was Sold Out of 
New Liquid Shina Dish 


Seo many Omahs beast) operators (biews em) are 
Fecommending NEW LIQUID SHIN A DISH to thew custom 
fry that many grocers have bees comptetet) sold wt this wer. 

We are ranking more to your groves mow Withen the 
BPN! day oF two every store shoud have plenty of beth the |! 
cure Laqued Shona Diab amd the large f!-ommer ware 


SOLD OUT—With the aid of beauty operators, Tidy House Products’ 

Shina Dish promotion cleared grocers’ shelves in Omaha, according 

to Buchanan-Thomas Advertising Co. Grocers were sold out of the 

product after only one ad in the campaign had run, the agency 

says. At the left above is the newspaper ad offering the coupon; 

at the right is the “We are sorry” ad, telling customers that more 
Shina Dish is being rushed to grocers. 


pan for $3.48 retail—a_ special 
which will be available through 
March 25. The second offer is part 
of the Independent Retail Hard- 
waremen of America promotion 
Ekco is participating in this year 
and includes a double boiler re- 
duced from $11.95 to $7.44 and a 
kitchen tool set reduced from 
$3.49 to $2.99. Ekco has prepared 
point of purchase materials and 
advertising mats to support the 


| offers. Dancer-Fitzgerald-Sample, 
Chicago, is the agency. 


Griswold Joins Plastics 

Irving W. Griswold, formerly 
sales promotion manager of Iron 
Fireman Mfg. Co., has been named 
advertising manager of Interna- 
| tional Molded Plastics, Cleveland, 
manufacturer of Brookpark and 
| Arrowhead dinnerware, and Struc- 
toglas reinforced plastic panels. 


* 


Just what is it 
that has made P&A successful? 


* 


Is it a clean plant? Is it the fast, frequent 


pick-up and delivery service? Or, is it a practice 


of giving large and small accounts equal 


consideration? We believe the answer 


to these questions is YES. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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the greatest 


How do you want to figure newsstand sales — the 
major yardstick of circulation vitality? Per issue? 
By the week? By the month? 


No matter how you add up the figures, TY GUIDE 
leads all other magazines in newsstand sales 
by a substantial margin—according to ABC Pub- 
lishers’ Statements for the 6-month period ending 
June 30, 1956. 


TV GUIDE zoomed into an important position 
among America’s top 10 magazines because it 
reports, pictures, programs, analyzes and interprets 
the most important new influence in American lives 
today—television. If you want 7-day exposure for 
your advertising, before a vast, loyal audience, 
take a good look at TY GUIDE! 


he 


ee Nl i 


agazines has 
‘fand sale ? 


NEWSSTAND SALES (Per issue) 


As reported to ABC 
for the 6-month period ending June 30, 1956 


MAGAZINE — 
oh BRA ERE aes 2,97 1,959* 
4 kN «ee 1,627,361 
Ladies’ Home Journal............... 1,55 1,793 
i ee ae eee peer 1,509,396 
Saturday Evening Post.............. 1,490,353 
Better Homes & Gardens............ 1,455,979 
Good Housekeeping................ 939,407 
| Sth See ee eee 911,007 
ie <a 901,256 
Amperionn Meme... d.cic bess osc cevis 724,957 


“Current Newsstand Sales 3,943,000— Publisher's Estimate 
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Important news from America’s biggest publisher ¢ 


Now you can buy adver 
Better Homes & Gare 


v 


Better Homes & Gardens 


Ideas are the stock in trade of America’s biggest service publisher—the practical 


kind of ideas that pitch people straight into planning or making or buying something IDEAS ANNUAL 
for their homes or for their families. 
The idea-power that stimulates BH&G readers to action carries over into BH&G’s Rate Base: 450,000 


Idea Annuals. From the very first issue, they’ve been outstanding successes. 


Estimated Sales: 475,000 
And now you can buy advertising space in five of these popular and influential books. 


Minimum Space Unit: 4 Page 


: Each BH&G Ideas Annual is a one-volume encyclopedia of information about a Ord Closi 
bd particular topic in the field of home and family interests. Your ad in any of these wha op deodagal 
- annuals reaches homemakers when they’re ready to stop dreaming and start doing. On Sale Date: September 18, 1957 
A So if you have anything to sell that belongs in this home-and-family picture, invite BH&G Home Furnishings Ideas Annual: 
; - x 


yourself right into the living room to tell your product story to an idea-hungry 


: : Established—1941 
‘ae audience that’s in the mood to buy! 
r 


Accumulative Sales— 4,102,290 


Better Homes & Gardens 


KITCHEN IDEAS ANNUAL 


a ae <\ Rate Base: 225,000 
Cra te Estimated Sales: 250,000 
: , Minimum Space Unit: 4 page 
Order and Plate Closing: October 15, 1957 
On Sale Date: December 18, 1957 


BH&G Kitchen Ideas Annual: 
Established— 1956 
Sales— 190,000 (estimated) 


Your product story may belong in one or in all five BH&G Idea Annuals. That’s a 
matter for individual discussion with your BH&G representative. He has facts and 


figures to help you assess each one in terms of your special advertising and merchandising 
problems. 


Why don’t you call your BH&G representative today? 
Meredith Publishing Company, Des Moines 3, iowa 
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of ideas for today’s living and tomorrow's plans... 


rtising space in these 5 
dens idea Annuals 
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Better Homes & Gardens 
HOME BUILDING 


IDEAS ANNUAL 


Rate Base: 165,000 

Estimated Sales: 180,000 

Minimum Space Unit: 4 page 

Order and Plate Closing: November 15, 1957 
On Sale Date: January 18, 1958 

BH&G Home Building Ideas Annual: 


Established— 1937 
Accumulative Sales—2,857,300 
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Better Homes & Gardens 


CHRISTMAS IDEAS 
ANNUAL 


Rate Base: 550,000 
Estimated Sales: 575,000 
Minimum Space Unit: 4 poge (except os follows) 


50 line units ore accepted for on editorial type 
shopping section which appears in the front of the 
book. See Stondord Rate & Data listing for rates 
and specifications. 


Order and Plate Closing: August 15, 1957 
On Sale Date: October 18, 1957 


BH&G Christmas Ideas Annual: a 
Established— 1952 : : 
Accumulative Sales—2,482,400 ae 


Better Homes & Gardens 
GARDEN IDEAS ANNUAL 


Rate Base: 135,000 
Estimated Sales: 150,000 eg | 
Minimum Space Unit: 4 page ' 
Order and Plate Closing: December 13, 1957 gy 
On Sale Date: February 19, 1958 a 
BHAaG Garden Ideas Annual: Bs 4 


Established— 1940 ‘ 
Accumulative Sales— 1,658,600 We 
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Gratlex Drops Fair Trade 
Following on the heels of action 
to end fair trade by Eastman 
Kodak Co. (AA, Jan. 7) and Bell 
& Howell (AA, Jan. 21), Graflex 
Inc. is discontinuing fai. trade 
agreements on all its products. 
Graflex products have been fair 


traded for the past 18 years, ac- | 


cording to H. A. Schumacher, vp in 


| charge of sales. The termination,; Ketchum Names Gibbons in 


| he says, was the result of a “lack 
| of controlling national law capable 
of uniform enforcement” and the 
“continuing disintegration of indi- 
vidual state support ... This action 
places all our dealers on an equal 
competitive footing.” Graflex is a 
subsidiary of General Precision 
Equipment Corp. 


The El Paso Zimes 


An Independent Newspaper 
Morning and Sunday 


TWO Separate Newspapers - 33° Line BUYS BOTH! 


The El Paso Times and El Paso 
Herald-Post are two separate 


newspapers. They dominate this 
area and are the Metropolitan 
newspapers of the Fabulous 


Southwest. 


A market where your advertising 
IS effective. 


El Paso Herald-Post 


A Scripps-Howerd Newspaper 
Evening 


N.Y., Three in Pittsburgh 

Ketchum, MacLeod & Grove, 
New York, has promoted Maxfield 
S. Gibbons from an account execu- 
tive to an account supervisor. 

In Pittsburgh, the agency has 
named Edwin H. Pfund, formerly 
an account executive, an account 
supervisor and Waring G. Smith 
and O. Wagner Jr. account execu- 
tives. Mr. Smith formerly was with 
Batten, Barton, Durstine & Osborn, 
and Mr. Wagner previously was 
with MacManus, John & Adams. 


Esquire Push Will | 
Introduce Tubular 
Viscount Men’‘s Socks| 


New York, Feb. 5—Esquire 
Socks division of Chester H. Roth | 
Co. will introduce the Viscount, 
a heel-less one-size men’s sock 
made of cotton, in a color page in 
the April 28 New York Times Mag- | 
azine. Other advertising plans are 
not yet set. 

Capital Airlines is tying in with| 
the promotion by furnishing Es-| 
quire with Viscount airliner dis-| 
Correct ‘Farm Quarterly’ Total | piay material for stores. 

In compiling total numbers of 
advertising pages in 1955 and 1956|of long-staple cotton reinforced| 
for Farm Quarterly (AA, Jan. 28), | with nylon and is designed for men | 
ADVERTISING AGE inadvertently who like a stretch sock but do not} 
omitted the autumn (September) | like nylon. According to the com- 
issue. Therefore, instead of 232.6) pany, the Viscount “looks hand- 
pages in 1955 and 275.8 pages in| knit.” The secret of its stretch is in 
1956, the figures should be 306.5 in| this patented knit process. The 
55 and 357.5 in °56. Advertising| yarn itself does not stretch. The 
pages in the September, 1955, issue | sock retails for $1.50. 


were 73.9 and for the aie, During 1957 Esquire will con- 
1956, issue, 81.7. tinue its monthly insertions in Life 


Your Air Freight Line to Everywhere 


Whether you ship to one of the 80 cities 
on the Main Line Airway —the only air- 


line route linking the East, the great 
Midwest, all the Pacific Coast and 
Hawaii—or to any other point in the 
nation or the world, ship United! 


United’s Reserved Air Freight (space 
cleared and held for your shipment on 
any United flight), frequent schedules, 
single airbill and door-to-door delivery 
service all help to speed your shipment 
and simplify your shipping. 


Whenever you ship, wherever you 
ship, call United first! 


AIR LINES 


Examples of United’s low Air Freight rates 


per 100 pounds* 


CHICAGO to CLEVELAND . $4.78 
NEW YORK to DETROIT $5.90 
DENVER to OMAHA $6.42 
LOS ANGELES to SEATTLE . $9.80 
CHICAGO to LOS ANGELES . $17.75 
PHILADELPHIA to PORTLAND . . $24.15 


“These are the rates for printed matter. They are 
often lower for larger shipments. Rates shown are for 
information only, are subject to change, and do not 
include the 3% federal tax on d stic shi t 


P 


For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois. 


SHIP FAST... SHIP SURE... SHIP UNITED 


Advertising Age, February 11, 1957 


The Viscount sock is constructed | | 


for its Governor stretch nylon sock 
—“the most advertised sock in 
America,” to quote the company. 


® In connection with this cam- 
paign, the company also is running 
a retailer contest, offering color tv 
sets to the five retailers who write 
the best headlines for the Governor 
Father’s Day ad. 

A color page in the April 15 
Sports Illustrated will promote 
California Weight Argyles “in a 
lighter weight that feels good and 
looks great, straight through the 
sweltering weather,” according to 
the ad copy. 

Daniel & Charles is the agency. 


Newspaper Boosts Klusmeier 

William H. Klusmeier, promo- 
tion manager of the Star and Reg- 
ister-Republic, Rockford, IIl., has 
been appointed director of circula- 
tion and promotion. Frank J. Nolan 
will continue as circulation man- 
ager of the newspapers. 


Ginsburg to Spoken Arts 

Allan H. Ginsburg, formerly 
sales manager of the Student Mar- 
keting Institute, has joined Spoken 
Arts Inc., New York, as head of 
merchandising, promotion and 
sales of the company’s catalog for 
Spoken Word recordings. 


Lewis Joins Richmond 

Steve Lewis, formerly executive 
director of Allens Lane Art Center, 
has joined Mel Richman Studios, 
Philadelphia, as creative director 
in the photographic division. 


Full color by Crocker 
now yours for 
2-color prices! 


The magic of the 
economical Crocker 
Colorform process, 
with exclusive Mirro- 
Screen plates, will 
give your advertising 
and sales material 
full color brilliance— 


to sell your products! 
Dept. A2 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 E.7th NewYork, 23 £. 26th St. 
Baltimore, 1600 S$. Clinton 


Investigate Now! Write 
for this free booklet. 
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All postmarks are actual reproductions. Post offices mentioned in the text really exist. 


Grit can bring you a world of sales 


in Small Towns, U.S.A. 


North (Va.), Easterly (Tex.), South (Ky.), and 
West (Iowa, Miss.), Grit offers advertisers some- 
thing unique—and valuable. 

The Grit audience is unique. Grit is the one national 
publication slanted specifically to true small towns 
—towns down the road so far a piece that they are 
not influenced by any big city. 

The Grit circulation pattern is unique. Grit sells more 
than 850,000 copies every week. And a smashing 
58.53% of them go to towns of 2500 or less. No 
other national publication comes even close to such 
small-town circulation density. 


The Grit concentration on single-copy sales is unique. 
Exactly 90.15% of its circulation represents single- 
copy sales. Grit readers in 16,000 small towns: give 
it a cold cash vote of confidence each week. There’s no 


» = 
Stee eee ee een eet tte tttttesttetese teeter 


casual readership here, no waste circulation. 

The Grit editorial flavor is unique. No other publi- 
cation is written quite like Grit. It has an unmistak- 
able aura of village squares, quiet streets, a calm 
and contented way of life. 

The Grit power to make sales is unchallenged. For 
21 years Grit Reader Surveys have demonstrated 
that a Grit campaign is practically certain to in- 
crease the small-town share-of-market of almost 
any consumer product. 

Grit advertising in 1956 was up 16.2% over 1955. 
If you are not already represented in its pages, isn’t 
it time you tapped this Richvale (Calif.) of Proffit 
(Va.)? 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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Annual Reports Study Out 
Franklin Printing Co., Bunting 
Lane, Primos, Pa., has released its 
study of the 1955 annual] reports 
rated as the best in their industry 


Along the Media Path 


by the Financial World Annual 
Report Survey. Copies of the 12- 
page booklet, “A Study of the 113 
‘Best of Industry’ Annual Reports 
for 1955,” are available on request 
from Franklin Printing. 


The largest special edition ever 
put out by the Telegraph, Paines- 
ville, O., in its 134-year history 
was published Jan. 19. The “New 
Era Edition” was a 372-page prog- 
ress report on the growth and po- 
tential of Lake and Geauga coun- 
ties. 


HOW A MAJOR EXECUTIVE CAN 


INCREASE e The Herald, Bellingham, Wash.., 

will install a new Hoe printing 

CORPORATE press and color unit designed for 
REVENUE 48-page maximum plus an eight- 

Yes eae find 0 tant er atinn te ||page color unit. The press will 
mailing tists to non-competitive firms. have an operating speed of 50,000 


National book elubs, record clubs, maga- 
zines, business publications and mail order 
firms will pay well for privilege of 
using (net buying) your names fer their 
direct mall advertising. Your prospect lists, 
inquiries, buyers, stockholders, premium 


copies an hour and will cost ap- 
proximately $330,000 installed. In- 
stallation is scheduled in April and 


response, contest. entries or any May. 

names are valuable. As highly a | 

+= | interests and relieve you ‘ot all ae- e The Press-Herald, Portland, 
tails. Request “gold mine” brechure. Ne 


Me., published a 44-page, stand- 
ard-size industrial and financial 
section Jan. 26. 


obligation. 
LEWIS KLEID COMPANY 
25 West 45th Street, New York 36, 


N.Y. 


e True will sponsor a “Let’s Go 
Fishing” promotion in conjunction 
with its April issue. To date, over 
5,900 sporting goods dealers and 
hardware stores throughout the 
country have requested participa- 
tion. > 

e Edward Petry & Co., radio-tv 
station representative, has formed 
a plans board. Composed of key 
department heads and regional 
sales managers, the board is con- 
tributing policy-making decisions 
by providing top management with 
informed views and recommenda- 
tions concerning the company’s 
over-all operation. 


e The first nationwide survey of 
ownership and usage of radios at 
public parks, beaches and picnic 
grounds during the summer was 


the 


how much 


In 


advertising 
are you 


setting? 


It happens every day—all over the country 


RETAIL STORE REPORTS 
Provide accurate check- 

ee 
s es Parat® tising covering your own 
rake and/or competitive ac- 

si 

service for determining 
sales policy and directing 
cost of space; city; publication; sales terri- 
tory; dealer name; product and price ad- 


up of dealer tie-in adver- 

oy counts. A widely-used 
salesmen’s efforts. Reports can show linage; 
vertised; mats used; totals and percentages. 


tree 


the reader that he uses your “brand name” 


v4 


in widely scattered news- 


papers. A dealer decides to advertise your brand without benefit of co-op 
contract ... a manufacturer advertises and without your knowledge tells 


product in the fabricated 


item he offers. This is FREE advertising, and you should know about it. 
Then, you can budget your paid space to better advantage. These 
ACB services can tell you what you are getting. 


tear sheets are complete pages and show 
position, full headline information, etc. 


x. 


A, 


ACB’s Research 
Service that serves the 
large group of manu- 
facturers and others 
whose trade names are 
promoted to the con- 
sumer as part of the 


- 
’ 


'an announcement that its world- 


Advertising Age, February 11, 1957 


GROWING—The Daily Tribune, San Gabriel Valley, Cal., has dedi- 

cated this new plant in West Covina. The Tribune was launched in 

March, 1955. San Gabriel Valley Newspapers Inc. publishes seven 
weekly newspapers in the area as well as the Tribune. 


Forces,” approaches its 17th year 
with a 25.8% gain over the first 
two months of 1956 and has added 
more than 50 new advertisers. 

Business Week carried 415 pages 
of advertising in its January issues 
—a gain of 28 pages over the same 
four-issue month a year ago. This 
is the largest number of advertis- 
ing pages carried by the magazine 
during any four-issue January. 

The Los Angeles Times pub- 
lished a record-breaking classified 
section on Sunday, Jan. 6—the 81 
page “Times Classified Jubilee, 
Edition.” The giant edition carried 
197,753 net lines and 11,362 indi- 
vidual ads, the largest volume of 
classified advertising ever pub- 
lished in one edition in newspaper 
history. 

Redbook’s first-quarter adver- 
tising linage topped by 10.5% the 
same period last year. The March 
issue, with a 27.5% linage gain 
over ’56, set an alltime monthly 
high in revenue for the magazine. 


New ‘Career’ Is Published 
Simon & Schuster, New York, 
has published a revised edition of 
“Career,” a guide for young men 
starting out on business careers. 
The 1957 edition, the publisher 
says, offers a virtually hand- 


sent to member stations, station 
reps and networks by the Radio 
Advertising Bureau. Called “Ra- 
dio’s Half As Big As All Outdoors,” 
the brochure presents results of a 
Pulse Inc. study in which nearly 
4,000 groups of people were sur- 
veyed in outdoor recreation areas 
in the nation’s ten top markets last 
summer. 


e Reader’s Digest celebrates its 
35th anniversary this month with 


wide circulation now exceeds 19,- 
000,000. In its February issue it 
publishes congratulatory messages 
from President Eisenhower, Sir 
Winston Churchill and many 
others. 


e The Spokesman-Review, Spo- 
kane, Wash., on Jan. 27 published 
its annual “Progress Review,” a 
112-page tabloid section in color 
describing and picturing the “In- 
land Empire.” 


e Department of New Laurels: 

The February issue of Farm 
Journal set new alltime marks in 
both advertising linage and reve- 
nue. In linage the issue topped the 
next largest February number, in 
1949, by 3,740 lines. This year’s 
February issue grossed $1,535,727,| picked up collection of companies 
up $261,551 from the old mark. which are definitely looking for 

Post Exchange, “The Magazine | qualified men to train in their 
of Merchandising to the Armed | fields. 


TEAR SHEET SERVICE 


Tear sheets are the basis 
of all research in news- 
paper advertising. ACB 
can furnish tear sheets 
containing advertising of 
any specified dealer or 
national advertising. ACB 


ACB Reads every ad in every dally newspaper 


ACB READS 


EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


advertising of other concerns. Widely used 
by producers of ‘‘name brand’’ fabrics; 
publishers; and many manufacturers in 
hard-goods lines. 


ADDITIONAL SERVICES 


11 additional services are available. De- 
scribed in ACB Catalog sent free on request, 
or contact nearest ACB office. 


“The Advertising Checking Bureau, Inc. 
New York (16) 79 Madison Ave. + Chicage (3) 18 S. Michigan Ave. + Columbus (15) 
20 South Third St. + Memphis (3) 161 Jefferson Ave. + Sem Francisco (5) 5! First St. 


is a priceless ingredient of advertising 
agency service . . . time measured by 
deadlines. The finest photoengravings 
save agency time by reducing correc- 
tions and client complaints. Many 
leading agencies from coast to coast 
save time by having engravings and 


gravure positives made at C M & H 


COLLINS, MILLER & 


TCHINGS, iu 
333 WEST LA y 


EEY » CHICAGO & ” 
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N his 2 14-year run on Broadway, Victor 
Borge convulsed some 700,000 people 
and set an all-time record for one-man 
shows. Now he’s pulled a switch. He’s 
taken his act out of the theater and put 
it into the home. This week he'll start 
playing to one of the largest, most respon- 
sive audiences in the world, and chances 
are he’ll break an even bigger record. 

For Borge is telling his own story in 
print. It is entitled “Everybody Laughs at 
Me,” and you can start it in this week’s 
Saturday Evening Post—on sale today. 
You can expect a new all-time high in 
circulation for this issue, too. 

Actually Victor has a big head start. 
Post circulation is up again this year—’way 
up, in fact. Every issue so far in '57 has 
passed the 5,100,000 mark (Publisher’s 
Estimate). And with the biggest print order 
in Post history, the current issue should 
easily top the Post’s previous single- 
issue peak of 5,400,000 copies. 

So it appears that America’s best-read 
general weekly was never more eagerly 
sought after, never more widely read, never 
more enthusiastically responded to than it 
is right now, today! 


The Saturday Evening 
POST 
h 


A CURTIS MAGAZINE 
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K&E Ltd. Adds Weldwood 
Kenyon & Eckhardt Ltd., Mont- 
real, has been appointed to handle 
advertising for Weldwood Plywood 
Ltd., Montreal, a division of U.S. 
Plywood Corp. Thompson-Peterson 
Advertising Agency, Toronto, for- 
merly handled the account. K&E 
also has named Thomas M. Oddy 
office manager of its Montreal of- 
fice. Mr. Oddy formerly was with 
Beauty Counselors of Canada Ltd. 


Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed information, write 
M.F.A. Publishing Department, 
200 South 7th, Columbia, Mo. 


Sweets Ads to Hit 
New High, Says 
‘Candy Industry’ 


(Continued from Page 3) 
775,678 in ads in 1957, compared 
with the $30,111,000 they spent in 
1956, the survey shows. The rest 
of the candy industry together 
probably spent something over 
$10,000,000 last year, or about 25% 
of the industry’s total ad expendi- 
ture, Candy Industry & Confection- 
ers Journal estimates. On the basis 
of that ratio, the whole industry 
should be spending about $45,000,- 
000 in advertising this year. Candy 
Industry estimates the outlay 
might reach the $50,000,000 mark. 


s Of the 38 national advertisers of 
candy, chocolate and gum, only 11 
will have budgets of $1,000,000 or 
more for 1957, and these 11 com- 


panies account for about half of 
the expected total industry spend- 
ing, the survey shows. 

Wrigley is planning by far the 
biggest ad budget in the field— 
$8,000,000. The others are Mars, 
$2,000,000; Peter Paul, $1,800,000; 
Life Savers, $1,750,000; Planters, 
$1,500,000; Brach, $1,500,000; 
American Chicle, $1,500,000; Cur- 
tiss, $1,000,000; Sweets Co., $1,- 
000,000; Whitman’s, $1,000,000, and 
Hollywood, $1,000,000. 


= Although there are about 3,500 
candy producers in the whole in- 
dustry—1,500 wholesale and 2,000 
retail manufacturers—only 50 
companies have advertising or pro- 
motion programs, the report shows. 

Candy and chewing gum adver- 
tising, nonetheless, has been in- 
creasing sharply in dollar volume 
in the past few years. In 1952 total 
ad spending by the 38 leading ad- 
vertisers in the industry amounted 
to $14,722,000, according to Candy 
Industry records. By 1954 this fig- 
ure had grown to $20,455,000, and 
in 1956 it reached $30,111,000. e 


ONLY THE & 


Elisabeth Daily Journal 
e gives YOU... Maximum IMPACT 


e gives YOU .. . Maximum SALES ACTION 


in the rich* ELIZABETH 
and UNION COUNTY (N. J.) Market 


Over 200 National and Over 400 Local Adver- 
tisers Use the Elizabeth Daily Journal which 
reaches more than 50,000 Union County homes. 


nanonlat 


NEW HIGHS for 1956 


| 


* cis 
Per Household 


~ lca 


ROP SPOT and FULL COLOR 


EST. 1779 


Elizabeth Daily Journal 


Elizabeth F, New Jersey 


WARD-GRIFFITH CO., Inc., National Representatives 


Now at K. L.A. 


The New Electro-Voice 
CONSOLE HI-FI 


Model 857—Usuelly $469.50— 
uction Price Now $352.00 
You Actually Save 


THE most luxurious high fidelity kage you have seen, luxury in Hi-Fi 


Advertising Age, February 11, 1957 


‘ St 7 

a 
Just a few 
models—sh 


warranty. 
promptly. 


Radio Craft 
FM Redio T: 


Radice Craft 
Redie Tuner 


Radio Creft 
Radio Tuner 


Radio Craft 
20-watt Am, 


Radice Croft 
Preamplifier 


+ <eoeemnattan 


p. Bell Model 2 
Hi-Fi Amplif 


Bell Model 
Hi-Fi 


— 


Pilot Model 
Basic Ampli: 


PRICE? NO; SAVING—In line with AA’s recent editorial on misleading 

advertising, W. G. Anderson, sales promotion manager, Fruehauf 

Trailer Co., Detroit, nominates this section of a Detroit newspaper 

ad. Copy is clear enough, but first glance indicates that $117.50 is 

the price of the set illustrated. Actually, the price is $352—$117.50 
is the “saving.” 


Putman Awards Deadline Set 

April 1 is the deadline for the 
1957 Putman awards, which will 
again be sponsored by the Poor 
Richard Club of Philadelphia (AA, 
Nov. 12). The awards are present- 


ed annually by Putman Publishing 
Co., Chicago, for the best use of 
industrial advertising campaigns 
during the previous year. Winners 
of this year’s contest will be an- 
nounced in May. 


H. W. BLUETHE 

Advertising Manager 
Industrial Division 

Surface Combustion Corp. 


“Over the past 16 years, the Market Data 
Book has helped me in industrial advertising and sales 
promotion, as well as in media and market analysis 
work. It has been, and is, my ready reference guide for 
quick media checks, circulation comparisons, markets 
for new products and market potentials.” 


ew H. W. BLUETHE 


Mr. Bluethe received his formal education in Germany. Before joining 
Surface Combustion, he had been advertising and sales promoti 9 

of Wheelco Instruments Co.; sales pr tion ger of Lindberg Engi- 
neering Co.; and business manager of an industrial advertising agency. 


Published annually by Industrial Marketing, the Market 
Data Book gets top usage wherever and whenever 
decision-makers need facts on markets and media to help 
them plan, revise or extend industrial advertising and 
marketing campaigns. Over 12,000 copies of this 600 page 
volume serve all year in the offices of key executives— 
advertising management, market research management, 
sales and top management. 


The forthcoming issue will be published June 25. Reserve 
space now for an ad or multiple page insert that will place 
your sales facts before the kingpins looking for opportuni- 
ties, available media and services in 69 major industrial 
markets and 87 sub-classifications. 


of INDUSTRIAL 
MARKETING 


200 E. ILLINOIS ST. + CHICAGO 11 
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IG PARADE 


vED OUR WAY! 


TRUE CONFESSIONS, for the first quarter of 1957, has a 24.6% advertising 
linage gain compared with the same period of 1956. MOTION PicTURE 
shows a gain of 8.1%. Fawcett Women’s Group has a gain of 17.1%. 
W hy is the Fawcett WOMEN’s Group attracting more 

prudent national advertisers every day ? 


Because they're convinced that the way to reach this particular group of young 
women is through the pages of TRUE CONFESSIONS and MOTION PicTURE. 
Here are over 3,000,000 young women readers with a median age of 

26.1 years, most of them full-time housewives, who go to the newsstand 
every month and buy their copies of these two magazines. 


The Fawcett WoMEN’s Group continues to deliver a sizable bonus. 

For the last six months of 1956, its circulation was 2,188,776*. 

The highest calibre of national advertisers are choosing these two vital 
publications, only after a thorough analysis of the facts by their media buyers, 
*As submitted to ABC 


aa ’ BALL BROS. CO. LANE BRYANT CO. STERLING DRUG, INC. 
ne HERE 5 THE EVIDENCE! Hygeia Nursing Bottles Chubbies Campho-Phenique 
For 1957, the following is a partial list EEECH-NUT LIFE SAVERS, INC, LEVER BROS. CO, Dr. Jayne's P-W Vermifuge 
of national advertisers using TRUE CON- Strained Baby Foods Lux Toilet Soap WARNER-LAMBERT 
FESSIONS or MOTION PICTURE—either BRISTOL-MYERS CO. ye a oy a = gy sense manny 
first time, rar . lorinse * Colortint reme Rinse ‘n 
for the first time, or rejoining us: lane a Gaia’ Gene te @nie ademas 
CAMP SALE ° THE MURINE CO., INC. 
PO eae ee aa tee _— Magic Touch “Murine” for the Eyes That's only a partial list—but it’s enough 
Chef Boy: yt CHEMWAY corp. REVLON PRODUCTS CORP. to show you what kind of advertisers 
AMERICAN THERMOS BOTTLE CO 9 9a ee, rae ‘tor thak cal — sis: 
ieunad® Boadeath 7 COLGATE-PALMOLIVE CO. SHOWCASE RECORDS widhag big hearer 
Cashmere Bouquet (Lipstick) Song Publishing When you have all the facts, we think 
AR. WINARICK, INC. Dental Cream ° Lustre-Creme SLOAN & PETERS you'll want to join the big parade to 
Dura-Gloss Nail Polish Palmolive Soap * Veto Deodorant Remington Rand Portable Typewriter F. W. G. May we give them to you? 


The Gulati to oN 
TiGis na) FAWCETT WOMEN'S OROUP 


2,100,000 sukranteeo 


Fawcett Publications, Inc., 67 W. 44th Street, New York 36, N. Y., Phone: MUrray Hill 2-606 « Chicago + Detroit +» Los Angeles + Miami + San Francisco 
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McGraw-Hill Offers Catalog | Gund Names Tuckman A.M. 
| Irving Tuckman, formerly ad- 


More than 170 business and in- | 

dustrial mailing lists are described | vertising assistant of Gund Mfg. 
in a new 36-page catalog offered Co., New York, maker of stuffed 
free by the Direct Mail division,| toys and animals, has been pro- 
McGraw-Hill Publishing Co., 330|moted to general advertising 
W. 42nd St., New York. | manager of the company. 


TRUE men make the BIG 
buying decisions 
While the little woman is hesitating over the neckties the 


TRUE man is buying that cashmere coat he’s had in mind. 


Never overlook the buying power of the men who read 
TRUE (now 2,500,000 of ’em...and still growing). Selling to 


men? Then TRUE goes to the top TRUE 


of your list. 5 i 


International Paper 
Joins Parade; Hikes 
Newsprint Price $4 


New York, Feb. 5—Internation- 
al Paper Co. and Mersey Paper Co., 
a subsidiary of Bowater Paper Co., 
have raised their prices on*news- 
print $4 a ton, effective March 1. 

The other newsprint mills that 
have increased their prices since 
Jan. 1, as previously reported (AA, 
Jan. 21), are Abitibi Power & Pa- 
per Co., Consolidated Paper Corp., 
St. Lawrence Corp., Bowater Pa- 
|per Co., Powell River Co. and 
Great Northern Paper Co. The last 
named is the only U. S. mill, so 
|far, that has announced a price 
| hike. 
| This makes the current price 
|range for newsprint, delivered 
here after March, $131 to $135 a 
ton. 

The American Newspaper Pub- 
lishers Assn. reports the total ca- 
pacity of mills announcing price 
increases is now 4,727,466 tons out 
of the total 8,677,071 tons of North 
American rated capacity for 1957. 


® The Canadian Restrictive Trade 
| Practices Commission has notified 
|the U. S. Federal Trade Commis- 
sion that there will be no Canadi- 
an investigation of the $4 price 
hike on newsprint by Canadian 
mills. U. S. officials have been told 
by members of the Canadian com- 
mission that there is no evidence 
that the recent price rise resulted 
from any collusive action. 

R. M. Fowler, president of the 
Canadian Pulp & Paper Assn., told 
a meeting of the group last week 
in Toronto, that the newsprint in- 
dustry in 1957 will not continue to 
operate at 3 to 4% higher than its 
fully rated capacity as it did in 
| 1955 and 1956, but he said this is 
|/not something that should cause 


ILLINOIS’ 
ey 2nd BIG MARKET 


, PIMITEOUI* 4 


POPULATION 


CONSUMER 
SPENDABLE 
INCOME 


Ist PEORIA 

2nd DAVENPORT-ROCK 
ISLAND-MOLINE 

3rd ROCKFORD 

4th SPRINGFIELD 

Sth DECATUR 


284,800 
270,600 


178,200 
145,100 
111,700 


$516,870,000 
500,754,000 


364,718,000 
249,760,000 197,538,000 
199,223,000 155,541,000 


(Standard Rates & Data estimates, 7/1/56) 


316,131,000 
240,656,000 


+ Old Indian word for 
Peoria area meaning “land 


—and nationally, out of 199 metropolitan areas, 
Peoria ranks 74th in population. ..71st in consum- 
er spendable income .. . 65th in total retail sales. 


One newspaper saturates the area . 


. . Peoria 


Journal Star with coverage of 98.0% ratio-to- 
homes, 100,000-plus circulation reaches a rich 


13-county area . 


. . low-premium R.O.P. full 


color 7 days a week, electric-eye controlled. 


Peoria Journal Star 


affiliated with WIVH 


Ward-Griffith Co., National Reps. 


concern because of increased mill 
cupacity. 


® Rated 1957 newsprint capacity 
of Canadian mills, according to 
ANPA, is 6,756,071 tons. Should 


mills operate at 97 to 98% of ca- | 


pacity, it says, they would produce 
from 6,553,000 to 6,621,080 tons in 
1957. In 1956 Canadian mills pro- 
duced 6,468,815 tons operating at 
103.6% of capacity, and in 1955, 
operating at 102.1% of capacity, 
they produced 6,190,647 tons. 
Estimated total consumption of 
newsprint in the U. S. in ’56 is re- 
ported by ANPA as 6,899,021 tons 
and in ’55 it was 6,638,149 tons. 
Latest indications here are that 
a Senate investigation of news- 
print prices is likely, and that 
American interests that control 
about 30% of the investment in 
Canadian newsprint mills will be 
summoned to testify. e 


‘Beverage Times’ Goes 
Bi-Monthly March 1 

Beverage Times, New York, 
weekly alcoholic beverage publi- 
cation, will become a bi-monthly 


March 1 and will concentrate its | 


circulation and coverage in the 
malt beverage field. Its sister 
publication, Beverage Retailer, 
will take over all of the Times’ 
liquor circulation, which will give 
the Retailer a weekly paid circu- 
lation of 50,000. The Times circu- 
lation will be 15,000 bi-monthly. 

No advertising rate changes 
will be made at this time, accord- 
ing to Joseph Matzner, publisher, 
who also is owner of the Sunday 
Eagle, Passaic, N. J. Jack Glasser, 
former public relations director of 
Calvert Distillers Co., will be edi- 
torial director of both publica- 
tions. 


Marshall Field Wins Honor 


Marshall Field & Co., Chicago, 
has been named the winner of the 
annual Retail Advertising Week 
gold cup sponsored by the Retail 
Reporting Bureau, New York. The 
award is made for “distinguished 
leadership and performance in re- 
tail advertising.” 


‘Prospector's’ Raises Rates 
Display advertising rates for 


| the National Prospector’s Gazette, 


Bellflower, Cal., will be increased 
from $3.50 a column inch to $5 ef- 


| fective with the July issue. 


Advertising Age, February 11, 1957 


Paper Prices Rise Steadily 

New York, Feb. 5—News- 
print prices have risen steadily 
since all price controls were 
dropped Nov. 10, 1946, by order 
of the President. During that 
year the price range for deliv- 
eries of newsprint on contract 
here was from $68 to $85 a ton. 

Price ranges for the following 
years to date, compiled from the 
latest data on newsprint statis- 
tics issued by The American 
Newspaper Publishers Assn., 
show variations in quotations. 
Some mills do not make public 
announcements of price changes 
and other mills have their prices 
tied to the average price 
charged by two or more major 
producers. Moreover, contracts 
between sellers and buyers 
vary. 

However, contract prices per 
ton for U.S. consumers of news- 
print here have been approxi- 
mately as follows: 

$ 84.80 to $ 91 
101 


107 
117 
127 
127 
127 


to 
to 
to 
to 
to 


1957 to date .... 131 to 135 


| Armstrong Cork Plans 
_1957 Ad Campaign 
| Armstrong Cork Co. will pro- 
| mote its flooring and floor cover- 
|ing products during 1957 in 16 
| national magazines, on network tv 
/and in seven Sunday supplements, 
| according to the company. 
| Among the magazines on the 
schedule are American Home, 
Better Homes & Gardens, Good 
Housekeeping, House Beautiful, 
Ladies’ Home Journal, The Sat- 
_urday Evening Post, Successful 
Farming and Woman’s Day. In 
jaddition, The American Weekly, 
|Family Weekly, Parade, This Week 
Magazine and independent supple- 
ments will be used, plus Capper’s 
Farmer and Progressive Farmer. 
Flooring materials will also be 
advertised on “Armstrong Circle 
Theater” presented on alternate 
Tuesday nights over the NBC net- 
work. Batten, Barton, Durstine & 
| Osborn is the agency. 
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Flealthy growth 


With our December 1956 issue Good Housekeeping 


achieved a record-smashing circulation of 


4,065,000 


delivering to its advertisers a bonus of more than 650,000 over our rate base. All of 


this circulation — including an average increase of nearly 200,000 copies over the same 


six months of 1955—is normal healthy growth, satisfying genuine reader demand. 


And, in 1956, Good Housekeeping .. . * had more lines of retail tie-in support for its advertisers than 
any medium, anywhere; 4,974,901‘**) lines—66% more 


+ for the 34th consecutive year led its field in total number of than the second medium (a leading weekly). Retailers spent this 


advertising pages—1,518 to 1,249 for the runner-up—a lead of 22%. money not to flatter us, but only because they 


know Good Housekeeping sells! 
* published more editorial material to create demand 


than any magazine in its field; 221 pages of food, 51 pages * and the world-famous Guaranty Seal accelerated its phenomenal 
on beauty, 199 pages on home furnishings, 43 pages on use as an accepted sales tool, being printed more times than any 
appliances, 235 pages on fashion, 77 pages on children’s needs. other symbol in the United States—excepting the postage stamp! 


Healthy, progressive, consistent, consecutive growth—that is the sure sign 


of the leader. In 1957 Good Housekeeping proposes to increase that lead. 


(504 Housekeeping 


A Hearst Magazine 


(*) Publisher's Estimate (**) Advertising Checking Bureau, Inc. 


count O8 , Bifung a 
@" Guaranteed by > 
Good Housekeeping 


45 aovearistd WHS 


i See Tees, tiene Ss ee Me ce ines. ee ileal Pe ei cn rae aa SS My Fi See RRS SP eet Ei ot ee i eee oe eS paras _ Ba Tee ae ee ee a ee ee ar a ee i gee = By atte eo. See ee ctw ee ee 
mh etd as leads act thes eee Ril ece ta ad aye uo Ai ees eae ne a LS icig co ane, 2 ae eh ee Ah ea Spe Mei kn os — ree are eee ee ae el = 7 mR e ee ett ae 
ee ee BESSA Saar e ie. DSA rote ieee Meme eee Be are ih es ee eee . ieee! aw ene 2 See Ne SOR ced Cate oe a ai 4 : = 
co Bae See etl i erie ee i ee ee RE eet eee ee Se eee ees ae a | ere 
Pee er ee Ste ONS eget ee eh a ea Ae we eee ee eee. te ee ih, Ce att ‘Seem meade. Bee) otal ep abr iae 2 ore sil ab! é ms ne ¥ ye OR lig: uu tas Seen ae! 
apes: Se 2 a ; ‘ i “UES Set Oe ee erate eT 1 aly NRG ar as eesti, amg ae le i : oe a " Ba SRR neem eS ee cl 
Ps arma es he ee : eth iewty aie a ed ats E my i side fee toe es ee Bea: ey Abst - Bee se ra 
Beg ay i. & a ee wh: x2 ; i Raga Nas oe 5 t a tvs. ; ; 5 . i, a tig : ps aes . 4 eee z oe 
a ‘ . ‘ . : pe & 
- er, EN a 
2 coe aa 
a, aes 
iat Sune art 
. 
7 4 
i 
| Bee 
eae 
on .. | “ 
pea. fg 
| ae a 
; mts, - Ye 
> Ars ee 
ee yon 
re eh : 
il sat 
as Paw 
: Pate 
( 
Bir > oa 
ee. Ys 
2 Sie 
ae 
: " i" + 
E ae ae eal 
; oer ek 
" ee 3 —— 
, 7 wen 
\ ° —— 
; ee wee 
» esa 
‘ aay i 
ey eee 
ae 
: i alla on 
: a 
; a os 
. ee 
3 . 
: eae (er 
i ieee ore 
3 Pet: ETN 
» carey 
> Pe eee 
_ a ——— ita koe, 
oy eee 
ie eee 
: Be: 
ie si, 
Seg ce 
VAC eee 
oF copilot 
; 2 ee 
| pis ae 
“ Giga 
iat 
® a ws 
$ ta a 
| lo 
‘ ee ‘ meee om 
ee Se nie 
gle ae i 
pee re Rl at 
: Seidl! 
| er on Rea 
| eg, — 
me oe 
be feet 
F Be yen 
Se daa 
¢ eo irae, 
: i Seger os 
; 7 
Sect Fo 
’ ys 
ee eee 
Be sae 
[apie aE 
| eer re! a 
aay 
oer” aaa 
‘ 
7 ee a 
: oes aoe We a 
ee ey 
a Ann Os 
Tai Pei: 
' ae Hig 
ae: 
2 ‘ 
3 wide ee 
, eee 
Se 
- r , 
. | ; 
; 
4 ' 
j 
‘i ee per ee 
aie i eS 
| | ia ee 
rete of 
j cea 
t | ‘ 
| \ or] w, z 
2 ; ——a j B 
i ’ ¥ ; 
‘ ; pa gee 
ji ae 
: aa. 5 
: | . ee 
. Sree 
: as 3 
‘ ieeeas” 
- es ae 
we 
ee ee a é 
I ee ra ee Pt hdc ia A a ie : a a ag ka a i ae or ale 
Sete IOS fi ay PA Ng is +. if Cora aah, Ps I NR teins Seat et at Miged ia ae ae it : ; ° zt é ‘ pee td ‘ WE oes aka os a, : MT RE ee et te oe ade es a 
i i ees oe aaa Moe fee tc’ Seed i 2S le oe ye. Se Fs a eae eae : ‘ 4 eee Pye ened” oe peptone ee ers Re le oki, See el Res eee eo eee Wimp i eiesa 
See ae Hope ° 5 ey eres a a errr eo ee 
Fe Se Rhea: JS Seer Mice wae. ee ot aay Meee. en hee a a : arcit eee ees batt ao Deiat.) tae a a ee Ly paar les ERG = en ears RN ong ee a be ae a 
at aaa ga a =) Se ‘4 “ets: Seas Naa Ce ae ale ER no A Rt Foe 5 lien oe, Wepre  tg h Saeeie R e 2 Bin eo ae gee = ie Sigliee tee oLt Penta at or eon oP ey ee i Sa ae acs 
Ses si a = ee eee res I wii ina oe” SR, eS a = ASD Altea en ee Ba Perera 
. : Soe is y : : a ne aes re * ane - Oe Oe ep ee on Oy a er ) i fig an ~ af eee % ae, al ee ae ae SS ol 


Carl Byoir, Man of 
Many Skills and PR 
Giant, Dies at 68 


New York, Feb. 5—Carl Byoir, 
68, founder of the public relations 
organization bearing his name, who | 
had one of the most varied and 
colorful business careers of his 
generation, died Feb. 3 of cancer at 
New York Hospital after a long) 
illness. 

When Mr. Byoir in 1929 organ- 
ized Carl Byoir & Associates at 10 
E. 40th St., the office it still oc- 
cupies in larger space, he had al- 


WSRS 


GREATER CLEVELAND'S 


‘NUMBER I STATION 
SRS “Radio-Active’ MBS 


ready established himself as a suc- 
cessful industrialist, publisher, 
propagandist and promoter. 

Born in Des Moines and ed- 
ucated at the University of Iowa 
and Columbia University, Mr. 
Byoir started working as a report- 
er for the Des Moines State Regis- 
ter at the age of 14. He was city 
editor of the Times-Tribune, Wa- 
terloo, Ia., at 17. Entering the Uni- 
versity of Iowa in 1906 with only 
$30 he was graduated four years 
later with all expenses paid and 
savings of $6,500. This had been 
earned publishing the university’s 
yearbooks. 

At the Columbia University law 
school, he read an article about the 
kindergarten training methods of 
Mme. Montessori, Italian educator, 
which led to his publication of 
“John Martin’s Book,” a magazine 
intended for reading aloud to chil- 
dren. This publication had adver- 
tisements cunningly worded as part 
of the text, so that a parent was 
placed in the position of reading 
commercials to his listening off- 
spring. 


Mr. Byoir sold his interest in the 


book and, as reported in these | 


columns in 1946, reversing the 
“procedure of learning the publish- 
ing business by starting at the top, 
took a job with Hearst’s Magazine 
as a salesman” (AA, May 27, 1946). 
He became progressively Ohio 
manager, then western manager for 
two years, and eventually returned 
to New York as newsstand circu- 
lation director for all Hearst mag- 
azines. 

In 1917, during World War I, Mr. 
Byoir went to Washington with the 
Creel committee, the World War I 
counterpart of what was known as 
the Office of War Information in 
World War II. 

After the war Mr. Byoir organ- 
ized an export-import business 
with Czechoslovakia, and in 1921 
he became vp and general manager 
of International Consolidated 
Chemical Corp., manufacturer of 
toilet goods, perfumes and propri- 
etaries. From there he went to 
American Gear Co., as board chair- 
man, at a period when spare parts 
had to be cannibalized from old 


cars in junk yards. American Gear 

set up jobbers to handle spare 
| parts, and established the current 
| system of parts distribution. 


= In 1928, hampered by sinus 
| trouble, Mr. Byoir went to Cuba to 
|recover his health. He took over 
|Havana’s two English-language | 
|newspapers, the Post and Tele- 
|gram, and also started a tourist| 
| bureau. For the latter he hired a 
| young man named Gerry Swine- 
| hart, now chairman of Carl Byoir 
| & Associates, which was organized 
the following year to handle pub- 
licity for the Cuban government. 
The basic rules of the new public 
relations organization, Mr. Byoir 
told ADVERTISING AGE in 1946, were 
that there was to be no solicitation 
of accounts; no presentations un- 
less specifically requested; no 
follow-up after an initial inter- 
view. The rules evidently worked. 
The Byoir group has represented 
some of the blue-chip companies in 
the country—-Great Atlantic & Pa- 
cific Tea Co., Schenley Distillers, 
(American Can, B. F. Goodrich, 


6 LEEN=-Ss TEK’ puts your POP in the 
Center Ring of Selling ! 


Greatest “show” on earth—that’s what you get when you add the 

proved attention-pulling power of KLEEN-STIK to your P.O.P. program. 
This modern moistureless, self-sticking adhesive offers a veritable 
“circus” of exclusive advantages that help you capture a larger share of 
your audience. To make your displays the star performers of the 

P.O.P. stage, give them “big top” prominence with KLEEN-STIK! 


AVAILABLE only 


through your regular 
printer, lithographer or 


silk screener in an 


unlimited variety of styles! 


SOLID KLEEN-STIK 
ADHESIVE 


KBLEEN-STIK Products, Inc. 


7300 WEST WILSON AVENUE 
Pioneers in Pressure-Sensitives for Advertising and Labeling 


NEEDS NO WATER! 


KLEEN-STIK goes up fos? 
and easy without water, 
= or tape. Simply pee/ 
backing and press into place. 


GETS ATTENTION! 


KLEEN-STIK displays roar 
out your sales message from 
the best locotions. Dealers 
give them preferred posting 
because they’re so clean and 
easy to put up. 


CHICAGO 31, ILLINOIS 


heot, 


EXTRA STRONG! 


KLEEN-STIK’s moistureless 

adhesive sticks tight on any 
hord, 
let go in spite of moisture, 


Advertising Age, February 11, 1957 


Pullman Co. and others. 

During the depression, Mr. Byoir 
conducted a “war against depres- 
sion” sponsored by the American 
Legion, American Federation of 
Labor, and the Assn. of National 
Advertisers to persuade employers 
to create new jobs. In 1933 he con- 
ceived the idea of the Franklin D. 
Roosevelt birthday balls, which 
raised several million dollars for 
the fight against infantile paral- 
ysis. 


® Personally, Mr. Byoir was a 
small, neat, soft spoken man, with 
a mild, courteous and somewhat 
academic manner. The organization 
he headed numbers 232 employes, 
and has branch offices in Washing- 
ton, Chicago, Los Angeles and 
Paris. 

At his death Mr. Byoir was 
chairman of the executive commit- 
tee of the organization he had 
founded and a director of Schenley 
Industries and the Exchange Na- 
tional Bank of Chicago. He was a 
lieutenant colonel in the Army Re- 
serve, a Chevalier of the Order of 
the Crown of Italy, and a member 
of the Advertising Club of New 
York and the Army & Navy Club 
of Washington. 

In 1930, its first year of opera- 
tion, the Byoir organization’s total 
income was $60,000, derived whol- 
ly from the Cuban National Tourist 
Commission. In the past five years, 
according to Mr. Swinehart, Byoir 
has had a gross annual fee income 
of more than $1,000,000 each year. 
Retainer fees vary, but the mini- 
mum is understood to be $36,000. 
Currently the organization is serv- 
ing 25 clients. . 


WALTER J. GALLAGHER 

New York, Feb. 5—Walter J. 
Gallagher, 57, head of the adver- 
tising agency bearing his name, 
died Feb. 1 of a heart attack. 

Born here, Mr. Gallagher was 
graduated from City College and 
served in the Navy as an ensign 
during World War I. Following the 
war he joined the old Phoenix Ad- 
vertising Co. 

Later he joined the former direct 
sales organization, Cariton Mills. 
After a few years he was named 
advertising manager and became a 
specialist in direct mail advertising. 
In 1931 he started his own agency. 

Mr. Gallagher, who lived in 
Yonkers, N.Y., was a member of 
the board of education there and 
also trustee of the First National 


smooth surface — won't 


or dryness. 


ANY SIZE! 
No matter how large or small 
your display, KLEEN-STIK 

will help you put it up. . . 
and keep it up! 


3-DIMENSIONAL 
DISPLAYS 


ee 


TALENTED! 


Versatile KLEEN-STIK odapts 
easily to printing and 
die-cutting — makes possible 
many unique, effective 
display ideas. 


a 


PRODUCT & 4 
PACKAGE LABELS * 


See how leading advertisers are usin 
.  KLEEN-STIK — write for our free 
‘‘Idea-of-the-Month’’ Club service! 


EXPORT TRADE 
ADVERTISING AT 
RECORD LEVEL IN 

JANUARY 


Advertising in the January 
1957 issues of American 
Exporter Publications was 
the highest of any month 
since the publications were 
started in 1877 — 
$279,780 
684 PAGES 
11% increase over 
January 1956 
the highest advertising vol- 
ume ever of any U.S. export 
business publisher. 
American Exporter group 
includes: 
American Exporter 
El Exportador Americano 
American Exporter Industrial 
El Exportador Americano Industrial 
Automotive World 
Automovilismo 
Pharmacy International 
El Farmaceutico 
Combined circulation — 
130,000 to trade and indus- 
try throughout the world. 


AMERICAN EXPORTER 
PUBLICATIONS 
386 Fourth Ave. New York 16, N. Y. 
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Bank. In 1953 he refused the Dem- 
ocratic nomination for mayor of 
Yonkers for reasons of health. 


WILLIAM C. NICHOLS 

MINNEAPOLIS, Feb. 5—William | 
Charles Nichols, 86, a member of| 
the staff of Northwestern Miller 
for nearly 50 years before his re- 
tirement in 1949, died here Jan. 28. 

Mr. Nichols joined the Miller) 
Publishing Co., publisher of 
Northwestern Miller and other! 
publications, around the turn of 
the century, taking a janitor’s job 
at $10 a week. Later, he moved 
into the business office and held 
such positions as advertising 
salesman, branch manager, busi- 
ness manager and vp before his 
retirement. 

He left the Miller company 
briefly in 1905 to become a vp of 
the Hill Publishing Co., New York. 
Later, he bought a half interest in 
the Operative Miller, Chicago, but 
sold out to rejoin Northwestern 
Miller. 

Born in England, Mr. Nichols 
served in the British cavalry and 
with the Canadian mounted police 
before entering the publishing 
field. 


EDGAR T. WOLFE SR. 

CoLumBus, Feb. 5—Edgar T. 
Wolfe Sr., 63, co-publisher of the 
Columbus Dispatch and the Ohio 
State Journal, died Feb. 1 of can- 
cer in a local hospital. 

Mr. Wolfe was graduated from 
Princeton University in 1917 and 
enlisted in the Navy the same year. 
After the war he began his news- 
paper career as an advertising 
salesman for the State Journal in 
1919. 

He spent several years in vari- 
ous departments of the newspaper 
before becoming co-publisher of 
the Dispatch Printing Co., which 
publishes the two newspapers and 
operates radio station WBNS and 
WBNS-TV. He was also board 
chairman of the BancOhio, a 
banking corporation, and the Wolfe 
Wear-U-Well Shoe Corp. 

His sons, Edgar Jr. and John, 
are active in the various Wolfe 
companies. 


HAROLD VAN DOREN 


PHILADELPHIA, Feb. 5—Harold 
Van Doren, 56, nationally known 
industrial designer, died here Feb. 
3. 

Mr. Van Doren was noted as the 
designer of many familiar products 
for such companies as Philco, Gen- 
eral Electric, Goodyear, Westing- 
house and Maytag. He also au- 
thored a standard textbook, “In- 
dustrial Design—a Practizal 
Guide.” 

Born in Chicago, Mr. Van Doren 


years and was vp when he left 
that agency six years ago. At the 
time of his death he was an ac- 
count executive at Hixson & Jor- 
gensen, Los Angeles. While in 
Seattle he was a lecturer on ad- 
vertising at Seattle University. 


ARTHUR DEERY 

New York, Feb. 5—Arthur 
Deery, 75, former assistant gen- 
eral sales manager of Calvert Dis- 
tillers Co., a subsidiary of Seagram 
Distillers Corp., died yesterday at 


St. Francis Hospital here. 

Born in Sydney, Australia, Mr. 
Deery practiced law there before 
coming to the U. S. shortly after 
World War I. He was associated 
with Calvert Distillers until his 
retirement in 1951. 


WALTER R. COLAHAN 

New York, Feb. 5—Walter Ryan 
Colahan, 48, manager of media re- 
search at Geyer Advertising, died 
Feb. 2 at Manhattan General Hos- 
pital, following an operation. Mr. 


Colahan joined the agency in 1952, he served with the Office of War 
as head of the research depart-| Information. 


ment’s tabulation group. Previous- 
ly he had been associated with 
Bernard Inc. as production re- 
search supervisor, with Elmo Rop- 
er & Associates and with the mar- 
ket research division of Life. 
Born in Chicago, Mr. Colahan 
had been a theatrical producer in 
the 1930s with Paramount Pictures 
Corp. and later with Oscar Serlin 
Productions before entering the re- 
search field. During World War II, 


.CLIP THE CLIPPER™ 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper art for striking, origi- 
nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC. 


Box 806M Peoria, Illinois 


was a graduate of George Williams 
College. During his career, he held 
such positions as art editor of Sur- 
vey Graphic, lecturer at the Musee | 
de Louvre, Paris, and assistant di- 
rector of the Minneapolis Institute | 
of Arts. 


ROBERT E. BURROWS 

LivincsTon, N. J., Feb. 5—Rob- 
ert E. Burrows, 48, general sales 
and advertising manager of 
Thomas Electronics, Passaic, N. J., 
tube manufacturer, died Jan. 28 
at his home here. He had been 
with the organization since 1951. 
Previously he had been sales pro- 
motion manager of General Elec-| 
tric Co.’s radio-tv receiver de-| 
partment, radio sales manager of | 
Westinghouse Electric Supply Co. 
and advertising and sales manager | 
of the Meissner division of Ma- 
guire Industries Inc. 


JAMES K. HEFFERNAN 

Los ANGELES, Feb. 5—James K. | 
(Jack) Heffernan, 51, well known 
Seattle and Los Angeles agency 
man, died of a stroke in Los An- 
geles Jan. 30. Mr. Heffernan was 
with Milne & Co., Seattle, for 23 


-BIG SALES OPPORTUNITY! 


Today in an urbanized circle within 30 miles of downtown Kansas City, 
ONE MILLION PERSONS reside. 


The metropolitan area of Kansas City—18th in America in population and 


25.2% ABOVE AVERAGE IN QUALITY—is blanketed by The Kansas City 


Star with a twice-a-day circulation coverage that cannot be approached by any 
other newspaper in ANY CITY OF ANY SIZE. 


Here is a challenging sales opportunity! Advertising in The Star, accompanied 


by live news, pictures, cartoons, comics, sports and other news and editorial 


features of wide reader appeal, carries unique prestige and selling power. And 


The Star matches its reader appeal with an advertising rate that, on a per- 
thousand-copy basis, is among the very lowest in America. 


Everything about the Kansas City market is BIG—and growing BIGGER! 


MORNING od 


95% Home Delivered 


THE KANSAS CITY STAR 


EVENING ° 


SUNDAY 
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Nielsen Expands 
‘Clearing House’ 
Coupon Setup 


(Continued from Page 3) 
Rockies and 1,000 more retailers 
are participating. Arthur C. Niel- 
sen Jr., exec vp of the company, 
predicts that regional branches of 
the clearing house will be set up 
and that more than 200,000 retail- 
ers eventually will use them. 

According to Mr. Nielsen, the 
plan removes the chief retailer ob- 
jections to coupons by providing 
prompt redemption and saving 
merchants the cost and time of in- 
voicing as many as 50 different 
manufacturers to obtain reim- 
bursement. He noted that one 
major food chain found itself “out 
of pocket” for 40 days on money 
paid out at the store level to cus- 
tomers presenting coupons. 


s For the manufacturers, Nielsen 
offers, among other things, a sav- 
ing on coupon handling allowances 
to retailers. 

“Most manufacturers now allow 
the retailer 2¢ per coupon for han- 
dling expense, but there are nu- 
merous indications of pressure for 
an even higher allowance,” Mr. 
Nielsen said. “The Coupon Clear- 
ing House has been designed to re- 
lieve any such need for higher 
handling allowances for retailers, 
and the cost for operating the 
clearing house will be underwrit- 
ten jointly by manufacturers and 
retailers participating in the plan. 

“The manufacturers will pay at 
the rate of %¢ per coupon and the 
retailers will contribute. %¢ from 
their 2¢ handling allowance.” e 


Leo Burnett Boosts Two 

Leo Burnett Co., Chicago, has 
appointed Roy Lang, a vp, to ac- 
count supervisor of the Kellogg 
account. The agency also has 
named Dale Nolan, an account 
executive, a vp and senior ac- 
count executive on Kellogg. 


Giglio Joins ‘N. Y. Post 

Arthur Giglio, formerly classi- 
fied ad manager of the Wall 
Street Journal, has joined the 
New York Post as assistant clas- 
sified ad manager. 


Standard Oil Reorganizes 

Affiliates, Buys Schrock 

Standard Oil Co. (Indiana), 
Chicago, has reorganized nine 
wholly-owned affiliates into four 
operating companies and the crude 
oil purchasing activities of. three 
former subsidiaries have been 
combined into a fifth company. 
The functions and surviving com- 
panies are: Oil and gas produc- 
tion, Pan American Petroleum 
Corp.; eastern and southern refin- 


ing and marketing, American Oil 


Co.; crude cil pipeline transporta- 
tion, Service Pipe Line Co.; chem- 
ical manufacturing and sales, Amo- 
co Chemicals Corp., and crude oil 
purchases and sales, Indiana Oil 
Purchasing Co. 

Standard Oil also has acquired 
all outstanding common stock of 
Schrock Bros. Co., a fertilizer com- 
pany at Congerville, Ill. The com- 
pany will continue in business as 
a Standard Oil affiliate principal- 
ly for the sale of anhydrous am- 
monia in Illinois, Indiana, Iowa, 


Nebraska and Kansas. W. O. Fra- 
zier, formerly assistant sales man- 
ager of Standard Oil at South 
Bend, was elected president of 
Schrock. 


Admiral Forms Credit Group 
Admiral Credit Corp., a wholly- 
owned subsidiary of Admiral 
Corp., Chicago, has been formed 
to handle the financing of dealer 
purchases throughout the country. 
The organization ultimately will 
finance consumer purchases as 
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well, Admiral says. C. R. Over- 
holser, a specialist in appliance 
financing, has been appointed vp 
and general manager of the new 
subsidiary. Mr. Overholser, before 
joining Admiral, had organized 
the Chicago office of Northern Il- 
linois Corp. and managed it for 
six years. Admiral’s existing plans 
with outside finance companies 
will continue, Mr. Overholser said, 
as will its dealer financing pro- 
gram with 200 banks throughout 
the country. 
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THE WORKS 


Traffic \Jorld covers 
all forms of trans- 
portation — is read 
by 96% of the men in 
industry who buy 


freight transportation. 


Get the facts! 
TRAE EI IO 
wa OR.iI.D 


515 Madison Ave., N.Y. 


“TELL-ALL” SPACE LIKE THIS (shown, the 
first page of a fact-filled insert) helps schedule- 
makers to answer the all-important Question 7 ® 


\ 


U 


\ 


—which media to select—by dramatically pre- 
senting media values. More than 200 business 
paper publishers used such space in the 1957 


schedules. 


edition, to strike hard for new or bigger 


which blanket U. 


MARKET DATA 
pages. 


YOUR SPACE | 
SCHEDULE Ff 


current trends and de- 


velopments in the industry are 
noteworthy? 


are the basic statistics — 


plants, locations, sales, em- 


ployment, etc.? 


does the industry buy— 


what products and services, and 
how much? 


Our editorial pages give the up-to-date informa- 
tion which answers the first 6 basic market ques- 
tions about each of 69 major and 87 sub-markets 


S. industry. Charts and tables 


high-light the key data. This edition of the 


BOOK will contain over 600 
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Advertising Age, February 11, 1957 


New Louisiana Drug 
Code Bans Use of 
‘Cut Rate’ in Ads 


Baton Rouce, Feb. 5—A new 
code of ethics for Louisiana phar- 
macists went into effect last week. 
Among other things, the code for- 
bids use of the term, “cut rate,” in 
the advertising of drugs and medi- 
cines. 

Sections I and K of the new code 


are concerned with advertising. 
Section K reads: 

“Advertising by means of signs, 
newspaper, radio, television, hand- 
bills, or in any other manner, the 
price of any drug, medicine, or 
prescription item, normally com- 
pounded, sold, or dispensed by a 
registered pharmacist in his pro- 
fessional capacity, other than those 
expressly excepted by the Louisi- 
ana revised statues of 1950, title 
37, section 1204, or using with ref- 
erence to such drugs and medi- 


cines, the term ‘cut-rate’ or any 
similar phrase or word tending to 
degrade the professional nature of 
pharmaceutical services. 
“Advertising in any manner, 
whatsoever, of drugs, medicines or 
prescription items, normally com- 
pounded, dispensed, or sold by a 
registered pharmacist in his pro- 
fessional capacity, other than those 
expressly excepted by the Louisi- 
ana revised statutes of 1950, title 
37, section 1204, shall be limited to 
the experience, integrity, skill or 


other professional qualifications cf 
the pharmacy or pharmacist. 

“Any other reference to such 
drugs, medicines or prescription 
items or to the prescription depart- 
ment, shall be considered unethi- 
cal.” 


® Section I of the code, which was 
drawn up under the sanction of 
Legislative Act 272 of 1956, reads: 
“Disseminating, directly or indi- 
rectly, any false, misleading or 
fraudulent advertisement in con- 


©) How does the industry buy — what 
are the buying standards, and who 
are the buying influences? 


© From what sources can further de- 
tailed market information for spe- 
cific products be obtained? 


YOU CAN GET CONSIDERATION at the planning 
stage, when new marketing plans are being developed, or 
old plans revised, if you have the facts about the Marketing 
Power of your medium in front of the schedule planner at 
the moment when he is looking for the answers to the 7 
basic questions about the market you serve. 


WE'LL PUT THE FIRST 6 of those answers in the hands 
of schedule planners in leading advertising departments 
and agencies throughout the country, in the forthcoming 
1958 edition of INDUSTRIAL MARKETING’S MARKET 
DATA BOOK. Data on the 69 major U. S. markets and 87 
sub-markets are given in condensed but comprehensive 
form, supported by pertinent charts and tables covering 
key points. No other single convenient and authoritative 
source for all this needed information is available for study 
by advertiser and agency marketing teams. 


THAT LEAVES ONE IMPORTANT QUESTION TO BE 
ANSWERED—which media should be selected to support 
new or revised marketing campaigns? Planners want data 
on this point for consideration at early stages of program 
development—to help set up budgets, to aid in deciding on 
marketing methods and advertising themes, to determine 
in advance how extra marketing pressure can be applied. 


HERE’S WHERE YOUR MEDIUM’S SALES STORY 
HITS ITS HARDEST—wicth a tell-all description of how 


INDUSTRIAL MARKETING’'S 


/O5S MARKET DATA 
and DIRECTORY NUMBER 


200 EAST ILLINOIS STREET + CHICAGO 1, ILLINOIS 


them? 
ah | 


¥ 


SALES DEPEND ON THE ANSWERS 
PLANNERS GET 10 -/ BASIC QUESTIONS 


© what publications serve the market 
— what are the basic facts about 


Which publications are best quali- 
fied for schedule consideration? 


your medium can supply the market coverage, reader ac- 
ceptance, market information, supplementary services and 
other plus-values which the schedule planner is looking 
for. For once, your prize prospects are looking for you— 
often, in the case of new advertisers or revised marketing 
targets, even before you can know that they are prospects 
at all! Your sales message appearing in the special section 
of the MARKET DATA BOOK devoted to the market 
you serve reaches these schedule-builders before, not after. 
lists are discussed and programs finalized. , 


MORE THAN 12,000 COPIES of this much-thumbed 
guide to marketing plans will be hard at work in the busiest 
and most important ad departments and industrial agencies 
for a full 12 months. This means that people who influence 
marketing budgets, schedule building, and media selection 
will use this volume in developing their plans—and choos- 
ing media—in 1957-58. 


“TELL-ALL” SPACE in the MARKET DATA BOOK IS 
A MUST for media which want their best selling foot for- 


ward in the right places, at the right times, where impor- 


tant new space-buying decisions are being made. Be sure 
that your values in marketing power or services are force- 
fully dramatized for the schedule-planner just when he is 
most receptive to the facts you have for him! 


Reserve your “Tell-All” space now! 


AD COpy CLOSING DATE 
MAY 10 
PUBLICATION DATE 
JUNE 25 


nection with, or with a view to- 
ward, the sale or distribution of 
drugs, devices, medicines, cosmet- 
ics or any other items generally 
sold in a drug store.” 

For violators, the new code pro- 
vides penalties that include revo- 
cation, refusal to renew or suspen- 
sion of the “ethical pharmacist’s 
certificate” or other licenses, cer- 
tificates or permits provided under 
state law. In total, the code lists 
23 practices it classifies as “un- 
ethical.” * 


‘Chain Store’ Adds Office 

Chain Store Age, New York, 
has opened a new office in At- 
lanta at 1389 Peachtree St., N. E. 
Herb Alexander has been trans- 
ferred from Chicago to head the 
new southern office. Chain Store 
Age also has named Roy M. 
Green circulation promotion man- 
ager of all editions. He previously 
was merchandising manager of 
Better Living and promotion man- 
ager of American Photographic 
Book Publishing Co. 


Any way you 
look at it... 
the sign of 
quality in fine 
engraving is... 


for over 25 years 
547 South Clark Street 
WAbash 2-6284 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 


Buyers"? If not, write or phone today, 
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Got a Rambler 


eee * VS. 


FULL CIRCLE—A return to the type of human interest outdoor posters 
used by Nash in the postwar period is being made for the Rambler 
V-8 as shown by the doctor-stork race here, which will be posted 
across the country on March 15. The poster at the top won the grand 
award in the automobile division in the 1947 National Outdoor Ad- 
vertising Art competition. Howard Scott is the artist for both series; 


WEEK 


MULTIFARIOUS PROMOTION—To celebrate the anniversary of its move 
to Cleveland and also to generate public good will, KYW and KYW- 


TV will stage a Twin Hearts Anniversary Ball Feb. 14 for the bene- 
fit of the Cleveland Area Heart Society. Contributing to the festivi- 
ties are the Cleveland Florists Assn., which has developed a new 
orchid for the occasion; Joe Portaro, hair stylist, who invented the 
“twin hearts” hair-do demonstrated in this photo, and numerous 
business enterprises which are helping the stations sell tickets. 


REMODELED—This new Kleenex spectacular in Times Square boasts 

“firsts” in application of cartoon techniques and flexibility of color 

changes. The 180’-long display shows Little Lulu skipping from let- 

ter to letter in “Kleenex.” Then she jumps to a sheet of Kleenex 

and slides down it. Animation also shows the pop-up feature of 

Kleenex. The sign was designed and built by Artkraft-Strauss Sign 
Co. Foote, Cone & Belding is the Kleenex agency. 


Patterson 
Rubenstein 


ELECTED—Newly elected officers of the Art Directors Club of Chicago 
for 1957 are John W. Amon, Needham, Louis & Brorby, president; 
Orville Sheldon, Foote, Cone & Belding, 1st vp; Leonard Ruben- 
stein, Clinton E. Frank Inc., 2nd vp; Dean Straka, N. W. Ayer & 
Son, secretary, and Robert Patterson, McCann-Erickson, treasurer. 


Geyer Advertising, Detroit, is the agency. 


« agereen sca oe Se pe ® 
toh ig | eR le) pee ase > bt pee 


Marucchi 
Barber 


McCarthy 


LOOKING AT FIGURES—M. J. Butler, assistant business manager, and 

R. W. McCarthy, advertising director of the Houston Chronicle, with 

A. J. Marucchi, vp of the Branham Co., show results of the recent 

Politz study of the Houston market to Walter Barber, associate me- 

dia director of Compton Advertising, New York. The presentation is 
on tour for showings to advertiser and agency groups. 


PORTABLE—This new Zenith Radio 

Corp. display provides for five 

portable tv receivers in 5 sq. ft. of 

floor space. Shipped complete in 

one carton, the display can be as- 

sembled in less than 15 minutes, 
Zenith says. 


FOR THE FREEZER—The January issue 

of Quick Frozen Foods carried this 

page ad for frozen fish. Packages 

of the products, made by Boston 

Bonnie Fisheries, are in the lower 

left corner. Silton Bros., Boston, 
is the agency. 
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SLEEK—A pretty girl points up the Dodge “swept wing” theme. 
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PUNCH 


A flashing left hook follows a lightning feint. Archie Moore crashes 
to the canvas, clawing air. Floyd Patterson stands tense, coiled 
—seconds away from winning the world heavyweight crown. 


Readers see it all in one explosive photograph, a picture with 
a punch of its own. They share personally in the exciting mo- 
ment as LIFE brings them right to the ringside. 


This is why people respond so enthusiastically to LIFE. They 
react to unforgettable photographs, to dramatic ‘“you-were- 
there’ reporting that lets them Jive the story fully. 


PEOPLE RESPOND TO 


Every week, millions respond wholeheartedly to this vivid tech- 
nique. They look, listen and react ...to LIFE’s memorable 
pictures, meaningful words and informative advertising pages. 


1. LIFE’s single-issue audience is 26,450,000, largest ever gained by any 
weekly or bi-weekly publication. 

2. Retailers recognize LIFE’s top rating with consumers. As a result, the 
famous “‘Advertised-in-LIFE” symbol has become the most popular 
sales aid of its kind. 


Audience Source: A Study of Four Media 


AP PHOTOGRAPH: LIFE, DECEMBER 10, 1 


Copyright 1957, TIME 
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Catalin in Trade Campaign 
Catalin Corp. of America, 
New York, is running monthly 
color pages in Modern Plastics and 
Plastics World to emphasize the 


unusual applications of Catalin 
|styrene. For February, the ad 
shows a dozen electric clocks 
/made by Sessions Clock Co. in a 
variety of designs and colors. In 
January, world globes were fea- 
tured. W. J. Gallagher Advertis- 
| ing, New York, is the agency. 


Scott to ‘Philadelphia News’ 

| James T. Scott has joined the 
| Philadelphia Daily News as busi- 
ness manager. He formerly was 
| circulation director of the Indi- 
| anapolis Times. 


New...Unusual 


Self-Liquidators 
by PIONEER 


Different ' 
make balloon ulatex 
inflating 


Pulp-washing at Champion's Carolina Division 


Contain Qualatex 
balloons in assorted 
sizes and colors. On retail 
counters at $1.00 each. 


Champion’s intricate bleaching processes 
bring you papers of sparkling whiteness 


Hardwood pulp—a dark brown mass of cooked cellulose fibres— 
emerges pure white after a series of intricate bleaching operations. 
Chlorine and other bleaching agents are accurately measured and 
applied to the pulp in huge bleaching systems. The result—pure 
papers of uniform whiteness and strength, achieved through the 


precise and skillful papermaking methods of Champion, leader of 
the industry. 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas and San Francisco. Distributors in every major city. 


Symbol of leadership in papermaking help children 


develop coordination and creative 
talents. On retail counters at 
$1.25 each. 

Write today for complete infor- 
mation on these and other pre- 
miums available from: 


te PIOWEER ‘paste Company 


408 Tiffin Read, Willard, Ohio 
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CELEBRATION—Taylor Wine Co. is 
breaking its new campaign in Feb- 
ruary with page ads like this in 11 
national magazines. D’Arcy Ad- 
vertising Co. is the agency. 


Quality, ‘Rightness’ 
to Be Stressed in 
Taylor Wine Drive 


HAMMoONDsPoRT, N. Y., Feb. 5— 
Taylor Wine Co., starting this 
month, will use 74 full-page ads in 
11 national magazines. 

Greyton H. Taylor, vp for adver- 
tising and sales promotion, said the 
objective of the company’s adver- 
tising “is to give people the assur- 
ance that when they ask for Taylor 
wines, anywhere, they are asking 
for a product whose ‘rightness’ and 
quality are beyond question. 

“The building of confidence is a 
subtle thing,” Mr. Taylor said. “It 


is not accomplished by brandishing | 


a bottle and saying, ‘This is the 
finest.’ Taylor’s 
proaches this objective far more 
effectively by the use of dominant 
full-page space in national mag- 
azines and by portraying the en- 
joyment of Taylor wines in natural 
situations with which most people 
readily identify themselves.” 


® A photograph, dramatizing the 
romance and graciousness of wine 
service in restaurant or dining 
room, Mr. Taylor said, will appear 
as part of each advertisement 
throughout the year. 

Each ad also will continue to 
carry the offer of consumer wine 
booklets which suggest uses of 


advertising ap-| 


Sawyer’s Advances Berkeley 
Sawyer’s Inc., Portland, Ore., 
manufacturer of View-Master, 
Tru-Vue and other photographic 
products, has appointed Fred 


Berkeley marketing director of all 
divisions. With the company since 
1950, Mr. Berkeley formerly was 
general manager of the Tru-Vue 
division. 


Rose-Martin Names Two 
Channing M. Hadlock, who 
joined Rose-Martin, New York, 
last year, has been named vp in 
charge of radio and tv for the 


agency. Rose-Martin also has 
named Stearn Hillstrom, formerly 
director of advertising and public 
relations of Patrician Corp., vp of 
public relations. 


SAN DIEGO= 


1956 Aircraft Industry Payroll 
$200,000,000 


wine for mealtime enjoyment, for | 
entertaining and for cooking. The | 
distribution of these booklets to-| 
talled 2,000,000 copies in 1956, Mr. | 


Taylor said. 

New point of sale materials, 
counter recipes and other sales 
promotional aids will be an integ- | 
ral part of the company’s 1957 
program. 

Media to be used include: Bride’s 


Magazine, Cosmopolitan, Holiday, 


Living for Young Homemakers, 
Newsweek, Promenade, Cue, Time, 
The New Yorker, The New York 
Times Magazine and True. 


D’Arcy Advertising Co. is the! 


agency. 


RAB Appoints Two 

Carl J. Raymond, formerly gen- 
eral manager of WCLG, Morgan- 
town, W. Va., will join the station 
services department of the Radio 
Advertising Bureau, New York, ef- 
fective Feb. 11. The RAB also has 
named Donald McDonald, previ- 
ously with Fuller & Smith & Ross, 
to its national sales staff. 


Tappan Stove Boosts Wilson 
Charles C. Wilson, district sales 
manager of Tappan Stove Co., 
Mansfield, O., has been named di- 
rector of merchandising. He suc- 
ceeds Paul I. Berno, who assumed 
duties of treasurer upon the re- 
tirement of A. C. (Dusty) Rhoads. | 


SCHROEDER 

| 

A mammoth Aircraft Industry is one of the many multimillion-dollar factors that make San Diego 
the Young Giant Market of the West 


In 1956, the annual payroll for San Diego's Aircraft Industry 
was $200,000,000. Aircraft employees numbered 51,200, 
topping a ten-year record for employment level. The current 
backlog of orders is in excess of two billion dollars. 


| 


San Diego is now the most rapidly expanding market on the Pacific Coast. It is destined to become 
an even greater Colossus in the years ahead. 


To sell this Young Giant Market—this quality market—advertise your products in the San Diego 
Union and Evening Tribune. 


COPLEY wewspapers 

15 “Hometown” Newspapers covering 

San Diego, California — Northern Illinois — Springfield, Illinois 
and Greater Los Angeles. . . 


Served by the COPLEY Washington Bureau and the COPLEY News Service 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


Che San Diegw XInion 

P - AND pea 
EVENING TRIBUNE 
| ‘SAN DIEGO, aia | , * 


IMPORTANT CORNER 
iM THE U.S.A. 
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“TI found the camera could provide me with a creative outlet...” 


Versatile Adman . 


R. Robert Smith is the kind of | 
man who wants to create, wheth- | 
er it be during his working hours 
as director of advertising and 
merchandising for Publicker Dis- 
tillers Products and vp of Con-| 
tinental Distilling Corp., or during | 
his off hours, when he applies 
himself to the “fulltime” avoca- | 
tion of amateur photographer. 

“I found the camera could pro- | 
vide me with a creative outlet, | 
with the speed I wanted; I could 
see the finished result in a rela- 
tively short time,” he explained. 

What should he photograph? As | 
a lover of fine paintings, the an- | 
swer flashed back to him at once. | 
Why not show photographically | 
the many fine artists whose 
paintings people admire daily, but | 
whom these same people wouldn't 
recognize if they fell over them? 


® The upshot: Mr. Smith’s collec- 


tion of photographs of 30 famous 


American artists, at work in their | 
is being exhibited at, 
the Art Alliance in Philadelphia | 


own studios, 


during February. 

In addition, he has accepted an 
invitation from the Butler Insti- 
tute of American Art, Youngs- 
town, O., for a one-man exhibition 
of his photographs in March. 

In conjunction with this show, 


- R.Robert Smith 


Mr. Smith will speak before the 
Youngstown Photographic Society. 
He also is scheduled to address 
a special meeting of the Minia- 


| ture Camera Club of Philadelphia 


this month, and April 30 he will 
speak to the famous Germantown 
Photographic Society of Philadel- 
phia. The Pyramid Club of Phila- 
delphia also will show the series 
in the fall. 

The photos were produced in 


|low key, with limited lighting in 
|an approximation of the painting 


style of Caravaggio, 16th Century 
Italian painter, who employed the 
spot-lighting technique. An ama- 
teur painter, an art-lover and a 
former executive director of the 


| Contemporary Art Assn. of Phila- 


delphia, Mr. Smith felt he knew 
his subjects well enough to per- 
form the task. 


® He can boast that the prints 
| literally came out of one of the 
bathrooms in his apartment in the 
Germantown section of Philadel- 
phia. He converted the bathroom 
into a darkroom. 
A number of the portraits on 
Graphic, using a Kodak Ektar 
10imm 4.5 lens. The remainder of 
the series was taken with a Linhof 
, Technica, which Mr. Smith pur- 


exhibit were taken with a Speed | 


chased in the course of a trip to 
Europe. 

Creativeness is considered by 
Mr. Smith to be a natural 
outgrowth of his advertising ex- 
perience and work—not something 
separate. He found it was impos- 
sible to draw a line between busi- 
ness and pleasure; so he combined 
the two. Consequently, though he 
shies away from the word 
“hobby,” he considers his photo 
work just as much fulltime as he 
considers his work for Publicker. 

Bob Smith’s creative bent be- 
came manifest to him when he 
was in sales work in a wholesale 
woolen house in New York in the 
mid-’20s. He felt that advertising 
was a field in which he could be 
creative. 


® Pursuing this notion, he first 
joined Freed-Eisemann Radio, 
New York. In 1925 he succeeded 
Philip Stern as advertising man- 
ager of Freed-Eisemann. 

But, in 1925 a challenge was 
hurled at him by A. H. Geuting 
Co., in Philadelphia, then the larg- 
est shoe store in the world. He 
launched into intensive direct mail 
campaigns, using penny postcards 
as his main medium. 

For two years he was back in 
New York as advertising manager 
of A. S. Beck Shoe Co., but re- 
turned to Geuting’s in 1931. 

In 1934, along with repeal, came 
another challenge for Mr. Smith’s 
creativeness. He joined Continen- 
tal Distilling Co. (now a Publicker 
Distilling Corp. subsidiary) as ad- 
vertising manager, a post he held 
until 1940. Again he returned to 
New York, this time as general 
manager of the Hanscom Bake 
Shops. 

In 1942, with the liquor indus- 
try facing stiff competition, in- 
creasing local, state and federal 
regulations of advertising, Contin- 
ental lured him back to Philadel- 
phia. 


es Mr. Smith established a policy 
of making all Publicker advertis- 
ing attractive, yet filled with dig- 
nity. Dignity, he said, comes nat- 
urally to the industry. Because 
there are so many regulations, 
whisky manufacturers must disci- 
pline themselves to keep within 
the law. 

Recently he decided to make a 
tally of all the changes his de- 
partment and the distiller’s agen- 
cies had to make in a single ad to 
meet all regulations. One ad, he 
found, had to be changed 17 times, 
including shifts in art and copy— 
some of them major. 

“That forces us to be inventive,” 
Mr. Smith said. 


handcuffs on.” The same regula- | 


“We write with| 
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He challenged media refusing liquor ads: Re-study the problem. 


that this may have been a factor 
in the multiple turnover of agen- 
cies at Publicker four years ago. 

As a result of Mr. Smith’s 
thinking, Publicker came up last 
year with the three-bottle carry- 
ing case which broke Embassy 
Club and Philadelphia brand sales 
records in New York state. 

Bob Smith also designed the de- 
canters and their brass carrier, 
which were introduced for Christ- 
mas, 1956. 


s Among artists he has photo- 
graphed are Morris Blackburn, 
Jack Bookbinder, Joseph J. Green- 


berg Jr., John C. Haigaard, Em- 
len Etting, Abraham P. Hankins, | 


Raphael Sabatini and Hobson Pitt- | Matched decanters were Yule hit 


en 


+. he 


Regulations “force us to be inventive; we write with handcuffs on.” 


man. One artist not included is | “hobby.” 


For a while he was di- 


tions control packaging and mer- | Jacob Getlar Smith, president of 'rector of the Stevens School, the 
chandising. Yet the industry con-| the American Water Color Society; | oldest girls’ school in this area and 
the one which turned out Princess 
Bob Smith boasts of another | Grace of Monaco. + 


stantly must struggle to achieve | 


freshness, he said, pointing out 


that Mr. Smith is Bob’s brother. | 


es: New York, even Chea, Tp, Angeles and San F 


Kansas Farmer 
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Form Canadian Screen Ad Co.'\dio Pictures and Canadian Film | 


Baseball Turns to A new screen advertising com- Industries, has been appointed | 
PR Push to Cure ‘pany, Times Theatre Advertising |™@>@ging director of Times The-| 
P |Ltd., Toronto, has been formed as| tre, and Neil H. Sneyd, formerly 

Attendance Ailments an amalgamation of three of the °f G-S.A. Films, has been named 
tues Bat 6.dPadteet five screen advertising companies | ™@nager, national sales. 

Ave. is coming to the aid of the | Which have hitherto operated in| 

Stathenal Wietiase. Canada. The three are Alexander Spokane PR Council Formed 
Not too long ago it might have Film Co. (Canada), Audio Pic-| The Spokane Public Relations 

been considered heresy to suggest tures and G.S.A. Films. David Cop-/|Council has been organized. Of- 

that organized baseball required lan, formerly managing director of |ficers are Newton W. Cutler, Kai- 

special promotional techniques to Film Laboratories of Canada, Au-|ser Aluminum & Chemical Corp., 


lure customers through turnstiles. 


president; Thomas W. Reed,|view Daily News, was elected vp, 
Standard Oil Co. of California,|}and Lew Selvidge, Olympia, con- 


vp, and Roderick W. Jones, Old 
National Bank, secretary-treasur- 
er. 


Washington Dailies Elect 

John B. Edinger, publisher, 
Centralia Chronicle, has been elect- 
ed president of the Allied Daily 
Newspapers of Washington. John 


McClelland Jr., publisher, Long- | 


tinues as secretary-manager. 


If you haven't gone 


GO TO YOUR NEWSSTAND 


After five years of steep gate) 
losses, however, the game is ready | 
to try anything. 

The fruits of this desperation) 
will be apparent this year when. 
Stephen Fitzgerald & Co. trots out | 
some new merchandising drugs) 
designed to alleviate the box office 
dépression. 


s Fitzgerald, a New York public | 
relations company retained two) 
years ago by Commissioner Ford | 
Frick to do a survey of the attend- | 
ance problem, will make available 
to the “industry” the following: | 
1. A 24-page “kindergarten” 
primer on the ABCs of baseball. . 
2. A 14-minute movie explain-| h t 
ing, in a light manner, the rudi-| Ww a S 
ments of baseball. 
3. A bi-monthly newsletter 
chock full of ideas on how to se- 
duce people into ball parks. 


The primer and the movie are 
intended primarily for consump- 
tion by women. “The big idea,” 
says Fitzgerald, “is to drive home | 
the fact that baseball is a cheap, | 
healthful, out-of-doors activity for | 


the entire family.” 

Distribution arrangements have 
not been set yet. Tentative plans 
call for the movie to make the) 
rounds of women’s clubs. The pri- 
mer, which will be a two-color job, 
may be sold at cost to the ball) 


clubs, which will in turn distribute | Yan exciting new Magazine Section, 40 or 
them to the radio-tv sponsors of | 


Fadlo-ty § of | more pages, now in brilliant rotogravure 
games for dissemination as give-| Ee, 
aways. printing. 


The first issue of the “merchan- 
dising” newsletter went out to 
ball clubs last week. 


J a picture-sequence technique that makes 
the Picture Section more compelling than 
ever . . . plus unmatched rotogravure 
printing, colour and monotone. 


® The causative backdrop of this 
activity can be stated very briefly. 
In 1952, baseball attendance to- 
taled 40,938,372. Last year, ball 
park inhabitants dropped to a new 
low of 32,921,821. 

The minor leagues have been hit 
hardest. Last year, for the first 
time, major league attendance 
passed minor league attendance. 

There is an ugly rumor that tel- | 
evision coverage of major league) 
games has something to do with} 
the decline in outdoor spectators. | 

However, the survey made by| 
Fitzgerald in 1955 indicated that) 
lack of parking facilities and poor | 
customer service had as much to) 


Go wath: tniaiia-taab cece titan! J and a new tabloid size ... easy-to-handle, 
the parks as tv. e 


| easier to read, easier to keep. 


/ a brand new appearance, with the same 
“Star Blue Banner” format in all four 
sections. 


National Cotton Council 
Sets Sales Training Plan 
National Cotton Council, New | 
York, is scheduling an industry- | 
wide sales training program in 70 | 
department stores and 20 cities | 
over the next three months. Pre- | lu 
sentations are also planned for | S 
Distributive Education textile p 7, 9. fine roto- 
clinics sponsored by the U. S. ° ° 
Office of Education in eoverss | oravure printing at 
cities. 
“How to Sell Cotton,” a 30- the lowest cost per 


minute presentation, is the basic 


element in the new program, thousand in Canada! 


which the council reports is the 


most a reer overs The $4.40 per 1,000 circulation of the 
ing course ever develope y e r . ° 
cotton industry. The program con-| Star Weekly Magazine Section (4-colour 


~ of a 13-minute sound . a| page) is considerably lower than that of 
ecture on new weaves an in- a" 

chen, 6 question-and-enower pe-| %Y_ comparable weekly or monthly 
riod and distribution of training | publication in Canada. 

booklets. A training kit, incorpo- 
rating all materials used in the 
presentation, is also available. | 
Bookings for the kit may be ar-| 
ranged through Fisher A. Rhymes, | 
sales promotion manager, Nation- 
al Cotton Council. | 


CANADA'S ONE AND ONLY 
FAMILY WEEKLY 


now ... all this is yours 
in THE STAR WEEKLY! 


as urban. 


/ you cover all of Canada . . . rural - well 


df you know you get readership, because 
99.6% of Star Weekly circulation is cash 


payment . 


of you reach the whole family, because the 
whole family finds interesting reading in 


the Star Weekly. 


¢fand you get four different advertising 
opportunities . . . the Picture Section, 
Magazine Section, Comic Section, Novel 
Section . . . 4 magazines in one. 


‘> 


magazines 
in one! 
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7 Advertisers Join 
for 14-Page Ad in 
April ‘Better Homes’ » 


MINNEAPOLIS, Feb. 5—A 14-page 
ad for six food manufacturers plus 
Aluminum Co. of America—be- 
lieved to be the biggest food ad 
ever run in a magazine, from both 
a cost and space standpoint—will 
be used in the April issue of Better 
Homes & Gardens. 

The seven advertisers whose 
products are featured in the ad are 
(with their agencies) Aluminum 
Co. of America, Alcoa Wrap 
(Ketchum, MacLeod & Grove); 
Penick & Ford Ltd., Brer Rabbit 
molasses (Batten, Barton, Durstine 
& Osborn); Procter & Gamble, 
Crisco (Compton Advertising); 
Atlantis Sales Corp., French’s 
spices and extracts (J. Walter 
Thompson Co.); Kraft Foods Co., 
Kraft cheese (J. Walter Thompson 


Co.); Pet Milk Co., 
(Gardner Advertising Co.), and 
Pillsbury Mills Inc., Pillsbury’s 


31 Prize-Winning Recipes 


Pillsbory’s BEST 8th Grund N 
" 


JUMBO AD—Pillsbury Mills Inc. and Aluminum Co. of America are 
taking the front and back pages respectively of a 14-page ad that 
will run in the April issue of Better Homes & Gardens. Five other 
advertisers will participate in the ad and preliminary promotion. 


Pet milk| Best flour (Campbell-Mithun 


| Inc.). 
| ‘The $346,500 ad is based on 31 


és 


ay 


we never felt «» clean! 


v shin never looked «0 clear! 


clean-clear & 


tidied 
awning hele ka 


SWER 


And a crystal ‘clean aad clear’ merchan- 


dising answer it is: 


Revion insists on all- 


out coverage at the point-of-purchasel 


Gibralior’s unique 


pre-packed self-ship- 


ping corrugated floor stands make life 


happy for Revion’s 
-+ 0nd millions of 


any i: eM on 


a? ii e 
coves sHns Jus? ¢ 


Answer Man From 


wholesolers, retailers 
Revion customers. 


all The Happy- 
Gibraltar. 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


350 Worren 


winning recipes in Pillsbury Mills 
Inc.’s 8th grand national bake-off. 
The space includes three spreads 
plus a front and a back cover page 
—all in full color—and 12 b&w 
half-page advertisements featuring 
the recipes. 

The ads are perforated and 
punched so that they will fit the 
Better Homes & Gardens cookbook. 


® The participants will merchan- 
dise the ad over a two-month peri- 
od with mentions on their regular- 
ly scheduled television shows. A 
combined sales force of 4,000 will 
introduce the promotion to grocery 
accounts, starting March 1. 
In-store display material will be 
furnished by the seven companies. 
The material includes banners, 
logos announcing “Prize Winning 
Grand National Recipes,” and rec- 
ipe tear-off pads for each tie-in 
brand. e 


Pennsylvania Bottlers Ask 
Reconsideration of Tax Plan 
Pennsylvania soft drink bottlers 
have asked the Governor’s tax 
study committee to reconsider its 
recommendation of a cent-a-bottle 
tax on their product (AA, Jan. 14). 
R. D. Barr, president of the Key- 
stone Bottlers’ Assn., has request- 
ed that Gov. George M. Leader 
meet with bottlers because “. . . we 
wish to submit positive proof that 
such a tax means extermination of 


1956 1955 


19,866,463 16,866,314 


17,678,312 15,489,279 


*Revised as cf Jan. 24, 1957. 


to a local operation. 
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Network Gross Time Charges 


Source: Publishers Information Bureau 
NETWORK TELEVISION 


November November, 
Change 
$ 6,619,109 $ 6,496,236 + 1.9 $ 70,026,679 $ 45,091,856 +55.3 


% Jan.-Nov. 


1956 1955 Change 
+17.8 


+141 


171,931,960 +18.1 
3,102,708 —— 
147,373,918 +15.6 


203,124,982 


170,305,798 


we ee $44,163,884 $38,851,829 +13.7 $443,457,459 $367,500,442 +20.7 
NETWORK TELEVISION TOTALS TO DATE 
ABC cBs NBC Total 

j ees $ 6,382,046 $ 17,820,455 $ 14,695,116 $ 38,897,617 
IIE artis ene 6,418,210 16,928,361 13,845,000 37,191,571 
Ee ee 6,747,928 17,884,976 15,955,688 40,588,592 
i 6,173,922 17,668,950 15,136,596 38,979,468 
6,639,132 18,260,894 15,710,403 40,610,429 

6,119,917 17,935,789 14,186,929 38,242,635 

5,532,030 18,481,719 13,733,765 37,747,514 

6,842,292 19,430,748 16,323,549 42,596,589 
5,673,910*  — 18,399,872 14,889,920 38,963,702" 
6,878,183* 20,446,755"  18,150,520* 45,475,458* 

6,619,109 19,866,463 17,678,312 44,163,884 

i $70,026,679  $203,124,982 $170,305,798  $443,457,459 


** Effective Sept. 15, 1955, DuMont Television network changed from a national network 


DEARBORN, MicuH., Feb. 5—The 
average buyer of a $10,000 Con- 
tinental Mark II is a $30,000 a year 
executive of a small manufactur- 
ing plant. 

Ford Motor Co. has just com- 
pleted a study to determine who 
buys its top-priced hard top coupe. 
The company found that the aver- 
age buyer is 51, college educated, 
has three dependents, owns a $50,- 
000 home, belongs to a country 
club and is a sports enthusiast. 

According to the survey, a sig- 
nificant minority of owners is com- 
posed of professional people. Ap- 
proximately 10% of total sales 
have been made to doctors. 


prises persons living from invest- 
ments or who have _ inherited 
wealth and engage in business as 
a.sideline. 

Women account for 10% of the 
total sales. Of the 90% of sales to 
men, in approximately 30% of the 
cases, sales were influenced by 
“the woman in the family.” 


many of our members.” 


® The survey also pointed out not 
| only that the Continental is a “mil- 


COORDINATION AND SKILL... 


... PRODUCE ONLY THE FINEST PHOTO 


ENGRAVINGS. USE DOT FOR 
COLOR, OUTSTANDING 


BEAUTIFUL 
BLACK AND WHITE. 


Dal Engravers, Ine. 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 


A smaller group of owners com- | 


Even Impecunious $15,000-a-Year Men Own 
Continental Mark IIs, Ford Survey Shows 


lionaire’s car” but that a minority 
of owners earn less than $20,000 
a year. The income of owners 
ranges from a low of $15,000 up, 
Ford reported. 

The greatest numbers of Con- 
tinental sales have been made in 
Los Angeles. Chicago, New York, 
Detroit, San Francisco and Denver 
follow in that order. 

A study by Ford economists in- 
dicates there aré about 250,000 
persons in the U.S. who could af- 
ford to buy a car at $10,000. . 


GE Revises Discount Policy 
for Electrical Wholesalers 

In order to “encourage a halt 
to an increasing trend among 
electrical wholesalers toward 
brokerage-type operations” the 
circuit protective devices depart- 
ment of General Electric Co. will 
put into effect on March 31 a re- 
vised distributor discount policy. 

Under the department’s current 
policy, a distributor running a 
brokerage-type operation is able 
to purchase at the same discount 
as distributors who carry full in- 
ventories and therefore perform a 
full distributor function. In effect, 
the new policy will allow distrib- 
utors an appreciable discount ad- 
vantage on orders shipped to 
stock over orders shipped direct 
to customers. 


Red L Foods Introduces 
Fish Dinner Via TV Spots 
Red L Foods Corp., Long Island 


| City, N. Y., producer of precooked 


frozen seafood specialties, will in- 
troduce its new Red L fish dinner 
in New York, Baltimore, Washing- 
ton and New England territories 
via tv spots on ABC-TV, starting 
Feb. 4. The spots, running from 
noon to 11 p.m., will average about 
25 a week. The company expects 
to expand distribution in March 
or April. 

The new product is packed in a 
new “Fold-A Tray,” an aluminum 
tray that folds in half, thus taking 
up only half of the freezer display 
space required by a conventional 
frozen dinner package. Hilton & 
Riggio, New York, is the agency. 


Venus Changes Name 

In deference to Venus de Milo, 
who is used in illustrations of 
products and packages of Ameri- 
can Lead Pencil Co., Hoboken, the 
company has changed its name to 
Venus Pen & Pencil Corp. Accord- 
ing to Richard Lewisohn Jr., pres- 
ident, “Venus has been with our 
company so long (51 years) that 
we either had to retire her or our 
company name...We have thus 
shed a neme that we have had for 


91 years.” 
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SEYMOUR NORDENBERG has been 
named director of advertising and 
merchandising of Sealy Inc., Chi- 
cago bedding manufacturer, effec- 
tive March 16. He will resign that 
date as a divisional vp and general 
sales manager of Goldblatt Bros., 
Chicago department store chain. 


Arthur Chapman Named 
President of CBS-Hytron 

Arthur L. Chapman has been ap- 
pointed president of CBS-Hytron, 
the electronic tube manufacturing 
division of CBS, Danvers, Mass. 
He succeeds Charles F. Stromeyer, 
who resigned. 

Mr. Chapman resigned as vp in 
charge of manufacturing for Syl- 
vania Electric Products to join 
Hytron. He had been with Syl- 
vania 24 years. 


Guild Names Adler, Dickey 
Guild Films Co., New York tv 
film syndicator-producer, has ap- 
pointed S. L. (Stretch) Adler na- 
tional sales manager. Mr. Adler 
formerly was a senior account ex- 
ecutive of Screen Gems. Guild 
Films also has named Lou Dickey, 
previously sales manager 
KMGM, Minneapolis, midwestern 
sales supervisor. Jerry Liddiard 
has been promoted to East Coast 
supervisor and Irving Feld has 


been named West Coast supervisor 


of the company. 


Adds Bilingual Magazine 

National Theater 
Magazines, New York, has been 
appointed advertising representa- 


tive for a bilingual souvenir mag- | 
azine for the symphony orchestra | 


of the Florence Festival (Orches- 
tra Del Maggio Musicale Fioren- 


tino), which opens its first Ameri- 


can tour Oct. 2. More than 250 
cities are included in the tour 
which ends Dec. 11. Editorial con- 
tents of the souvenir magazine 
will be in English and Italian. 


of 


& Concert 


:| Johnson Ofters Skar Premium: 


Completes Glade Distribution 

S. C. Johnson & Son has offered 
a bottle of Skar, a new appliance 
touch-up enamel, as premium for 
purchasers of Jubilee wax, in Sun- 
day supplement advertising. Ads 
ran in Parade, This Week Magazine 
|and six independent supplements. 
|Made by the company, Skar is 
|intended to be a premium product 
jonly and there are reportedly no 
further plans for its promotion. 
Benton & Bowles, New York, is the 
agency. 
Glade air deodorant, a new 
| Johnson product, has been put into 
national distribution six months 
ahead of the original schedule. Ad- 
vertising for the product is appear- 
ing on the company’s two network 


television shows and in Reader’s 
Digest. Fractional pages for Glade 
wick are slated for Good House- 
keeping and True Story in the next 


few months. B&B also handles 
Glade. 
U. S. Sales of English Fords 


Rise; Detroit Outlet Opens 

U. S. sales of English-built Fords 
totaled more than 5,000 units in 
1956—a 60% increase over 1955, 
according to Ford Motor Co. Pre- 
viously, sales of the English Fords 
had been primarily in coastal 
areas. Now, however, Ford has 
opened a direct market outlet in 
Detroit for the cars. European 
Motors has been appointed the 
first imported-car dealer in the 
aréa by Ford’s International divi- 


sion, foreign products branch. The 
Ford products to be available at 
European Motors include the Ang- 
lia, Prefect, Consul, Zephyr and 
Zodiac. 


Greyhound U-Drive-It 
Expands Operations 

Greyhound Corp. has expanded 
its U-Drive-It car rental service 
into Washington and Pittsburgh 
as part of its plan to expand into 
all major cities of the U. S. In 
January, Greyhound opened U- 
Drive-It stations in New York, 


Chicago, Detroit, Miami and 
Cleveland. 
Ronson Makes Trade-In Offer 


Ronson Corp., Newark, is mak- 
ing a trade-in offer of $5 for a 


Ronson pocket or table lighter on 
any Ronson table lighter. Ronson 
table lighters range in price from 
about $10.50 to $30 or more. Ron- 
son says that this trade-in policy 
represents the first action of this 
kind in the history of the lighter 
industry. The company expects the 
move to stimulate sales of its table 
lighters substantially in 1957. 


GREATER CLEVELAND'S 


NUMBER I STATION 
SRS “Radio-Active’ MBS 


Se 


—— 


a San Josex 


Y 93,000 Sunday 


Up 13.4% 


V Total Linage 44,678,251** 
Up 11.4% 


* Publisher's Monthly Statement 
** Media Records, , 1956 


Up and Coming... 


That Includes Sears’ 


Two New Stores—Worth $5 Million 
336,000 Square Feet of Floor Space 
Parking Capacity—4200 Cars 


And the Mercury and News 
is the medium reaching every 
part of Metropolitan San Jose! 


Y 110,000 Daily Circulation* 
Up 12.2% 


Circulation* 


SAN JOSE 


REPRESENTED NATIONALLY BY RIDDER-JOHNS, 


Heart of California’s Second Gold Rush! 


Billion Dollar Market! 


Mercury ano News 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 


INC 
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A man's guide to women, No. 9: HABITS 


Men form such habits as: 
telephone doodling...shaving the left side 
of their faces before the right... 


always sitting in 


the second seat in the y; 
next-to-last car on the 8:11. na 
Still, men accuse 5 K¢ e( = 
women of being (CS Say 56 


. Yo x 
“creatures of habit.” SB | ) 


They fail to realize that... 


Her habits may look silly—but they make sense 


Does she habitually arrive a little late at parties? It’s because she knows 
a hostess appreciates an extra 5 minutes. Does she save odds and bits 
of gift-wrappings? It’s because you might give your boss his bon voyage 
Scotch in a paper bag, if she didn’t. Does she habitually use a screw driver 
for a can opener, a nail file for a screw driver, her shoe for a hammer? 
Man, these aren’t habits—they’re examples of her ingenuity! 


Because Ladies’ Home Journal understands women and their habits so 
well, more women buy and read the Journal than any other magazine on earth. 
In February, Journal circulation is well over 5,500,000* — 
an increase of more than half a million over last year. 


And the Journal’s influence with women prompts advertisers to invest 
more money in the Journal than in any other women’s magazine. 
In February, Journal revenue is up 17% over February, 1956. 


The world’s largest magazine for women... STOURNAL 


oP eb. Ret. No. @ in circulation * No.@ in newsstand sales * No. @ in advertising revenue 
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Advertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Coming Changes in Retail Operations 


In TV, Competition Compels Competence 
‘Dress Right.’ C.M. Is Told 


O’Meara Has Attack of Slogans 


Stores Will Do Things Differently . . . 


Electronic Communications Revolution Will Force 
Startling Changes in the Operations of Retailers 


By E. B. Weiss 


In the first article in this series we 
gave some examples of the enormous 
forward strides being taken in the 
science of electronic communication. 
Now let us start with retailing and see 
how electronic communications will rev- 
olutionize this phase of marketing, with 
a gigantic consequent impact at the man- 
ufacturer-wholesaler level on advertis- 
ing, promotion, selling, merchandising, 
etc. 

In retailing, the electronic future is, in 
reality, here today, at least in experi- 
mental form, in the remarkable experi- 
ment being conducted by the IGA food 
stores. This voluntary association of 
some thousands of food independents is 
testing several versions of an automatic 
food store that is electronically operated. 
In one of these experimental stores, the 
shopper inserts a key into a series of slots 
in display cases. Food items are behind 
glass. As the buyer inserts the key under 
each wanted item, the total is tabulated 
electronically inside the key. When the 
buyer presents the key at the checkout, 
the total of purchases is right at hand— 
and so is the merchandise, which is 
brought on a conveyor belt in a carton. 
It is claimed that 60 items can be assem- 
bled within 30 seconds! 


® We have drive-in banking; drive-in 
drug stores; some drive-in food stores; 
drive-in hardware and package liquor 
stores—all using new forms of electronic 
communications. (The Bell System has 
even installed drive-in phones: motorists 
pull up to the booth, dial the number, 
haul the receiver inside the car, and 
carry on their conversation from the car 
seat.) 

As an example of how retailing may 
turn to electronics to capitalize the po- 
tentials of drive-in shopping, consider 
what happens when a customer of a 
Bridgeport, Conn., savings bank wants to 
make a deposit from the street. This sys- 
tem involves closed-circuit tv. The cus- 
tomer drives up to a booth located at the 
curb. A pneumatic tube connects the 
metal kiosk with the bank interior. From 
a control panel, the teller can control the 
operation of the tube for the transfer of 
money, passbook, etc. 


Dreams Now, Reality Soon? 

As a matter of fact, it is interesting to 
note that what appear to be the most 
fantastic concepts involving electronic 
retailing are coming from retailers them- 
selves. For instance, consider Sol Polk, 
president of Polk Bros., fabulous Chicago 
hard goods and home furnishings chain. 
Says Mr. Polk: “The day is not too far 
distant when we may ‘ransport televi- 
sion and appliances by telephone wire. 
I can foresee a distribution center in 
Chicago as headquarters with stores in 
outlying areas that will show catalogs 


This is the second of a three-part series by E. B. Weiss, Advertising Age col- 
umnist and director of merchandising for Doyle Dane Bernbach Inc., New York, 
discussing the effects of the coming revolution in communications. In the first of 
the series, which appeared here last week, Mr. Weiss reviewed developments 
in electronic communications and brought the reader up to date on this fascinat- 
ing subject. In the current article, he relates developments in this field directly 
to retailing, indicating the shape of things to come in the area of serving the 
ultimate consumer. In the concluding article, to appear here next week, Mr. 
Weiss takes a look at what the tremendous advances in electronic communica- 


tions will mean to manufacturers. 


IT’S SIMPLE—In the automatic store, all the 
housewife has to do is press a keyboard, 


as shown here, indicating the items 
marked on the shelves. The key on right 
(circle) tabulates and totals her pur- 
chases, which will: be waiting for her at 
the check-out counter within a matter of 
seconds, in a carton bearing the same 
number as that on the key she used in 
making her selections. 


and pictures of appliances. Salesmen will 
then press a button on a three-dimen- 
sional color tv circuit, showing the cus- 
tomer the appliances in the main store.” 

The great Kroger food chain is using 
sound-powered telephones for keeping 
display bins properly stocked. A clerk 
moves along the gondola and calls his 
orders back to another clerk in the stock- 
room, where the merchandise is stocked 
in bays which duplicate the display is- 
land out front. Both clerks move from 
item to item, thus discussing with com- 
plete understanding any problem that 
may arise. Other food outlets even have 
outside loudspeaker systems that enable 
the carryout boy to talk with inside per- 
sonnel. 


® A large rack merchandiser keeps in 
constant touch with his field personnel 
through pocket-size one-way radio re- 
ceiver. And the Hobart Mfg. Co. an- 


nounces a new scale that employs an 
electro-mechanical computer to link to- 
gether the scale and an automatic label- 
ing device. This scale accepts informa- 
tion in pounds, etc., figures the total 
value to the nearest penny, transmits 
this information to the automatic labeler 
which then issues the completed label. 
That label includes the store name, net 
weight, price per pound, total value of 
package, name of commodity, and a two- 
letter code to indicate operator or other 
data. It then ejects the printed label— 
heat seal for outside application or grease 
resistant for inner wrap. The total opera- 
tion is done in split seconds—automat- 
ically. 

The National Assn. of Shoe Chain 
Stores has probably put the shoe chain 
far ahead of most retailers in applying 
the potentialities of the new science of 
communications to retailing. In the fall 


of 1956, this association, which has been 
studying this new science for several 
years, inaugurated a series of extensive 
tests of pilot-model data-input devices 
which will: 


e 1. Record the price, size and exact de- 
scription of every item sold in the shoe 
store—at the instant the sale is made. 


e 2. Produce instantly a punched tape 
with a complete record of every transac- 
tion. 


e 3. Permit either electronic or mechani- 
cal processing at headquarters of the in- 
formation recorded on the original tape. 


e 4. Lead to the elimination of the “size- 
up”—the time-consuming weekly inven- 
tory check at the store. 


e 5. Provide chain headquarters with a 
constant, up-to-the-minute, accurate 
statement on which it can rely in calcu- 
lating shipments to be made to each 
store. 


e 6. Permit at least ten additional man- 
hours per store per week to be used for 
actually selling merchandise rather than 
counting merchandise. 


e 7. Speed up both the time and accuracy 
of the entire buying, merchandising, 
warehousing and _ shipping functions. 
(With powerful impact on the policies 
and methods of shoe manufacturers.) 


® This is one type of point of sale re- 
corder—a device that will bring about 
more of a revolution in retailing tnan 
did self-service—and that’s saying a lot. 


ARTIST'S RENDERING—Here’s an interior view of the new automatic food store. The first 
public showing of the unit that will make the automatic stores available throughout 
the country was held at the IGA Food Stores convention in New York last July. 
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(And precisely as self-service had a pro- 
found impact on manufacturers’ adver- 
tising, selling, promotion, marketing, so 
will the point of sale recorder, tied in 
with a whole new philosophy of retail 
control, profoundly affect manufacturers 
and, of course, wholesalers, too.) 

In this instance, the information fed 
by the shoe chains into the “electronic 
brain” will furnish—in minutes rather 
than days or weeks—reports showing 
how many of each size of each style 
number were sold by each store; how 
many should be shipped allowing for re- 
placement and seasonal requirements 
and available warehouse inventory. 
There will be available prompt compar- 
isons of sales by heel size, by colors, by 
materials, by price lines. And the aim is 
to do all this through electronic comput- 
ers without any further manual opera- 
tion other than the original entry at the 
point of sale. From store to headquarters 
to reports—yes and even, in some degree 
to decisions—all automatically! 


s And it is especially significant to note 
that, from the starting date of this re- 
markable concept to the development of 
pilot models and actual field test, it will 
involve a total elapsed time of merely 
four years. 

If it takes another four years to iron 
out all the kinks—and that is hardly 
likely—a total of eight years will have 
brought about a revolution in the vital 
control work of shoe chains, starting 
from scratch. (When similar communi- 
cation systems are used by other large 
retailers, how will your marketing poli- 
cies be affected, Mr. Manufacturer?) 

Yes—retailing, the last stronghold of 
manual labor, is moving rapidly toward 
electronics, toward the science of com- 
munications, for inventory control, in- 
voicing, payroll and other clerical and 
accounting routines. The store buyer, 
who traditionally guesses when asked for 
figures, and who usually gets figures too 
late, will have a running record of sales, 
inventory, mark-on, etc., etc., moment 
by moment if that is desirable. Retail 
management will have finger-tip control 
over far-flung empires. 


Speeding the Figure Work 

A major project leading toward this 
goal is under way at the Associated 
Merchandising Corp. Pilot work is going 
on in a half dozen AMC stores. The big- 
gest undertaking is the experiment with 
“Bizmac,” the new electronic data-proc- 
essing system of Radio Corp. of America, 
and much interest is being shown in the 
installation at the Higbee Co., Cleveland, 
an AMC store. 

This giant RCA computer is being used 
for electronic stock control by the U. S. 
Army. Its purposes, which are similar 
to uses in retailing, are to provide speedy 
and accurate information on the vast 
Army inventories, to determine in min- 
utes current supply of any item at any 
ordnance depot in the nation, and to com- 
pute forecasts of future requirements. 

H. C. Capwell Co., Oakland, is install- 
ing three Friden point of sale recorders. 
Bullock’s Los Angeles, and Rich’s, Atlan- 
ta, are to test Clary Corp. point of sale 
“transactors.” Dayton Co., Minneapolis, 
is to experiment with Telecomputer’s 
point of sale equipment, now being dis- 
tributed by Remington Rand. Rike Kum- 
ler, Dayton, is to test the new point of 
sale equipment of National Cash Regis- 
ter, which uses a cash register, media 
reader and paper tape. 


s AMC has one man in each of its 25 
member stores as a sort of coordinating 
team on electronics and business ma- 
chines. A staff of four is working under 
central headquarters’ direction at AMC. 

The Washington division of Safeway 
Stores is getting profit and loss state- 
ments every four weeks within days after 
the close of each period since it installed 
two “baby” Univacs. 

This and other advantages of the elec- 
tronic computers were outlined at a 


HOW IT WORKS—Don R. Grimes, president of Independent Grocers Alliance, which in- 
cludes 6,000 food stores in the U. S. and Canada, shows model Rita Colton how the new 
automatic food store will operate. 


meeting of the National Assn. of Food 
Chains’ Fifth Controllers’ Conference. 
About 150 controllers, at what was de- 
scribed as “the largest controllers’ con- 
ference we ever had,” visited Safeway’s 
distribution center, saw the electronic 
computers in action and heard about 
some of the changes brought about be- 
cause of them. 


= Because of the new machines, this 
Safeway division was able to cut its inven- 
tory by “a substantial amount” (market- 
ers take note) without any loss of service 
because management can obtain data it 
needs to make buying decisions in hours 
instead of weeks. (Electronic communica- 
tions will revolutionize inventory prac- 
tices at all levels—and that means a 
marketing revolution of vast dimensions.) 

Obtaining complete profit and loss 
statements every four weeks instead of 
yearly, semi-annually or quarterly, it 
was pointed out at this Safeway demon- 
stration, enables a firm to adjust more 
quickly to trends, an extremely impor- 
tant factor where turnover is tremen- 
dous and profit margins so small. (Turn- 
over statistics will witness some profound 
changes.) 


s And in still another retail field—bank- 
ing—one more example. This is a really 
fabulous example and the president of 
the nation’s biggest bank (Bank of 
America) declared that it presaged a 
revolution in bank accounting. The ma- 
chine, called ERMA, does these things: 

Sorts checks by reading magnetized 
numbers, credits individual accounts 
with deposits and subtracts withdrawals, 
accepts “stop payment” and “hold” or- 
ders, catches the impending overdrawing 
of accounts and keeps customers’ bal- 
ances always available. 

When a customer’s monthly statement 
is required, the computer will figure the 
service charge and turn out a complete 
printed record of deposits, withdrawals 
and balances for the month at the rate 
of 600 lines a minute. This speed is to be 
increased. (The huge Bank of America 
may put this service to work doing “pa- 
per work” of retailers.) 


® Does it seem incredible that a control 
panel in one city could, some day, keep 
a constant check on storage reservoirs 
of crude oil several thousand miles away 
and, through automation devices, auto- 
matically open and close valves to bal- 
ance supply and demand? Can we really 
hope that the science of communications 
will ever reach a point where the stor- 
age level of a crude oil tank in Oklahoma 
can be communicated to a point on the 
eastern seaboard—checked against daily 
and even hourly demand—and automat- 


ically regulate supply? 

If this seems just too visionary, then 
prepare for a shock. It’s here. Right now. 
And it’s being done every day of the 
week. 

Now, why shouldn’t it be possible for 
similar devices to scan the inventory on, 
for example, the shelves of a food super 
and report back to reserve stock areas? 
And what could that mean in preventing 
out-of-stock, under-stocks, etc.? 


Filling Gaps in Space 

Let’s take a second look at banking, 
because banking is really a retail func- 
tion in many of its aspects. 

Several banks now operate satellite 
branches—actual satellite branches—by 
remote electronic control. Records are all 
kept at the headquarters office. Electron- 
ic access to these records is achieved 
from any of the branch offices. Typically, 
an eastern savings bank with five 
branches can take deposits at any of the 
branches or make withdrawals and re- 
cord the information immediately on the 
central storage device. Incidentally, it is 
said that these new electronic controls 
will affect even the architectural design 
of banks—an interesting illustration of 
the far-reaching affect of the new science 
of communications. (Bear in mind that 
since banking is a retail function, what 
happens in banking will some day hap- 
pen in retailing; satellite branch stores 
are not beyond the realm of possibility.) 

The food super has really become an 
auxiliary of the bank on the check-cash- 
ing function. Perhaps with closed-circuit 
tv hookups the bank will have a “tv 
agency or branch” within the food super 
that will take over this function. 


® Dr. W. R. G. Baker, vice-president and 
general manager of the electronics divi- 
sion of General Electric, recently re- 
marked: “It may be possible to drive 
into a gas station, have your tank filled 
automatically and have the cost billed 
to your electronic credit card by ma- 
chine.” 

When we think of materials handling, 
we automatically think in terms of the 
factory. More recently, retailers have 
come to comprehend that they, too, have 
a materials handling problem. Indeed, 
the food super may actually handle some 
ten tons of food for every ton it moves 
into consumption. And a good part of 
those ten tons is handled by manual 
methods. Consequently, mechanical and 
electronic automation conveyors and 
other devices are now finding their way 
into the total food handling process at 
retail, and for other merchandise as well. 

It isn’t generally comprehended, how- 
ever, that in the retail office there is 
also a materials handling problem. Here 
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it is “paper” that is handled and here 
too, the “handling” is almost entirely 
manual. Through sensory devices it may 
some day be possible to handle most pa- 
pers electronically. A step in this direc- 
tion is the study being made by the Post 
Office, involving sorting out envelopes by 
code-reading devices. Another step in the 
same direction is the Underwood Rapid- 
Sort. This interesting machine requires 
merely the typing of a code on a sales 
check, bill, etc., and the paper is whisked 
to one of up to 51 appropriate bins in 
less than a third of a second. The same 
machine has potentialities as an auto- 
matic collator. 


® Another company is experimenting 
with a device that automatically selects 
from stacked bins any item called for by 
an operator who simply punches keys on 
a keyboard. The items are then released 
onto a conveyor belt. One operator can 
do the work of ten stock boys. Devices 
of this kind, used in conjunction with 
automatic code reading conveyors, should 
bring about a complete revolution in 
“materials handling” in the movement of 
merchandise into and out of retail ware- 
houses, into and out of retail stores, etc. 

Sound dreamy? Well, Dow Chemical, 
for Saran Wrap, now has a conveyor sys- 
tem tied up with automatically-con- 
trolled order-stenciling machines which 
read printed product identification on 
the carton, electronically count the cor- 
rect number of cartons of each product 
variation in order, and then stencil the 
cartons thus automatically selected to fill 
the order. (That stencil had simultane- 
ously been cut by an electronic printer.) 
Some day this will find retail applica- 
tion. 

Electronic scales are now being used in 
industry which employ a digital-scan- 
ning electronic unit that makes it un- 
necessary to be near the actual weighing 
area. The device transmits weight in- 
formation electronically to remotely lo- 
cated tabulating card punches, adding 
machines or other data-sensing controls. 
You'll see these devices in retailing some 
day. 


Growing Use of Television 

As a matter of fact, it was only four 
years ago that the suggestion was made 
that closed-circuit ty might be employed 
to detect shoplifters in retail stores. That 
suggestion aroused a good deal of ridi- 
cule. Today, it is in fairly common use 
for this purpose. And the watcher at the 
store’s central tv screen can now com- 
municate instantaneously with store de- 
tectives who carry tiny radio receivers in 
their pockets. 

The Grand Union supermarket chain 
has used closed-circuit television to stage 
a one-hour management meeting. The 
program, which was held in conjunction 
with Grand Union’s one-day divisional 
sales meetings, is the first instance of a 
retail group to utilize closed-circuit tele- 
vision in this fashion. Emanating from 
New York, the session was picked up 
simultaneously at sites in New York, 
Washington, D. C., Syracuse and Albany. 
Closed-circuit television was used by 
Grand Union in lieu of sending top man- 
agement to each divisional meeting, 
thereby saving time and expense. 


s The latest communication miracle is a 
tv camera that actually measures only 
1% inches by 2 inches. Maybe this marks 
the advent of the walkie-talkie-lookie 
technique for checking retail inventory. 

Laboratory devices are now on tap in 
several great electronics laboratories that 
make it technically feasible to use the 
home tv screen to show merchandise and 
to enable the viewer to record her shop- 
ping decisions by pressing buttons with 
the electrical impulses electronically re- 
corded at a distant point. As food shop- 
ping becomes an increasingly automatic 
process, some part of food shopping may 
be done at home through such a device as 
this. The food store would then become, 
in part, a shipping point. These devices 
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an 2 PARKING: 


Hold your next 


board meeting out here 
and watch the Customers Go Buy / 


In today’s fast-changing economy ONE fact stands 
out. More people have more money than ever be- 
fore. America has a work force of over 64,000,000 
. . - a national income in excess of $338 billion. 
Thus it’s vital that you give fullest consideration 
to marketing efficiency. 


OUTDOOR can carry your sales message to more 
people... more often . . . at less cost. OUTDOOR 
sells to them closer to the point of sale! 


Because OUTDOOR posters and painted bulletins 
domiinate the traffic channels of a fast-moving 


nation. And you get color, flexibility, massive 


impact. Most important, your sales story sticks in 
customers’ minds: 


4 out of 5 people every month remember seeing 
specific OUTDOOR advertisements, according to 
nation-wide Starch Studies*. In markets tested 
more than 90% of people pass current posters, an 
average of 21 times in a 30-day period. 


“Ride a showing” of OUTDOOR locations and you 
can prove the impressive OUTDOOR story for your- 
self. Traffic counts are available to document the 
evidence of your own eyes. 


Investigation will be sure to produce a decision that 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


OUTDOOR belongs in your plans! Lack of time pre- 
vents your “riding a showing”? OAI will gladly 
bring the complete—but brief!—story of 
OUTDOOR’S marketing efficiency to you. 


Coa ae > 3 ’ 


The proved selling power of Outdoor Advertising 
has contributed heavily to America’s prosperity. 
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*From Starch Continuing Study of Outdoor Advertising 
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will, of course, use color, and they will 
be a part of the remarkable new home 
communication centers that are being 
planned right now with panel boards that 
will contain buttons for controlling in- 
numerable home functions. 


s Seven pushbutton-studded panels in a 
supermarket are telling the customers 
where to go. A housewife walks up to one 
of the panels, containing nine pushbut- 
tons and a loudspeaker, and presses the 
button labeled “cocoa.” 

“Cocoa is on table 19,” responds a tape 
recording. “How about some marshmal- 
lows with your cocoa?” the recorded 
voice continues, slipping in a fast sales 
pitch. “Try Wonderful marshmallows, 
they’re on table 25, bottom shelf.” The 
message is given at the other six sta- 
tions also, imparting the same informa- 
tion to most of the customers in the store. 

It’s claimed to be the first such elec- 
tronic “answer-man” to be installed in a 
supermarket, and it’s also claimed to be 
the first in any commercial establish- 
ment. (With supermarkets getting bigger 
all the time, the talking directory seems 
to fit in with other plans, such as motor- 
ized shopping cars and traffic light sys- 
tems, to help shoppers get around inside 
mammoth stores.) 

Most store directories are on a wall 
maybe 75 feet away, where the shopper 
needs 20-20 eyes to see them. And gen- 
erally store personnel don’t get around 
to climbing ladders to change a directory 
when it gets out of date—and it fre- 
quently does. 


Communications in the Food Field 
We now have drive-in eating places 
where the car-hops are equipped with 
radios for communication with the short- 
order cooks, etc. This same idea will be 
applied to drive-in shopping in the food 
field; as a matter of fact, it is being used 
right now by an amazing number of drug 
stores. It is also being used by a package 
liquor store in a Texas shopping center. 
This idea has potentials for shopping 
for basic goods and for the quick “emer- 
gency” shopping trip. Parking lots may 
be specially equipped by the large food 
supers for catering to this kind of emer- 
gency shopping; there is no reason why 
the shopper who on one particular trip 
requires only a can of soup and a pound 
of coffee, should have to get out of her 
car, walk into and through a giant store, 
ete. (We may be coming into an age of 
“fly-in” shopping as contrasted with 
present-day “drive-in” shopping.) 


s Intercom systems will have a much 
broader use in food operations. Right now 
inventories are being taken with the aid of 
walkie-talkie systems. Once it is possible 
to have the human voice actuate elec- 
tronic recording systems, as Bell Tele- 
phone is endeavoring to do right now 
with the oral type of dial system, the 
inventory will be recorded by voice—in- 
stantaneously. Communications between 
the store selling floor and the reserve 
stock areas and with the offices, receiv- 
ing points, warehouses, etc., will be enor- 
mously improved. 

Incidentally, a food super at this mo- 
ment is using an intercom system for its 
checkers. Each checker has a_ speaker 
mounted at mouth level; one switch con- 
nects with the warehouse and the other 
with the head cashier’s desk. Moreover, 
these systems need not increase the noise 
level of the store—Motorola has just an- 
nounced a public address system for hos- 
pitals in which Dr. Kildare will no longer 
be the indirect cause of killing his pa- 
tients by being paged so loudly. Only the 
physician carrying this tiny radio receiv- 
er can hear the message. 


e As mentioned earlier, it is now pos- 
sible to send photographs, signatures, 
printed matter reproduction over ordi- 
nary telephone lines. Tests to date have 
been completely successful. This concept 
offers enormous potentials to communi- 


cation between retail headquarters and 
store units, etc. It may be an improve- 
ment on closed-circuit tv. 

Some promotions arranged with man- 
ufacturers may be controlled electroni- 
cally—very much as the Grocery Manu- 
facturers Assn. is acting right now as a 
clearing house for the assignment of code 
designations in the use of punch-card 
coupons in coupon promotions in the food 
field. In other words, the technique de- 
veloped for cost-reduction in coupon pro- 
motions will be adapted to other activi- 
ties involved in retail promotions. 


s Vending machines will be given a 
voice. Recording devices right now enable 
the vending machines to “talk back.” 
One such device now instructs the short- 
change artist to fork up more money. 
And the vending machine, too, can in- 
corporate a closed-circuit tv screen that 
will do some fascinating selling. 

Remarkably new techniques for catch- 
ing ‘shoplifters will be developed. We’ve 
mentioned that closed-circuit tv is right 
now being used for this purpose; so are 
gamma ray detectors. Unquestionably, 
atomic radiation offers unique methods 
for detecting shoplifters; devices will 
pick up impulses from packages that 
have been suitably treated. (This is im- 
portant because shoplifting is becoming 
professionalized.) 


Sight, Sound, Color 

Closed-circuit tv will enable headquar- 
ters actually to “look in” on the floor of 
any store unit—see what is going on! 
It will also enable headquarters to “look 
in” on various internal departments of 
each store unit. Maybe a part of the 
present-day field forces used by chains 
will be done away with; headquarters 
control will be via the electronic eye! 

When wall-type tv comes in—and this 
is very close—promotions will be flashed 
on wall screens within the store. Thus, 
closed-circuit tv (and it can be hooked 
up with broadcast tv without any trou- 
ble) will become a new form of in-store 
promotion. It is entirely probable that 
there will also be small screens placed 
within the various shelving areas that 
will sell—with sight, sound and color—as 
the shopper’s hand is reaching out for 
merchandise. 

The two-way wrist radio, to be worn 
not only by store employes but by the 
shopper too, will be used in retailing in 
various ways. 


« A closed-circuit tv merchandise con- 
trol unit is located in Wm. Filene’s Sons 
Co. Needham warehouse. This warehouse 
system was recently installed by the 
Dage television division of Thompson 
Products, of Cleveland, which distributes 
inter-com sets in the New England area. 

This new closed-circuit tv control sys- 
tem has cameras affixed above the ware- 
house loading platform with a screen 
showing its impressions in the superin- 
tendent’s office. It is in operation 
throughout the day until all loading and 
unloading activity is finished. 

The Talking House, something new in 
retail in-store promotion, drew capacity 
crowds and many prospective buyers to 
a Flurida store. “The house that talks” is 
completely equipped with furniture, ac- 
cessories, and food. It gets its name be- 
cause of concealed microphones which 
speak to visitors, answering questions and 
offering comments. 


® Speedy, efficient communications are 
being achieved by Safeway in its Denver 
six-state division to speed the ordering 
of goods from its distribution center and 
their delivery to Safeway markets. The 
new system, based on use of a private- 
wire teletype network works this way: 

A store manager sending his order over 
his teletype machine sends everything by 
code—store number, location, date mer- 
chandise is wanted shipped, warehouse 
directed to, units wanted with the code 
numbers based on the unit structure of 


the product, and similar data. 

As he types his order, a perforated 
tape is being prepared duplicating his or- 
der at the communications center. His 
several different warehouse orders will 
be on the same tape. Tapes are then 
scanned by a center operator, divided 
and subdivided (some warehouses have 
several subdivisions, as the bakery ware- 
house has crackers, cookies, cakes and 
bread) and put into a tape-to-order con- 
verting machine and transmitted to the 
individual warehouses in the distribu- 
tion center. 


s Each warehouse machine receives the 
order in three copy forms, and when the 
order is completed, puts one copy with 
the order to give the store manager a 
shipping invoice. The second copy joes 
to the accounting department downtown, 
the third stays at the warehouse. F 

At the same time the operator is trans- 
mitting the tape order to the warehouse, 
a duplicate tape is being turned out in 
the tabulating department of the division 
office in downtown Denver. This tape 
goes into a tape-to-card converter, creat- 
ing a card used for six or seven computa- 
tions such as inventory, supply, account- 
ing. This operation was done manually 
before. Duplicate orders are transmitted 
from the communications center tape to 
the egg and milk plants to help them 
better to control the flow of these products 
to the distribution center. 

There are 16 to 23 stores in each of 
the seven districts and each store takes 
its turn on the “party line” circuit in 
sending its order each day. Seven orders 
are coming into the center simultaneous- 
ly, and constitute a regulated flow of or- 
ders to the makeup men, as they are 
immediately relayed to the various ware- 
houses. 


® In the communication center, the 
manager’s order is received in exact or- 
der form on one machine, as well as on 
perforated tape, so that he can be moni- 
tored. Already one manager can trans- 
mit his entire order list of perishables in 
six minutes. 

The center can break into any line at 
any time for important bulletins. When 
all orders have been completed, two ad- 
ditional hours will be given to send nu- 
merous communications to each store 
manager. These will be on his machine 
when he opens up in the morning. 

Managers, in designated turn, start 
sending orders at 8 a.m. When shipments 
arrive at the store, if something is miss- 
ing, he can quickly notify the center, and 
get shipment in time to cover a possible 
advertised weekend feature. News on 
freeze-outs, snows, or other factors that 
would cancel or delay shipments or per- 
ishables can be flashed from buyers in 
the market to all store managers, and 
promotion plans at retail level adjusted 
accordingly. 


For Clothing and Prescriptions 

A large ready-to-wear store, for ex- 
ample, finds electronic handling of mer- 
chandise tu be feasible. An automated 
system, said to be the first of its kind for 
receiving and stocking ready-to-wear, 
will soon be operating at the new store of 
Alexander’s, in White Plains, N. Y. It 
will speed up the movement of trucks at 
the receiving platform; avoid congestion 
on the platform; eliminate the need for 
elevators or hoists for merchandise; re- 
duce stockboy traffic; and keep all mer- 
chandise that is in transit under control 
at all times. 

Key to the system is DASAC, a push- 
button control console with “built-in 
memory” located at the receiving plat- 
form and operated by the receiving clerk. 

Merchandise from trucks will be au- 
tomatically distributed—packaged goods 
on conveyors, hanging goods on mono- 
rails. DASAC will take control of these 
goods, transmitting instructions to the 
equipment, including deflectors and oth- 
er mechanism, which will take off the 
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correct container or section of hanging 
goods at its predetermined stockroom and 
hold it for later disposition. 


8 The system is engineered to distribute 
cartons up to 48 inches long, 28 inches 
wide and 38 inches high, and four-foot 
trolleys of hanging goods. It is even re- 
versible; goods may be returned from 
stockrooms to the shipping point. Belts 
and monorails will be along interior 
walls so as not to interfere with store op- 
erations. 

Intermixing on the belt and monorail 
of any type of goods is possible. The sys- 
tem, which is unique in retailing, will 
cover all three levels of the Alexander 
store. Another feature is that, regardless 
of the order in which the units are fed 
into the system or the number of units 
on the conveyors at one time, each gets 
off at its proper destination. 


# In many cities the shopper can now 
leave a prescription at any unit of a 
chain ... have it refilled at the most 
convenient branch. A simple routine 
makes this new customer service possible 
—all the prescriptions received at each 
branch are periodically photographed in 
a Recordak Junior Microfilmer. 

Then, the Recordak film copies—thou- 
sands of prescriptions on each film roll— 
are filed in all branches, ready for im- 
mediate review in a Recordak Film 
Reader. If a refill requires a doctor's sig- 
nature, the pharmacist simply copies the 
prescription and forwards it for approval. 
The savings in filing space and reference 
time in the branch pharmacies—not to 
mention the increased prescription busi- 
ness—more than cover all microfilming 
costs. 


® That device the telephone company is 
testing right now in its laboratories that 
automatically dials a phone in response 
to vocal instructions will lead to devices 
that will automatically vend merchandise 
in response to vocal instructions, either 
as the shopper sits in the store and 
reads her shopping list—or it may oper- 
ate from the home! This will bring about 
a true revolution in the marketing of 
some packaged items. 

With the coming electronic check-out 
counter, which will be here in a few 
years, merchandise will be marked in a 
code (automatically) that can be picked 
by an electronic scanner. This will ac- 
tuate electronic computers and other de- 
vices which will not only instantane- 
ously record the shopper’s total purchases 
—but which will also instantaneously re- 
cord sales, inventories, etc., ete. This will 
revolutionize inventory practices. Some 
prototypes of these devices are right now 
appearing, so this is not pure imagina- 
tion. We refer to the point of sale re- 
corder. 

The new techniques for electronically 
recording every step of the shopper’s 
buying transaction will also cut sharply 
losses that are now due to errors—inten- 
tional and otherwise—at the check- 
out point and other forms of internal or 
employe pilferage; and let us remember 
that employe pilferage is probably a 
more costly form of loss than shopper 
pilferage. This is important because em- 
ploye pilferage has become professional- 
ized. 


For Meals, Tolls, Suits? 

Batteries of electronically-controlled, 
temperature-controlled vending machines 
will vend and register the sale of a 
list of food items; in particular complete 
meals pre-cooked. The packaged pre- 
cooked meal will play havoc with certain 
established food marketing practices—re- 
doubled by brilliant new electronic vend- 
ing machine concepts. 

A newly developed _ toll-collecting 
machine, which does all the thinking, 
tabulating and work of four human col- 
lectors on each lane in the course of 24 
hours is in toll-road service. It not only 
does the work faster and more correctly, 
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Product-design engineers MAKE MARKETS GROW 


...they turned the Gold Spike into a golden era 


HAT historic Gold Spike at Ogden 

— what a beginning it really was! 
Hundreds of thousands of rail miles 
soon were to span and service a na- 
tion — creating booming terminals 
and vast new markets—with mount- 
ing pressure on design engineers to 
develop complex traffic controls, 
powerful locomotives, luxury pas- 
senger cars, carriers for livestock and 
oil, fresh foods and heavy machinery. 
Design engineers responded with 


such speed and inventiveness that 
the annual railroad equipment mar- 
ket has now passed $1,495,000,000. 
Today, more than ever, product- 
design engineers are doing big things 
for products and people. They’re 
creating NEW MARKETS AND 
MAKING THEM GROW. 
America’s golden era reflects the 
achievements of “idea men” not only 
in railroad equipment design, but in 
scores of other industries. And in 


their constant digging for new tech- 
niques, materials, parts and finishes 
to complete their projects, over 36,- 
700* product engineers have made 
Product Engineering the “pace-set- 
ter” publication in its field. 

To reach these men who make 
markets grow, advertisers put more 
pages, and invest more dollars, in 
Product Engineering than in any 
other design magazine. 

*Subject to ABC audit 


In the $41-billion original equipment market 


Wf 


Product ingineering 


... makes sales grow 


The McGraw-Hill Magazine of Design Engineering 
Product Engineering, McGraw-Hill Bidg.. New York 36, N. Y. 
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but will, by its fully automatic opera- 
tion, speed the flow of traffic tremen- 
dously. 

The new “Electrotoller”’ presents a 
spacious hopper into which the motorist 
easily tosses coins totaling his toll. The 
machine registers the money and imparts 
a series of signals that result in vital and 
fool-proof records. As far as Mr. Driver 
is concerned, however, it automatically 
turns the red stop light to green, signal- 
ing him to proceed. The “go” signal does 
not flash if the right amount is not de- 
posited. If, for instance, the toll is 20¢, 
the light remains red if a person de- 
posits a lesser amount. 

If a motorist attempts to ride past 
the red light, there is a choice of a num- 
ber of safeguards all or any of which 
can be employed: (a) a picture of the 
license plate of the offender’s car is au- 
tomatically taken; (b) a second red light 
appears saying, “Stop—you have not paid 
the toll”; (c) a loud speaker shouts, 
“Stop—you have not paid the toll”; (d) 
a gong sounds an alarm just as when 
a safe is broken into. 

Devices of this kind will be adapted 
for use in retailing, in vending machines 
and in other ways. 

New automatic toll collectors on new 
toll roads feature recorded messages such 
as “Thank You—Please Drive Safely” 
and “Merry Christmas.” Similar devices 
will thank the shopper at the final 
check-out point in the electronic food 
store of the future—printed signs over the 
check-out now do this in some food su- 
pers. 


® The long-term goal of electronic ex- 
perts is a complete electronic data-proc- 
cessing system for stores. Such systems 
would begin at the point of sale or point 
of receipt of merchandise and ultimately 
provide complete information instanta- 
neously on every step of the total trans- 
action in report form for use by store 
management. Here is where the greatest 
of all retail revolutions will occur. Its 
marketing impact will be felt by all man- 
ufacturers. 

Robert Hall Clothes is using its com- 
puter initially for merchandising and 
merchandise control calculations, to pro- 
vide buyers with up-to-date sales and 
sales analysis information. The company 
also plans to use its giant device for 
preparation of operational statements 
and other accounting documents. Robert 
Hall is utilizing many other IBM elec- 
tronic and electric accounting machines 
for its accounting and sales analysis 
work. So are Sears, Ward, etc. 


Pre-Sold Brand Is the Key 
It should be pointed out here that, in 


general, retailing has not changed to the 
degree made possible by, and even nec- 
essitated by, the pre-sold brand. Self- 
service and self-selection are merely 
small steps taken by retailing as a direct 
consequence of the pre-sold brand—and 
it might be emphasized here that, with 
the exception of food in the food store, 
self-service and self-selection have not 
brought the shopper economies ia the 
drug outlet, the hard and soft goods out- 
lets, the variety chains, etc. On the con- 
trary, in these outlets the public has 
taken over some of the functions former- 
ly performed by the retailer—at no com- 
pensation to the public in the form of 
savings! 

Electronic retailing will provide the 
technology that will enable mass retail- 
ing to serve the public as the public 
should be served in an age of pre-sold, 
pre-packed and even pre-price-marked 
merchandise. Right now, retailing is 
turning to electronics for its paper work 
and, somewhat more slowly, in its ware- 
housing and communications. But retail- 
ing will ultimately be compelled to turn 
to electronics for the retail selling proc- 
ess itself and, by stages, we will arrive 
at an age of retail store and in-the-home 
push-button electronic shopping. 


= Retailing needs a Vice-President in 
Charge of the Communications Future! 

While contemplating these implications 
at retail of the communications revolu- 
tion it may be helpful to comprehend 
that never before have two such mighty 
forces as electronics and atomics unfoided 
simultaneously. Together, they are cer- 
tain to dwarf the industrial and market- 
ing revolution brought about by steam 
and electricity. 

Electronic and atomic developments 
cannot really be separated. Indeed, most 
atomic development achieved to date 
could never have been resolved if it had 
not been for electronics. And some of 
the major developments to come in elec- 
tronics will be made possible by ad- 
vances in the atomic sciences. 

But the point we are making here is 
that when one contemplates the vast and 
radical changes brought about in produc- 
tion and in marketing in the last cen- 
tury by steam and then electricity, it 
becomes easier to contemplate the vast 
and radical changes the coming decade 
will bring with it because of communi- 
cations developments stemming from 
electronics and the atom. 


This is the second of three articles by 
Mr. Weiss. The third will discuss “How 
Manufacturers Will Feel the Marketing 
Impact of the Electronic Communications 
Revolution.” 


Looking at Radio and Television... 


Competition Compels Commercial Competence 


By The Eye and Ear Man 

As television approaches the magazine 
concept stage, to the point that there is 
little chance for any one product to domi- 
nate an entire show or achieve any de- 
gree of exclusivity, the problem of how to 
emerge from the mob is intensified. 

With few exceptions a half-hour pro- 
gram is filled with three intense com- 
mercials plus opening and closing “10- 
second billboards.” Preceding and follow- 
ing each half hour unit are 20-second 
spots and eight-second station identifica- 
tion spots. Each of these separate entities 
means that at least seven advertisers are 
competing for the consumer’s favor. 


s If the network rule of product protec- 
tion is relaxed, as it sooner or later must 
be—due to the increasing problems of 
trying to fill programs with products that 
are somewhat competitive—the problem 
becomes increasingly acute as commer- 


cials sell directly against a preceding or 
following commercial. Actually, on local 
spots which are virtually unpoliceable, 
there currently exist spots directly com- 
petitive with product sell in the body of 
the program. 

The analogy of the magazine comes 
sharper into focus. Just as a reader flips 
the pages and views many competitive 


Advertising Age, February 11, 1957 


The Creative Man’‘s Corner... 


90% of what they ase 
ig your clothes 


creasing our interest in proper dress. 


shoe and one black. 


difference. 


Dress Right - you cant afford not to! um 


We were always poor at mathematics, so we will not question the state- 
ment that 90% of what people see of us is our clothes—except when we’re 
wearing Bermuda shorts or swim trunks. And, we assume, what The Amer- 
ican Institute of Men’s and Boys’ Wear is primarily interested in is selling 
us on the idea of slowing down on our acceptance of sports wear and in- 


Well, in that respect, when people meet us at a party, we sure hope they 
don’t see very much of us. Fact is, just to be sure they don’t, whenever we 
enter a crowded room we make a number of furtive and, we hope, unob- 
served movements. Only then can we enter head up, smile flashing and with- 
out that sickening feeling that people are looking at us because—well, because 
some part of our clothing has failed us, or because we are wearing one brown 


This is the first ad we’ve seen for the much publicized campaign of The 
American Institute of Men’s and Boys’ Wear. We find ourselves very much 
for the general idea behind it. But we don’t find ourselves very much for the 
technique employed. As the boys from Gallup & Robinson might say, it’s 
much too “addy” looking. You don’t get the feeling the ad is intended to offer 
you aid or help, but that it’s a snare set to sell you something. The situation 
is one, in our opinion, that a male could readily identify himself with—ex- 
cept that the manner in which it’s presented, and the language itself, is too 
obviously contrived. We were all set to like this campaign, too. Not that our 
like or failing to like it means too much. 

But, in all honesty, we do feel it could have been done with much greater 
skill, skill that concealed its commercialism, yet skill that made it much more 
successful from a commercial angle because it made a man say, “This is what 
I ought to do” instead of, “This is what they want me to do.” 

There is, we opine, in the support of creativity, a great, a dollars-and-cents 


A 


ads in a magazine, so will the viewer be 
exposed to many commercials in a single 
night. The daily family viewing contin- 
ues to average five hours. This means 
that someone in the home sees at least 
50 commercials a day. How can a product 
emerge? 

There are several ways to be domi- 
nant in tv as in print: 


e 1. Strive for frequency. The more 
times the product is mentioned each 
week, the more the claims will be pound- 
ed home. While network rates discourage 
horizontal frequency, there are signs that 
old-fashioned radio rules will be out the 
window and new tv thinking allowing 
this variation will prevail. 

The length of the commercial depends 
on how well known the product is and 
how quickly the sales story can be told. 
Frequency, therefore, can be in 8-second 
or 20-second spots or minute commer- 
cials. Day or night frequency depends on 
the ultimate purchasing sex. Women can 
be reached economically and frequently 
with daytime tv and radio. Men must be 
reached at night. 


e 2. Strive for dominance in depth. Re- 


verse the familiar magazine concept fre- 
quency pattern from time to time and 
use an entire show or even an entire 
night to drum home your message. This 
technique is especially essential for high 
ticket infrequently purchased products 
requiring long, competitive sell. This 
technique might be compared to double 
trucks or multiple page spreads in maga- 
zines. It is good, also, for introduction of 
new products. 


e 3. Strive for individualism, Dare to be 
different, to get talked about. Recognize 
that the air is filled with hard sell by 
your competitors, as well as many unre- 
lated products. Do something by sound, 
music, animation, personalities, or clever 
sell to make your commercial the one 
that’s remembered. 

Many a good commercial, which has 
all the necessary copy points, is not good 
enough when viewed in its ultimate en- 
vironment. What looked good in the 
screening room may be run of the mill 
when viewed in a night full of 50 similar 
commercials. 


e 4. Strive for simplicity. When the hu- 
man mind is being stuffed full of 50 sep- 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Annual family food bills in the 14-county Great Philadelphia 
market run to $1,393,000,000. You get your products on this 
tremendous shopping list when you use the advertising columns 
of Philadelphia’s home newspaper— The Evening and Sunday 
Bulletin. And now you can whet appetites by giving your sales 
message the added impact of R. O. P. spot and full COLOR— 


evening and Sunday—seven days a week! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co,, Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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arate pitches, the total effect is to dull 
the receptivity. Take only the outstand- 
ing one or two sales points for a product 
and hit them hard and repetitively. 


# Be unabashed as your brand name Is 
repeated over and over and over again. 
A single slogan and a correct brand iden- 
tification is all you can expect to get. 
Concentrate on them. 


e 5. Strive for endorsement. If your 
show lends itself to identification with 
the product, by all means take advantage 
of it, whether by star or by association, 
by integration in the format of the pro- 
gram. There is an advantage in having a 
commercial within the body of the pro- 
gram. The closer the advertiser can come 
to absolute integration—like Arthur God- 
frey or Jack Benny—the surer he will be 
of attention to his sell. 


e 6. Strive for noise. Don’t be subtle. 
Commercials must penetrate sales re- 
sistance, follow people out of the room, 
command their absolute attention, shout 
over the shrill voices of children, inter- 
rupt family quarrels, drown out the clank 
of dishes and glasses. Emergence is ac- 
complished only by dramatic noise or 


equally dramatic silence. If your com- 
mercial isn’t heard it is a total loss. 

There is little doubt that increased 
commercialism begets increased confu- 
sion. As the out-of-pocket cost of televi- 
sion makes multiple sponsorship the rule 
rather than the exception, the problem 
of standing out from the mob becomes 
more acute. 

In television as in magazines there is 
undoubtedly a subconscious influence on 
the consumer, even when sponsor identi- 
fication figures and reading and noting 
are low. But it is comforting to the guy 
who pays the bill to know he is recog- 
nized. 

With sight and sound, the lowliest tv 
commercial has an impact above either 
sense alone, but that is not enough. The 
ingenuity of advertisers to emerge above 
their competitors dictates dramatic and 
drastic appraisals of current commer- 
cials. 

No matter how good an advertiser be- 
lieves his commercials to be, he must 
look at them in their proper environment. 
He must watch a whole evening of tv like 
everyone else. What he sees may cause 
him to completely revise his present ef- 
forts. 


Just Looking... 


“What's new?” I asked Jennie, who 
tends the cigar counter. 

“Hit Parade!” she erupted in a rich 
contralto. “A blend so fine, so rich, 
so rare your taste can’t’—she paused 
to hiccup—“tell the filter’s there.” 

“I know,” I said, “but how can I 
break that hot cigaret habit, habit, 
habit?” 

“Simple enough,” 
“Switch to Kools.” 


she gurgled. 


® So I took a pack of each and went 
on to the drug store. On my way I 
met Joe Spelvin. 

“How’s it go, Joe?” I inquired. 

Joe began to rotate his hips and 
make as if he was whanging a guitar. 
He shouted: 

“Well, I’ve got a new Ford and I’m 
jumpin’ with joy—” 

Without waiting to hear the rest of 
it, I headed into the drug store. 

“I want a tube of toothpaste,” I 
said to Al, who was fussing around 
the prescription counter. 

“What you want,” Al shouted before 
I could finish, “is Colgate’s. It’s got 
what’s MISSING, MISSING, MISS- 


By Walter O’Meara 


ING—” 
“Okay,” I said. “And a bottle of aft- 
er shave lotion.” 


# “Yo ho! Yo ho! Yo ho!” Al began 
to bellow in a deep bucaneer baritone. 

“All right, a jug of Old Spice,” I 
said hurriedly. 

I whipped out of Al’s and into the 
nearest bar, which happened to be 
Pete’s place. 

“Quick!” I said. “Gimme a double—” 

“Welcome, brother, if you’re a Bour- 
bon Man!” Pete said, slapping a brand 
new Stetson on his bald head. 

“And what if I’m not?” I demanded. 

“Sorry, podner,” Pete said, hanging 
the Stetson back on the hook, “but I 
don’t rightly think you rate our hos- 
pitality.” 


® And if all this sounds silly, let us 
reflect that it really isn’t any sillier 
than the wonderful stuff we hear and 
see on radio, tv and in the public 
prints all day long—and all night, if 
you care to sit up and take it. 

And the silliest thing of all is that 
if seems to work! 


Employe Communications. . . 


Industrial Editors Look at Consultants 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The International Council of Industrial 
Edtors, one of the two associations repre- 
senting the editors of company publica- 
tions, has embarked upon a laudable and 
pertinent undertaking: They are going to 
have a look at management consultants. 

The parents of the idea appear to feel 
that management consultants are general- 
ly unfamiliar with the scope, intent and 
importance of company communications, 
and that it might be well to lay certain es- 
sential facts before them. Management 
consultants, it is pointed out, are being in- 
vited into managerial circles to a greater 


extent than ever before; maybe they can 
benefit from a briefing. 


# It is undoubtedly true that many of 
those in the field of management counsel 
don’t know much about communication. 
They are often specialists in administra- 
tion, in reseach, in finance, in time study 
and job evaluation. 

The authors of this column are among 
the very few in the country specializing in 
employe communication, and think it ap- 
propriate to pass along a few words of 
gratuitous counsel to the editors of em- 
ploye publications and allied devices of 
employer-employe communication: 

The conscientious consultant in com- 
munication is primarily concerned with 


developing, at the highest management 
level, an awareness of the need—even the 
urgency—of good communication. He has 
not the slightest interest in erasing a com- 
munications man from his job, unless the 
man is so utterly incompetent that no 
program can succeed with him in the 
saddle. 

However, in the great majority of cases 
(and we have examined hundreds), the 
communications man suffers not from 
inability but from apathy and passive re- 
sistance at the top levels of management. 
He wants to do things but his hands are 
tied; he finds good programs of his own 
creation dying on the vine simply because 
he cannot get through to his bosses. He 
finds his management absorbed with 
stockholder relations, public relations, 
customer relations. Only when thunder 
threatens at the bargaining table does top 
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management take its eye off the richer 
targets for a glance—usually an extremely 
brief glance—at the labor situation. And 
each year the boss picks up a tidy tab for 
the neglect. 


® If the consultant is able to punch home 
some realities to a client management (and 
it has been done), the communications 
man is among the chief beneficiaries. He 
finds his horizons widened, his stature in- 
creased. He finds a bigger job to do and 
better tools with which to do it. 

There is nothing in the program of the 
International Council of Industrial Editors 
that suggests hostility to the management 
consulting craft; on the contrary, the 
group is wise in stating its case to the 
group as a whole. Communications people 
have nothing whatever to lose, and they 
might have a great deal to gain. 


Cop right 1957 


DRAWTHINKS 


The COPVWRITER'S Art + Course | 


How to put your product on the road 


Keep these simple shapes in mind to help you see. 
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first-hand help. 


Don’t try to be mechanically perfect. 
have done a few simple boxes and round bottoms 
solidly, show them to the art department for specific 


Next Lesson: “Comparative anatomy of transportation” (No. 5) 
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Agency Is Nerve 
Center of Culture, 
Says C&H’s Smith 


New York, Feb. 5—This may 
come as a shock to some, but to- 
day’s advertising agency, “more 
than any other single institution, 
is a nerve center for today’s cul- 
ture.” 

That’s the view of Paul R. 
Smith, senior vp and creative di- 
rector at Calkins & Holden. He 
spoke last week at a session of the 
New York Art Directors Club, 
held at the Museum of Modern 
Art. 
“Nowadays,” said Mr. Smith, 
“an advertising agency concerns 
itself not just with advertising, 
but with the public’s preferences 
in home furnishings, architecture, 
packaging, music, drama, comedy, 
clothing, kitchen utensils, automo- 
bile designs and textiles. The pub- 
lic’s buying habits are its con- 
cern, not to mention the public’s 
smoking, drinking, eating and 
mating habits.” 

According to Mr. Smith, the job 
of an agency art director is “to 
see that his client’s message, 
sometimes his product (sometimes 
even his client’s factory and his 
Christmas cards) reflect the best 
taste and most efficient forms 
that are available.” 


® He advised that when “the cre- 
ative springs run dry, there’s 
nothing like a visit to a museum 
to expose yourself to a little of 
the basic research that is going 
on all the time in the studios of 


the world.” e 
Ward Elects Jackson 
R. Arnold Jackson, formerly 


exec vp in charge of sales and ad- 
vertising of Ward Baking Co., New 
York, has been elected president 
of the company. Faris R. Russell, 
board chairman, has been acting 
president since April, 1956, fol- 
lowing the retirement of E. A. 
McLaughlin. August F. Gucken- 
berger has been elected vp in 


charge of sales, advertising and 
merchandising. 


Armstrong Elected President 
Robert W. Armstrong, formerly 
exec director of Revlon Interna- 
tional Corp., has been elected 
president and a director of Wer- | 
theimer Freres Inc., international | 
distributor of Chanel, Bourjois | 
and Barbara Gould perfumes and | 
cosmetics. At the same time, he) 
has been elected to the board of | 
directors of Chanel Inc. 


How to 
Identify 


Your Dealers 


In the February issue, you'll find 
an exclusive ADVERTISING RE- 
QUIREMENTS round-up of the 
many ways which have been de- 
vised to identify dealers .. . plus a 
helpful checklist to make sure you 
are not overlooking any of these 
workable methods. One of the handi- 
est, most practical guides that we’ve 
ever seen. Don’t miss it! 

If you’re not a subscriber, just 
clip this ad, attach $3 and mail today 
for a year’s (12 issues) trial of 
ADVERTISING REQUIREMENTS 


starting with the big February issue. 
AR is the only service that covers 
all of your problems of advertising | 
production, promotion and merchan- | 
dising—everything an adman must | 
do except buy time or space. 

Your money back anytime you're 
not delighted with this unique serv- 
ice. 


Advertising Requirements 


Management 
200 E. Illinois St., Chicago 11 


| 
} 
The Workbook of Advertising | 


Hamm Brewing Appoints Three 


Edward Jensen, who for the past 
nine years has held sales manage- 
ment and merchandising positions 
with brewers in California, has 
joined Theo. Hamm Brewing Co., 
San Francisco, as director of mer- 
chandising. At the same time, Rob- 
ert D. Hirschboeck, formerly di- 
rector of merchandising, was 
appointed general sales manager 
for western operations, and Her- 
man Newhouse, who joined Hamm 
in 1950 as a direct sales manager, 
was named assistant general sales 
manager. 


Bodenlos Joins Cottage Baking 

Harry J. Bodenlos has resigned 
as advertising manager of Tropi- 
craft, San Francisco, to organize 
a new sales promotion, personnel 
and training department for Cot- 
tage Baking Co., Hayward, Cal. 


oF 
7 
y Be 
FRANK W. JULSEN has joined MacFar- 
land, Aveyard & Co., Chicago, as 
vp in charge of marketing and 
merchandising and a member of 
the plans board. He formerly was 
director of marketing and later a 
vp and account supervisor at Ruth- 
rauff & Ryan. 


| Increase in Instant 
Hikes Coffee Use 
1%, Bureau Reports 


| New York, Feb. 5—American 
| housewives bought 1% more coffee 
in 1956 than in 1955, the Pan- 
American Coffee Bureau reported 
last week. 

While they bought fewer cans 
and bags of regular coffee last year 
than in °55, they increased pur- 
chases of instant coffee. It repre- 
sented 16.9% of all coffee pur- 
chased, as compared with 14.5% 
in ’55. 

The bureau reports that Ameri- 
can families purchased the equiv- 
alent of 1.6 billion Ibs. of roasted 
coffee in ’56, including both reg- 
ular and instant. Expenditures by 
consumers for home consumption 
of coffee in 1956 totaled $1.6 bil- 
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lion (an average of $1 per lIb., the 
bureau confirms), of which $356,- 
800,000 or 22.3% was spent for in- 
stant coffee. . 


Avis Plans $1,000,000 Push 
Avis Rent-a-Car System, Bos- 
ton, plans to spend $1,000,000 for 
advertising in 1957—a 40% in- 
crease over the 1956 program, ac- 
cording to William M. Tetrick, 
president. Included in the program 
is a continuous color campaign in 
major magazines aimed at busi- 
ness and vacation travel markets. 
N. W. Ayer & Son is the agency. 


‘Journal’ Names Paul, Stuart 

William Paul, drug merchandis- 
ing manager of the Ladies’ Home 
Journal, Philadelphia, has been 
named manager of creative serv- 
ices, an additional post. G. William 
Stuart, previously food promotion 
manager, has been named market- 
| ing coordinator, a new post. 


It pays to cross 


the Delaware 


lly by GEORGE A. McDEVITT CO., INC. 


New York 


Cartoon idea contributed by David C. Bogle, N. W. Ayer, Philadelphia 


And there are two sides to the 
DELAWARE VALLEY 


Being caught unshod, as above, calls for clear, convincing logic— 


and the audience isn't always sympathetic. Media decisions con- 
cerning the rich Eastern half of the Delaware Valley can be made 


less hastily, but require logic just as clear and convincing. 


Current ABC circulation figures plainly show that the newspapers 
you need in this booming area are the CAMDEN COURIER-POST 
ond TRENTON TIMES. Sales Management market figures also 
plainly show that the people who faithfully read these two key 
dailies are among the most free-spending in the land. 


CAMDEN COURIER-POST 


Established 1875 


TRENTON TIMES 


Established 1883 


“” Chicago . 


Philadelphia 


7 Pittsburgh 
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Curbing ‘Spendthrift more timely, appropriate and 
| otherwise within the true scope of 


Approved by Two Readers : 
To the Editor: Your editorial of pie department's true responsi- 
ae ility if they’d just take a few 
Jan. i¢— Time to Curb a Spend- j}acres of Dust Bowl land over 
thrift”—no doubt called the shots which the President went, end 
for many thousands who poe make a little oasis out of it, how- 
been wondering why in hell the ever small. Certainly none of us 


Department of Agriculture is con- | : : 
: . : : taxpayers would complain that its 
cerning itself with the subject of | tunds cae wested. 


premium ee i re | We here at Delcraft certainly 
Of course, it is just possible | -.nnot say that we’re impartial 


that the omni-subject department on the subject of premium stamps. 
of our government just simply ran Six of our good clients are in that 
out of tithes under which to CarTY | business. Let’s face it, while on 
its expenditures and extend its| the subject: Each Ford does cost 
so-called “benevolent” (policing) 


authority. | vertising which must be charged 
Yes, by all means, the Depart-| jn with its cost. But we couldn’t 
ment of Agriculture would do afford to buy it if it weren’t ad- 


much better to buy a new truck | yvertised; it would cost too much— | 


for the Post Office Department. 
However, it would be much| 


so we wouldn’t be interested. 
Premium stamps are a form of 


| Manager, 


}a little more because of the ad-| 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| advertising and sales promotion. 
Progress as well as sense would 
| be made if such discussions were 
|as objective and unemotional as a 
| discussion of whether newspapers, 
| radio or magazines were the best 
|medium for a given product or 
| service. Even some Americans 
|suspect evil about anything suc- 
cessful. 
EMorY DELOACHE, 
Delcraft Graphic 
Arts, Atlanta. 
. 


To the Editor: “Bravo!” for the 


editorial, “Time to Curb a Spend- 
|thrift” (AA, Jan. 14). It’s high 
time that the legitimate interests 
| supposedly served by the Depart- 
ment of Agriculture stood up for 
| their rights. Certainly a pamphlet 
called “Do Trading Stamps Af- 


fect Food Costs?” is a legitimate 
enterprise for someone, but not 
the USDA. 

Rather than buying a new truck 
for the Post Office with USDA's 
misspent funds, I would suggest 
that they channel this dough into 
useful activities which are within 
their purview, and which are now 
sorely neglected—for instance, 


something that might be of vital | 


use to a farmer. 


Post Office Presentation 

To the Editor: What hath the 
mails wrought! We couldn’t help 
but direct the camera’s lens on 
this package that arrived a few 
days ago. The Post Office Depart- 
ment evidently has its own ideas 
of how to present Modern Pack- 
aging. 

WILLIAM F. SicmMunpD, 
Creative Director, Henry J. 
Kaufman & Associates, Wash- 


I cite the example of hormone| ‘®8ton, D. C. 


feeding to dairy cattle. In recent 
years much work has been done, 
and great advances made in this 
particular field. Recently, univer- 
sity and laboratory scientists have 
announced a method of feeding 
| thyroprotein to dairy cattle to pro- 
duce average increases of 20-25% 
in milk and butterfat production. 
So instead of investigating cur- 
rent work done by other scientists, 
USDA issues publicity which at- 
|tempts to nullify the work of 
|these legitimate researchers who 
have a genuine interest in help- 
ing animal agriculture. 

No one will quarrel with 
USDA's right to disagree, but at 
the same time, no one can con- 
done their practice of reaching 
into outdated files for outdated 
information and publishing it un- 
der the guise of recent field test- 
ing. The last actual work done 
by USDA on this subject was 
completed in 1951. Many import- 
ant facts have been learned since 
then, and recent results have 
been possible because of field and 
laboratory work done since 1951. 

It would be hard to imagine 
that USDA is actually attempting 
to hold back progress for the dairy 
farmer. I would think their at- 
titude and actions are more likely 
attributable to indifference, in- 
competence, and who knows, may- 
be even a little bit of corruption 
down the line. 

C. ALEC POLLARD, 

Vice-President, Comer & Pol- 

lard Inc., Kansas City, Mo. 


ing doesn’t matter very much 
either? Isn’t_he also implying that 
advertising should appeal (and 
perhaps mass-product advertising 
should) to the lowest common de- 
nominator of literacy and intel- 
ligence? 

As for “Winston tastes good like 
a cigaret should,” would the phrase 
be any less effective if it said, 
“Winston tastes good as a cigaret 
should”? 

And also, getting to Dr. Flesch’s 
works, isn’t this tendency in adver- 
tising, if so encouraged by Mr. 
Woolf and by AA, moving in rather 
direct opposition to the worthy ob- 
jectives so expertly articulated by 
Flesch in, for example, “Why 
Johnny Can’t Read... ”? 

I am not arguing for a moment 
against the use of colorful and 
forceful colloquialisms. They will 
always be useful and will forever 
be further enriching our language. 

However, it almost seems to me 
that Mr. Woolf’s two concluding 
points: 

1. “Don’t worry too much about 

slang; 

2. “Don’t worry too much about 
being grammatical”— 

might almost be followed by: 

3. “Don’t bother about learning 
how to spell, either, because 
most of the readers don’t 
know how to spell, either.” 

I think it would be most inter- 
esting if AA got R. Flesch’s opin- 
ions—and published them—in rela- 
tion to what Mr. Woolf said in the 
Dec. 17 issue. 

Of course it would be far more 
interesting if you could also pub- 
lish a rebuttal from W. Shake- 
speare, who probably would have 
saved a lot of time and perhaps 
been even more fantastically pro- 
ductive if the English language had 
in his time become something you 
could put your finger on—via a 
dictionary, for example. 

Finally, for only one example of 
a fairly competent user of English, 
the impact of whose wordage has 
been, I believe, in no way impaired 
because of his lack of feeling that 
grammar should be forgot, I shal) 
mention one Sir Winston S. 
Churchill. 

JOHN C. OTTINGER Jr., 
Westport, Conn. 


ELMER G. LETERMAN, Author of “Personal Power 
through Creative Selling,” tells why he’s sold on 
sending Flowers-By-Wire 


“As America’s top group insurance salesman, I have found that a little 
thoughtfulness often works better than a high-powered sales pitch. 
Because flowers are appreciated and understood by everyone the world 
over, they are the perfect business gift. That’s why 

I frequently use the services of F.T.D. and Inrer- 

FLORA. Through them, I wire flowers to business 

friends anywhere in the world and know they 

will be appreciatively received and remembered.” 


How About This, Mr. Woolf? 

To the Editor: I don’t know, of 
course, the identity of the corre- 
spondent to whom James D. Woolf 
refers in his AA column of Dec. 17, 
but I suspect I should like to know 
him. Or maybe I wouldn’t. 

But I think there is room for 
violent disagreement with what 
appears to be Mr. Woolf's thesis. I 
don’t argue with the fact that Mr. 
Woolf finds it difficult to under- 
stand the pedantic grammatical 
definitions which he quotes. But 
these are no more accurate a 
representation of “correct gram- 
mar” rules than the never-sung 
and seldom-printed third stanza of 
“The Star-Spangled Banner” 
(“Where is that band who so 
vauntingly swore .. . their [Bri- e 
tish] blood shall wash out their f 
foul footsteps’ pollution”) is a Agency Man's Shift 
faithful representation of U.S. in- | Changes Goodrich ‘Profile’ 
ternational attitudes. To the Editor: Correction, 
please: 


However, in saying that “mas- 
tery of ‘correct grammar’ has no| Edgar L. Weilbrecht is AE on 
important relationship to the art) B. F. Goodrich; Waring Smith was 
of producing effective advertising| assistant AE. (AA, Dec. 24, Page 
40). 


copy,” isn’t Mr. Woolf also on the 
I appreciate the superb promo- 


Its so easy to Wire Flowers 


FAST! Ask your secretory to call 
your F.T.D. Florist. Order is on 
its woy in minutes 


WORLD-WIDE SERVICE! 20000 GUARANTEED DELIVERY! No 
F.T.D.-INTERFLORA members worries about your gift “getting 
deliver in o matter of hours there’’. Delivery is fully assured. 


ss Piorists’ Belegraph Belivery Association 


verge of saying that correct spell- 
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tion you gave me but it just isn’t 
a fact. If it had been true, I 
might not have been writing this 
letter from Pittsburgh. 

WarInG SMITH, 

Account Executive, Ketchum, 

MacLeod & Grove, Pittsburgh. 

Sorry. AA’s “profile” of 100 
leading advertisers showed E. L. 
Weibrecht, of the Cleveland of- 
fice of BBDO, as account execu- 
tive on the B. F. Goodrich ac- 
count, but incorrectly indicated 
Mr. Smith as account supervisor, 
as his letter indicates. Mr. Smith 
has left the BBDO office in Cleve- 
land to join Ketchum, MacLeod & 
Grove in Pittsburgh. 

s * o 
Come, Come, Mr. Kashins 

To the Editor: Let thy right 
hand (columnist) know what thy 
left hand (editorial) doeth! 

Here’s a for instance: 

Your editorial, “Those Free Air 
Plugs” (Jan. 14 issue), sounds just 
like what the doctor ordered. I’m 
all for it. I never did like free- 
loaders anyway. (Doing a guy a 
favor is one thing. Latching on 
for a free ride to somebody else’s 
pocketbook is something else.) 

So what happens? Your Copy 
Cub, just two columns away from 
you, gives free commercials to 
nine—yep—nine named products. 
I can just hear you say now: 
“But this is a business publication, 
not reaching the mass market. In 
our case it’s different.” 

Oh, yeah? That’s saying that 
we readers of AA aren’t consum- 
ers—as part of, not apart from— 
the general consumer market, and 
just as susceptible to “another 
mental impact” as the guys I’m 
now looking at out my window. 

If you want to be consistent 
and carry the no-free-plug theme 
all the way down the line, it 
would have been just as clear for 
Mr. Cub to have said: “Ty sta- 
tion fines comic $675 for inserting 
three free plugs ... ” instead of 
specifically mentioning (anybody 
listening?) WRCA. Similarly, the 
quip about—(s-s-s-sh!)—Hamil- 
ton watches would have been 
equally effective had it read, 
“People who are accustomed to 
hearing aids operated by batteries 
can now carry certain watches 
which have. . .” 

I think you get the idea. The 
same goes for the other seven 
that Copy Cub was so gracious 
about. 

Aren’t we sure just what, when 
and where a free plug is a free 
plug? Or is it a case of just throw- 
ing the mothballs and seeing how 
many moths we hit? 

Lou KASHINs, 

Vice-President, Reed Adver- 

tising Inc., New York. 

If Reader Kashins really thinks 
the two situations are identical, | 
he’s really a mixed up kid! 

. a +. 
Adds Some Statistics 
to Direct Selling Story 

To the Editor: I have just had 
the opportunity of seeing a clip- 
ping dated Oct. 22, 1956, covering 
a report on the 1954 Retail Trade 
Census. 

Your publication fell into the 


same error that several other 
news reporting agencies have 
made... 


The thing that caught my eye 
first was the figure 78,498 non- | 
store retailers. 

My inquiry developed the tact | 
that of this figure, 70,774 were 
direct selling establishments or 
direct selling organizations. 

We knew conclusively that) 
there were somewhere in the 
neighborhood of 3,000 direct sell- 
ing establishments in 1954... 

We also know that there were 
a larger number of establishments 
in 1948, and we also know that 
there are fewer direct selling es- 
tablishments in 1956 than there 
were in 1948 and 1954. 

In the 70,000 some odd direct 
selling establishments or organi- 
zations referred to in the census! 


| 


reports there are at least 67,000 
which are doorbell pushing deal- 
ers connected with direct selling 
companies... 

We know that the number of 
concerns (less than 3,000) con- 
tained in the 1948 figure is some- 
what too low and we also know 
that it is doubtful that in 195¢ 
there were even 3,000 direct sell- 
ing companies, although that fig- 
ure is pretty close to the facts... 

The important point is that 
publications reporting on the cen- 
sus have failed to read the ex- 


planatory matter contained in 
Series PR-3-1. 
For the last several years 


when asked for my opinion on the 
annual volume of direct selling I 
have been stating that the volume 
is somewhere between $2 and $3 
billion. 

However, there have been in- 
terviews and purported expert re- 
ports on direct selling annual 
volume which use the figures $4 
billion, $7 billion, $14 billion, $20 
billion. These guesses which have 


been publicized have been made |centagewise as against total U.S.;method of distribution. 
on a completely uninformed back- | volume of retailing. 


ground in this type of distribu- 
tion. 

There are 1,000 fewer direct 
selling companies operating at the 
present time than there were in 
June, 1929. The high point of di- | 
rect selling volume was reached | 
between 1922 and the great de-| 
pression which started in the fal’ 
of 1929. World War II substantial- 
ly reduced the number of direc‘ 
selling companies on account of 
material shortages and a switch- 
over to production of war and de- 
fense materials. Shortly afte: 
World War II the number of di- 
rect selling companies came back 
to normal figures. There has been 
gradual reduction in the numbe1 
of direct selling companies in th: 
past four or five years, although 
the volume amount of existing in- 
dividual companies has gone up 
appreciably but spottedly. 

The annual volume of direct | 
selling, in my opinion, has bee: 
approximately maintained per- 


Without benefit of census tig. | 
ures or any other source materia | 
I have been estimating that the 
direct selling percentage of total 
retail sales has been somewhere 
}around 2% to 4%. The 1954 cen- 
|sus shows that I have been too| 
|high although I have been prob- | 
| ably the lowest of all persons 
assuming to know something 
about this subject matter. 

It may be interesting to know 
that the greatest increase in the 
direct selling field has come noi 
from national direct selling, but 
from local retailing in most cases 
conducted by over-the-counter 
type retailers. 

Enclosed is a recently published 
booklet of facts, history and infor- 
mation concerning direct selling 
|It may be of interest to someone 
jin your editorial department. Thx 
|booklet represents the first time 
‘that a collectior? has been made 
|in one place of rather compre- 


hensive information about this 


J. M. GerorceE, 
President and General Coun- 
sel, Natl. Assn. of Direct Sell- 
ing Companies, Winona, Minn. 
. > . 
Pins Down Business 


_on States’ Rights Angle 


To the Editor: In the December 
| Harper’s Magazine, Robert Moses is 
deeply and rightly concerned about 
the potential billboardization of 
our newly-planned highway sys- 
tem. 

Karl Ghaster, of the Outdoor 
Advertising Assn. of America, nat- 
urally disagrees (AA, Dec. 3). But 
isn’t his abhorrence of federal con- 
trols a little specious? Doesn’t he 
want the highway borders con- 
trolled by states and local com- 
munities because their legislative 
bodies are so much easier to in- 
fluence? 

Isn’t this the usual, actual 
reason why business men cham- 
pion “states’ rights”? 

Georce N, Lucas, 
Phoenix, Md. 


IF THIS IS YOU 


We specialize in the most vital phase of your entire 


advertising program—Merchandising at the Point-of-Sale. It is 


our only business . 


half a century. In that time, we've created countless traffic-stopping 
displays that have caught shoppers’ eyes in nearly every type 


of retail outlet. We can produce dynamic, reason-to-buy 


..one we've been at for more than 


point-of-sale merchandising programs for you today. 


If your program is behind the eight-ball, let our nation- 


wide staff of experts give you the cue your Merchandising at 


the Point-of-Sale should take. 


CHICAGO SHOW PRINTING COMPANY, 
2640 N. KILDARE, CHICAGO 39 


TAKE A CUE FROM US 


Trademark Mystik Registered; 


Merchandising « at the POINT-OF-SALE 


* Lithographed display 


e Animated Displays 


*Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik® Seif-Stik Displays 
* Mystik® Can and Bottle Holders * Mystik* Self-Stik Labels *Squee-zel* 


*® Econo Truck Signs *¢ Booklets and Folders * Moided Piastic 
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Nabisco Moves N. Y. Oltice 


National Biscuit Co. has moved 
its New York office to 425 Park 


THE PERFECT SALES KIT 


COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 


Attracts and hords prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure. 


SEND For Full Line Folder 


1702 West Washington 
CHICAGO 12, ILL. 


as 


Navy to Crack Down 
on Defense Plant 


‘Recruiting’ Costs 


WasHincTon, Feb. 5—Assistant 
Secretary of the Navy Albert Pratt 
promised last week that Navy aud- 
itors will crack down on defense 
plants which turn in excessive 
costs for recruiting engineers and 
technicians. 

He acted after a survey showed 
that advertising and other recruit- 
ing costs for defense plants aver- 
aged $808 for each engineer and 
technician recruited, and that one 
man was lost for every two who 
were attracted. 

After examining the report, Rep. 
James C. Davis (D., Ga.), chair- 
man of a post office and civil ser- 
vice subcommittee which has 
studied manpower problems, said 
the data confirmed the subcommit- 
tee’s belief that tax dollars are be- 
ing used to subsidize the piratics of 
engineers. 

The survey, covering a period 
since September, 1956, shows that 
37 companies engaged primarily in 
defense work spent $6,397,495 to 
recruit 7,913 individuals. In the 
same period these companies lost 
3,054 engineers and technicians. 

Meanwhile 17 other companies, 
engaged primarily in commercial 
work, spent $613,956 to recruit 
1,224 engineers and technicians, an 
average of $502 per man. These 
companies reported they lost 601 
individuals during the survey pe- 
riod. 

Help wanted ads, totaling $2,- 
405,844, were the single most im- 


Punching « 
Tabulating « 


for every 
MARKET RESEARCH DATA 
PROCESSING NEED 
WOrtn 6-2700 


Consistency Checking 


Percentaging 


Coding « Pre-coding of Questionnaires 
No charge for consultation and estimates — ever! 


“Your key to better figures since 1911.” 


RECORDING & STATISTICAL 
CORPORATION 


100 Sixth Avenue ¢ New York 13, N. Y. 
BOSTON - CHICAGO - MONTREAL - NEW YORK - TORONTO 


ae 
Flowvdhe + apanaontiing progrem Com 


ADDED ATTRACTION 
—Photos ofa 
new sewage 
treatment plant 
in Coral Gables, 
with murals by 
John St. John 
which depict the 
history of Flori- 
da, illustrate this 
ad for Pacific 
Flush Tank Co., 
Chicago. This is 
one side of a col- 
or insert appear- 
ing in February 
business publica- 
tions. Proebsting, 
Taylor, Chicago, 
is the agency. 


portant expense incurred by the; 


37 defense plants. 

Others were moving expenses, 
$1,297,403; “recruiting expense,” 
$1,160,853; travel expense of new 
applicants, $778,322; “other,” $408,- 
072, and “educational benefits,” 
$347,001. 


® Advertising by the 17 non de- 
fense plants amounted to $168,928 
and “recruiting expense,” $225,967. 

The experience of individual 
companies varied widely, accord- 
ing to Assistant Secretary Pratt. He 
promised that companies which 
showed high recruiting costs could 
be visited by auditors, in an effort 
to bring costs down to “reasonable” 
levels. 

“Company 6,” which has $242,- 
227,000 of defense business, was 
able to recruit 1,444 engineers and 
technicians for $340,470, with only 
$123,077 spent for advertising. It 
lost one man for each three it at- 
tracted. 

On the other hand “company 28,” 
with $463,507,000 of defense work, 
spent $907,560 to get 193 individ- 
uals, and lost 134 in the process. 
Its average cost per man was $4,- 
702, and its total advertising ex- 
pense amounted to $350,000. 

More typically, “company 17,” 
with $270,000,000 of defense busi- 
ness, got 925 with an expenditure 
of $1,001,000, including $261,000 for 
advertising. This was an average of 
$1,082 per individual. In the same 
period the company lost 276 in- 
dividuals. . 


Taplinger-Ruf{ Dissolves 


Taplinger-Ruff Associates, New 
York public relations company 
which was formed recently with 
the merger of Robert S. Taplinger 
& Associates and Carl Ruff Associ- 
ates, has been dissolved. Carl Ruff 
Associates has moved to 15 W. 
46th St. Taplinger Associates, un- 
der its new corporate name, re- 
mains at 608 Fifth Ave. 


‘Review’ Increases Rates 

The Saturday Review, effective 
with the July 6 issue, will in- 
crease its b&w page rate 8.5% 
from $1,200 to $1,300 and four- 
color 10% from $2,000 to $2,200. 
The circulation guarantee ad- 
vances 6.7% from 150,000 to 160,- 
000. The increase is the first effect- 
ed by the magazine since January, 
1955. 


Schram Forms PR Division 

Schram Advertising Co., Chica- 
go, has created a public relations 
department with Fred S. Brody as 
director. Before joining Schram, 
Mr. Brody was advertising man- 
ager of Steven Brody Inc., Chicago 
men’s furnishings store, and pre- 
viously was assistant pr director 
of Arthur Meyerhoff & Co. 


Follow-up of Want 
Ads for Engineers Is 
Spotty, Study Finds 


New York, Feb. 5—Industrial 
ads entice engineers, but cold re- 
plies repel applicants, according 
to a survey in the current issue 
of Aviation Week. 


Del Wakeman Co., San Francisco, 
organized a research project to 
investigate engineering recruit- 
ment. Using authentic back- 
grounds, names and addresses of 
three working engineers and two 
engineering students, Mr. Pape 
answered 30 magazine advertise- 
ments and 75 newspaper ads for 
engineers. 

Results of the survey were con- 
fusing and discouraging, Mr. Pape 
reports in the current issue of the 
McGraw-Hill publication. 

e Of the resumes sent to compa- 
nies throughout the country 17 
were not answered. 


e Form letters were received in 
reply to 12 of the applications; 
some of these were not signed, 
and some were not even person- 
alized to the extent of filling in 
the name and address. 


e Only 23 of the replies answered 
a specific question that had been 
asked in each application. The re- 
maining 53 forwarded application 
blanks without answering the 
question, even when the question 
was about citizenship. 


e Only 14 of the responses were 
followed up by another letter. 

e 50 actual applications were 
completed and submitted for con- 
sideration. The result was less 
than attractive, Mr. Pape says. 13 
were not acknowledged. Three 
companies asked engineers with 
five years’ experience to take ap- 
titude tests. 

e Four prospective employes re- 
ceived follow-through letters 
written by someone other than the 
original contact, with no reference 
made to previous correspondence. 
Of 31 job offers, two cast asper- 
sions on the undergraduate school 
attended, and one even questioned 
the standards of the graduate 
school. 


s Since many companies are en- 


gaged in separate projects, Mr. 
Pape in one case sent applications 
|to five different projects of one 
| company. He received five differ- 
ent replies, with five different 
salary figures for five different 
jobs. In some cases he was turned 
down by four and considered eli- 
gible by the fifth. 

Mr. Pape used 300 working en- 
gineers and 200 engineering stu- 
dents to help analyze the survey. 


Max A. Pape, consultant to the | 
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After a study of the information, 
the magazine reports their con- 
clusion: 

There is no legitimate shortage 
of engineers, judging by the way 
companies reply to applications 
for engineering employment. . 


Huber Boosts Ink Prices 

The ink division of H. M. Huber 
Corp., Hillside, N. J., manufactur- 
er of printing inks, has increased 
prices an average of 12% on 
newspaper inks. Increased costs of 
carbon black, oils and transpor- 
tation since last April are re- 
ported as reasons for the price 
rise. 


PR Book Is Published 

“Public Relations Ideas in Ac- 
tion: 500 Tested Public Relations 
Programs and Techniques” will 
be published in February by 
McGraw-Hill Publishing Co. The 
305-page book was edited and 
compiled by Allen H. Center, di- 
rector of public relations, Motoro- 
la. The price is $5. 


It’s a well known fact Jack 
Rabbits don’t watch TV. 
They’re a nuisance to farmers 
—they multiply rapidly. OK— 
enough about Jack Rabbits! 


But... 


If you want to talk to people 
in Kern County talk to KBAK- 
TV for 89% of the people in 
Kern County live within a 35 
mile radius of Bakersfield and 
your message reaches people 
—not Jack Rabbits—when you 
buy 


BAKERSFIELD 


Represented Nationally by 


WEED-TV 
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Coming 
Conventions 


Feb. 13. Charlotte Advertising and Mar- 
keting Institute, Barringer Hotel, Char- 
lotte, N.C. 

Feb. 17-18. Midwest Newspaper Adver- 
tising Executives Assn., semi-annual 
meeting, Hotel President, Kansas City, 
Mo. 

Feb. 22-23. Northwest Daily Press Assn., 
38th annual meeting, Radisson Hotel, Min- 
neapolis. 

Feb. 24-26. Inland Daily Press Assn., 
winter and spring meeting, Drake Hotel, 
Chicago. 

Feb. 25-26. New England Newspaper 


Advertising Executives Assn., winter 
meeting, Parker House, Boston. 

March 7. Associated Business Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 9-10. Annual Missouri News- 


paper Management Clinic, School of Jour- 
nalism, University of Missouri, Columbia. 
Sponsored by the School of Journalism, 
Missouri Press Assn., Missouri Advertis- 
ing Managers’ Assn. and Missouri Cir- 
culation Managers’ Assn. 

March 13-15. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 22-31. International Photographic 
Exposition, National Guard Armory, 
Washington, D.C. 

April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, 11th annual symposium and 
exhibit, Palmer House, Chicago. 

April 13-19. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fla. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of 
America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International 
Assn., New York. 

May 3-4. Eighth annual Advertising 
Institute sponsored by the Atlanta Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising con- 
ference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 26-29. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Adver- 
tisers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Sept. 11-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers 
Assn., annual convention, Chicago Ath- 
letic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston 

Nov. 10-14. Outdoor Advertising Assn 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 


Advertising 


Pepsi-Cola and Shulton 
Buy CBS-TV Musical 


Pepsi-Cola Co. and Shulton, New 
York, will collaborate in the spon- 
sorship of “Cinderella,” a Rodgers 
& Hammerstein musical, March 31 
over CBS-TV. This is the first 
show written especially for tv by 
the famed Broadway team. 

The 90-minute color show will 
pre-empt, this one time only, Lin- 
coln-Mercury’s “Ed Sullivan Show” 
and the “G-E Theater.” Wesley 
Associates handles the Shulton ac- 
count. Pepsi-Cola’s agency is Ken- 


yon & Eckhardt. 


RAY -O-VAC's FACTORY-FRESH 
“POLY-PAKS'” seli batteries taster! 


Dairy Assn. to Prepare a 
Ice Cream P.O.P. Materials 

The American Dairy Assn., Chi- 
cago, will now prepare and distrib- 
ute point of purchase materials for 
industrywide ice cream _ selling 
campaigns. The new plan was an- 
nounced in a joint statement by the 
International Assn. of Ice Cream 
Manufacturers, its corporate affil- 
iate, the Ice Cream Merchandising 
Institute, and the dairy association. 
The dairy association plans the 
printed advertising and television 
support of the ice cream cam- 
paigns. 


Datamatic Elects Johnson 

John E. Johnson, director of 
sales, has been elected vp in charge 
of sales and advertising of Data- 
matic Corp., Newton Highlands, 
Mass. Datamatic, owned jointly by 
Minneapolis-Honeywell Regulator 
Co. and Raytheon Mfg. Co., is en- 
gaged in the development and pro- 
duction of large-scale electronic 
data processing systems, designed 
for business and government use. 


Lees Opens 3-Media 
Push for Carpets 


BRIDGEPORT, Pa., Feb. 5—James 
Lees & Sons Co. has added provoc- 
ative headlines this year to its 
already familiar, “Those heavenly 
carpets by Lees’ ” theme. 

The first and second national ads 
}in Lees’ new ’57 campaign feature 
parents and a brood of children. 
|Copy advises readers, “Don’t just 
dream about them. Have them .. . 
those heavenly carpets by Lees,” 
or “Have them now .. while 
you’re young . . . those heavenly 
carpets by Lees.” 

Copy also runs heavily to time 
payment as a way to reduce buy- 
ing procrastination. The schedule 
‘ : starts with the February issues of 
Wis., will use this three-color Page| Better Homes & Gardens, Ladies’ 
in February trade publications to| Home Journal, Living for Young 
promote its packaged batteries. A Homemakers and Sunset Magazine. 
consumer campaign, including ra-| Ads also will appear in the Feb. 
dio and tv, will start this month.|15 issue of Christian Science 
H. H. Monk & Associates, Rock-| Monitor; the Feb. 24 edition of 

ford, Ill., is the agency. the New York Times Magazine; 


FRESH—Ray-O-Vac Co., Madison, 


and March issues of American 
Home, Bride’s Magazine, House 
Beautiful and House & Garden. 
The campaign will be handled 
by N. W. Ayer & Son, Lees’ newly 
appointed agency. The account 
formerly was handled by D’Arcy 
Advertising Co. . 


AMA Buys Trudeau Property 
for Educational Center 

The American Management 
Assn. has purchased the 90-acre, 
60-building property of the Tru- 
deau Sanatorium at Saranac Lake, 
N. Y. The sanatorium, famous for 
Many years as a research and 
treatment center for tuberculosis, 
closed its doors two years ago. 
The AMA will convert the prop- 
erty into a management educa- 
tional and research center. 


‘TV Guide’ Sold in Auto Stores 

TV Guide is now being sold in 26 
Penn Jersey Auto Stores in the 
Middle Atlantic states—a pioneer- 
ing approach to magazine circula- 
tion, according to TV Guide. 


GIVE YOUR NEWSPAPER ADS A COMMANDING ADVANTAGE... 


It’s not just a coincidence that this advertisement is 
being read . . . it was inevitable!’ When you come up 
with a ‘‘stopper’’ illustration, a good 
headline and solid copy . . . and then 
reproduce the ad from top-quality en- 
gravings and Reilly PLASTICTYPES® 


.. + you've got a winner! 


REILLY 
| 1S THE ONLY ELECTROTYPER 
| TO EMPLOY A COMPLETE 
ENGRAVING FINISHERS 
DEPARTMENT 
FOR RIGID, EXACTING 
QUALITY CONTROL OF 


PLASTICTYPES 


eAnd when we emphasize that you 
must use the best plastic plates available, 
it’s not just because we happen to make 
them. It’s simply a fact that if your 
advertisement doesn’t reproduce well, 
it can not be as effective. 
When you specify Reilly 
PLASTICTYPES for your newspaper newspaper plate. 


REILLY ELECTROTYPE DIVISION °* 


campaigns, you are virtually assured of dominating the 
page because of the uniformity, legibility and halftone 
brilliance of advertisements reproduced 
from Reilly PLASTICTY PES. 

We dare to make this statement be- 
cause we guarantee that every Reilly 
PLASTICTYPE is made from a perfect 
pattern routed to a minimum depth of 
.055" in all open areas . . . and checked 
for precision by qualified engravers. 

Let us show you a set of tear-sheets 
from a recent national campaign and 
prove that Reilly PLASTICTYPES 
give the finest performance of any 


305 E. 45TH STREET. NEW YORK 17, N.Y. 
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Coleman Joins ‘Mechanics’ 

Dan Coleman, formerly assistant 
promotion manager of 
Homes & Gardens, Des Moines, has 
joined the promotion staff of Pop- 
ular Mechanics, Chicago. 


re.) 


SIGHT, SOUND, 
ACTION, IN COLOR 


It takes this 
“foursome” to do the best 
selling job. Now avail- 


able coast to coast. 
USE... 


owerful 


THEATRE SCREEN 
ADVERTISING 


AAPA, 


1032 Carondelet Street 
New Orleans, La. 


Better| B 


‘Ohio TV Station 
Buys Time in N.Y. 
to Promote Itself 


CoLumBus, O., Feb. 5—Station 


vision time on New York station 
WCBS-TV to tell agency time 
buyers and advertisers in that 
market its sales story. This is be- 
lieved to be the first such ap- 
proach in tv history. 

The spot commercials will run 
jon Feb. 8 and 11. WBNS-TV will 
|support the tv spots with a series 
lof spreads in Fortune and The 
New Yorker, direct mail tie-ins 
jand ads in trade publications. 


Maurice Mullay Ine. is_ the 
= |agency. + 
Oneida Sets Spring Push 


Community division of Oneida 
| Ltd., Oneida, N. Y., silversmith, 
this spring will feature a “double 
| dividend promotion” which offers 
jtwo place settings free. Color 
pages in the May Ladies’ Home 
Journal and April McCall’s will 
expiain that in certain patterns 
the customer will receive a 52- 
piece service for eight at the price 
of a service for six. Displays, ban- 
|ners, circulars, mailing pieces, 
|newspaper mats, radio script and 
tv films have been prepared for 
dealers. Batten, Barton, Durstine 
& Osborn, New York, is the agen- 
cy. 


McCann Affiliate Adds Office 

Communications Counselors Inc., 
public relations affiliate of 
McCann-Erickson, has opened a 
new branch office in Oklahoma 
City, under management of Charles 
W. Alexander. This increases to 
six the number of Communications 
Counselors offices in this country. 
|It also has offices in London and 
| Brussels. 


2 
+ 
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Intertype Fotosetters 


Years of Experience 


For more than five years Warwick has pioneered cold 
type composition, using Intertype Fotosetters. These 
amazing machines are more versatile and capable of 
greater production and higher quality than any other 
equipment available today. 


Advertising agencies, advertisers and printers all over 
the country, quick to recognize the superior quality of 
this modern method of typesetting, has resulted in 
hundreds of satisfied users of Warwick Phototype. 


Write for additional information or, better still, why 
not give Warwick Phototype a trial on your next job. 
We're confident you'll join the host of happy users. 


arwick TYPOGRAPHERS 


920 WASHINGTON AVE., ST. LOUIS 1, MO. 


SERVING CLIENTS IN 40 STATES, CANADA, MEXICO AND CUBA 


WBNS-TV here has bought tele-|/ 


IN 


| 


Our costs are ‘way up. Revenues simply haven't kept pace. 
We are now asking for a modest increase in rates (only 
50¢ a month for most home phones, 65¢ for some) so that 
we can continue to provide the kind of telephone service 
you want, deserve — and get 


* Average increase for ali service local and long distance, wnce 1940. 
NEW YORK TELEPHONE COMPANY 
PLEA—This is one of the ads for the 
New York Telephone Co. which) 

compares price increases. 


Ads Help Present 
Case for Telephone 
Company Rate Hike 


New York, Feb. 5—The New 
York Telephone Co. wants its cus- 
tomers to understand why it is 
asking for a rate increase. 

The company’s reasons for ask- 
ing the Public Service Commis- 
sion to reconsider and approve 
the rate hikes that were first re- 
quested in 1953 are being ex- 
plained to the public three times 
a day in spots on 100 radio sta- 
tions and approximately three 
times a week in ads in every daily 
newspaper in New York State. 

The company started present- 
ing its case to the public about 
ten days ago. Coincidentally, the 
case is being aired in public hear- 
ings before Public Service Com- 
missioner Spencer B. Eddy in Al- 
bany. 


® These hearings mark the start 
of a review of a 1953 decision by 
the commission denying the com- 
pany’s request for a $68,850,000 
increase in annual revenues. The 
company asked for a reopening of 
the case in November after a se- 
ries of legal moves culminating in 
the court of appeals’ referral of 
the case to the commission for 
reconsideration. The increase re- 
quested in this latest petition is 
somewhat less than that original- 
ly requested in 1953 because of 
two “stop-gap” increases that 
were granted in the interim, one 
in 1955 and one in 1956. 


s This is how the BBDO prepared 
radio spots explain the phone 
company’s position: 

Man: I don’t see why telephone | 
rates in New York State should g0 | 
u | 


p. 
Woman: If you had to do the | 
shopping for this family you 


| family shopping got to do with it? 


would. 
Man: I don’t get it. What’s the | 


Woman: Nearly everything I 
buy has almost doubled in price. | 
I read somewhere that the cost of | 
| living has gone up over 95% since | 
1940. 

Man: So? 

Woman: Well, if the price of 
everything we buy has gone up, it 
must be the same for the tele- 
phone company. It costs more to 
buy wires and things. 

Man: Um, that makes sense. 

Woman: And I also saw in the | 
paper that telephone rates have 
only gone up about 20% since 
1940. That’s the average for all | 
service . local and long dis-| 
tance. 

Man: 20%? 
comparison with everything else 
| we buy. 
Woman: 


And just think how 


phone. 


Announcer: That’s right. And to 
give you the kind of phone service 
you want ... deserve ... and 
get, the telephone company needs 
a modest increase in rates. This 
has been a message from the New 
York Telephone Co. 


® The print approach is through 
cartoons calling attention to price 
increases on such items as shoes 
(107%), bread (130%) and shirts 
(131%) since 1940 while phone 
service has increased only about 
20%. 

These small space ads note 
that the company wants a “mod- 
est increase” of 50¢ a month for 
most home phones and 65¢ for 
some. The company wants $1.50 
more a month for business phones, 
a quarter of a cent more for addi- 
tional local message units and an 
increase in certain long distance 
rates and some _ miscellaneous 


| charges, but these have not been 


detailed in the ads. 

Apparently this drive is a public 
relations, not a pressure, effort. 
A New York Telephone executive 


said the company will be satisfied | 


if this advertising succeeds in 
getting across the major point 
that phone service had gone up 
very little in comparison with ev- 


erything else. He said officials of | 
the company are pleased with the | 


public response to their campaign. 


LeTourneau to Re-Enter 
Earthmoving Field in 1958 

R. G. LeTourneau, president of 
R. G. LeTourneau Inc., Longview, 
Tex., has announced that his com- 
pany will re-enter the earth- 
moving equipment industry 
1958. Mr. LeTourneau sold his 
earth-moving apparatus business 
four years ago to Westinghouse 
Air Brake Co. for $31,000,000, and 
agreed at that time not to build 
or sell earth-moving equipment 
until May 1, 1958. 

The new equipment will be 
marketed under a new trademark 
—Ar-Gee—according to Louis A. 
Flora, LeTourneau ad manager. 
Advertising plans have not been 
formulated. An agency has not 
been named, although the busi- 
ness presumably will go to Evans 
& Associates, Fort Worth, which 
currently handles all of the Le- 
Tourneau company’s advertising. 


Supermarket Uses ‘Baby Spec’ 
Sunrise-Stop-and-Shop super- 

markets, Long Island, N. Y., pre- 

sented a “baby spectacular” Feb. 


in | 


NO MIRACLES—The New York Tele- 
phone Co. explains its need for 
higher rates in this ad. 


6 at 10:30 p.m., EST, to launch 
an intensive spot tv campaign. 
Columnist Hy Gardner emceed 
the 30-minute variety show which 
was aired over WRCA-TV, New 
York. This kickoff will be fol- 
lowed by a 13-week spot cam- 
paign calling for 11 20-second an- 
nouncements weekly on WRCA- 
TV. Co-Ordinated Advertising 
Corp. is the agency for Sunrise. 


Ben Franklin Awards 
Deadline Set Feb. 15 

Entry blanks for the fourth an- 
}nual Benjamin Franklin awards 
competition, administered by the 
University of Illinois, Urbana, 
have been sent to 700 magazine 
editors, authors and literary 
agents. Deadline for entries is Feb. 
15. Winners will be announced in 
May. 

Magazines of general circulation 
published at least four times a 
year are eligible to compete. Ma- 
terial submitted must have been 
|published during 1956. Awards 


| ore made in eight classifications. 


| Feuerstein Joins Rudd 

| Albert V. Feuerstein Jr., former- 
‘ly assistant manager of Curtis Ad- 
vertising Co., Philadelphia, has 
| been named assistant sales promo- 
|tion manager of Rudd-Melikian, 
| Hatboro, Pa., manufacturer of au- 
tomatic hot coffee machines. 


‘Super Marketing’ Bows 
International Super Marketing 
made its appearance with the Jan- 
uary 1957 issue. The new magazine, 
which is published by Red & White 
Corp., Chicago, absorbs “Red & 
White News,” the official publica- 
tion of Red & White supermarkets. 
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3 Cigaret Makers 
Show Gains in ‘56; 
2 Others Decline 


(Continued from Page 1) 
of 1955’s $283,000,000. Mr. McCom- 
as also said that he believes cigaret 
prices should go up this year be- 
cause of increased costs of tobacco, 
marketing and labor. He also pre- 
dicted new packaging refinements, 
but declined to go into details. 


s Other cigaret makers have not 
yet issued reports. But estimates 
supplied to ADVERTISING AGE on 
probable 1956 sales range as fol- 
lows (including R. J. Reynolds’ re- 
leased figures and the Philip Mor- 
ris prediction): 


Sales 
(000 omitted) 
1956 1955 
American 

Tobacco ....$1,077,000* $1,090,800 
Liggett & 

Myers ........ 560,000* 547,000 
P. Lorillard .. 203,000* 228,300 
Philip 

Morris ...... 311,500; 283,000 
R. J. Reynolds 

Tobacco .... 957,367t 866,400 


*Estimated. +Predicted. {Released. 


# It is noteworthy, perhaps, that 
this year’s annual report by R. J. 
Reynolds stresses the trend toward 
filter-tip cigarets. 

“Camel cigarets,” it says, “‘con- 
tinue as the largest selling brand 
in the country, although shipments 
of Camel and Cavalier cigarets 
were less in 1956 than in the previ- 
ous year. The decline in volume of 


these two brands reflects the over- | 


all trend toward filter-tip cigarets. 

“It is believed,” the report says, 
“that in 1956 some 30% of all cig- 
arets sold in the domestic market 
were filter tipped. When it is re- 
called that as recently as 1953 only 
3% of cigarets were of this type, 
the rapidly growing popularity of 
filter-tips is evident. This percent- 


age increased to approximately 
10% in 1954 and to about 20% in 
1955.” 


The Reynolds report also notes 
that because “of the greater num- 
ber of brands and kinds of cigarets 
being offered to the public, it has 
been necessary for the company to 
intensify its promotional and sales 
activities. The company’s products, 
particularly its cigaret brands, are 
widely advertised through televi- 
sion and radio, in magazines and 
newspapers and by outdoor posters 
and point of sale display material.” 


A. Stein & Co. Advances 
James Sachs, Larry Silverstein 
A. Stein & Co., Chicago, man- 
ufacturer of Paris belts, suspend- 
ers, garters, Perma-Lift bras and 
girdles and Hickory personal 
necessities, has appointed James F. 
Sachs to the new post of general 


: 


| 


Larry Silverstein James F. Sachs 


sales manager and Larry Silver- 
stein advertising manager to suc- 
ceed Mr. Sachs. 

Mr. Sachs has been ad manager 
for the past 12 years. Mr. Silver- 
stein has been assistant ad man- 
ager for four years. Stein also has 
named Mort G. Schamberg promo- 
tion sales manager, a new post. 


Sterling Names Liebeskind 
Nathan Liebeskind, a veteran of 
the motion picture and tv indus- 
tries, has been named general 
manager of Sterling Television Co., 
New York, tv film producer. 


Advertising Age, February 11, 1957 
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THINGS TO COME— 
“To accomplish 
tomorrow... 
Clark plans to- 
day” is the theme 
of a new ad cam- 
paign by Clark 
Equipment Co., 
Buchanan, Mich., 
to explore new 
frontiers in the 
field of materials 
handling. The 
first ad in the 
series, shown 
here, appeared in 
the January For- 
tune and Atlantic 
Monthly and 
February Har- 
per’s. Others are 
scheduled later 
for the same pub- 
lications. Mar- 
steller, Rickard, 
Gebhardt & 
Reed, Chicago, is 
the agency. 
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Magowan Is 
Safeway President 
as Selby Resigns 


OAKLAND, CAL., Feb. 7—Milton 
L. Selby, who took over the presi- 
dency of Safeway Stores in Octo- 
ber, 1955, has resigned. 
| Robert A. Magowan, chairman 
| of the board, will add the duties of 
president. 

“My resignation is consistent 
with plans for realignment of 
management functions throughout 
|the company which were begun 
| almost a year and a half ago, when 
I became president,” Mr. Selby 
said. “Since then we have been 


| simplifying, reducing and decen- | 


| tralizing the management function 
wherever possible to increase com- 
| pany efficiency and to quicken its 
actions.” 


# Mr. Selby joined Safeway in 
1926. He has been exec vp and 
| treasurer. He will remain as a di- 
|rector and member of the execu- 
|tive committee and expects to 
continue to participate in the com- 
pany’s affairs. 

Mr. Magowan succeeded Lingan 
Warren as chairman in 1955. Until 
then he had been a general partner 
of Merrill Lynch, Pierce, Fenner & 
Beane. 

At the same time that Mr. Sel- 
by’s resignation was announced, it 
was reported that Safeway’s net 
income for 1956 had been nearly 
double that of 1955. In 1956 net in- 
come was $25,406,000. For 1955 it 
had been $13,621,803. These earn- 
ings amounted to $6.42 a common 
share in 1956, compared with $3.25 
the previous year. Sales were $1.99 
billion in 1956, compared with 
$1.93 in 1955. 

Mr. Magowan reported the com- 
pany expects to have 114 new 
stores in 1957. He said the com- 
pany had land sites and plans for 
an additional 100 stores, “if they 
can be financed.” 7 


DMA&4CG Sets Meeting 

The Direct Mail Agency & Coun- 
selor’s Group will hold its second 
annual meeting at the Roosevelt 
Hotel, New York, March 29 and 
30. The program will cover art, 
copy, campaign planning, advertis- 
ing agency relationships and 14 
other subjects concerning the 
creative aspects of direct mail. 
Companies and individuals in- 
terested in attending the meeting 
|may contact Max Lloyd, secretary, 
| DMA&C Group, 18120 James Cou- 
zens Hwy., Detroit. 


| Anticipation of 
Color TV Hurts BAW 
‘Set Sales: Abrams 


New York, Feb. 7—Plagued by 
a heavy inventory, the television 
set industry will cut back on the 
production of b&w tv sets within 
the next few months, Benjamin 
Abrams, president of Emerson 
Radio & Phonograph Corp., pre- 
dicted yesterday. 

Mr. Abrams painted a gloomy 
picture of the set making indus- 
try during a tempestuous stock- 
| holders meeting, in which he and 
other top executives were sharply 
| criticized for the company’s poor 
earnings showing in 1956. 

In January, the Emerson presi- 
io said, the industry produced 
25% more monochrome sets than 
it sold. He added that many man- 
ufacturers started layoffs in De- 
,cember and January. 
| Emerson’s fiscal year, which 
ended in October, 1956, was de- 
scribed as the worst in 30 years. 
The company’s earnings dropped 
to 4¢ a share from the previous 
year’s $1.26 a share. Sales were 
down to $73,882,029 from the 
preceding year’s $87,383,027. 

However, Mr. Abrams noted, 
the company’s profit for the first 
fiscal quarter of the current year 
was double that of the entire fis- 
cal year for 1956. 


# Mr. Abrams told the disgruntled 
stockholders that the low earn- 
ings were due to (1) tv set dump- 
ing by some makers who gave 
up the business last year, (2) 
buyers’ preference for low priced 
sets, on which there is little profit, 
(3) color’s adverse effect on the 
b&w market and (4) the drop in 
Emerson's defense contracts. 

“There is no real interest in 
color television now,” Mr. Abrams 
said. “Still the public thinks it is 
just around the corner as far as 
being in the mass market price 
range is concerned and will not 
buy b&w receivers except at bar- 
gain prices.” 

A couple of large-block stock- 
holders also strongly objected to 
Emerson’s granting advantageous 
new-stock options to executives 


Mr. Abrams. Despite 
the incentive plan was passed by 
a large majority. 


Celotex Names Hash A.M. 


advertising manager 


and directors of the company. The | 
|group includes three nephews of | 
objections, | 


Auto Advertising 


(Continued from Page 1) 
going to reduce his advertising 
pressure. He is going to examine 
|carefully where he will spend 
these dollars, where they will be 
most effective for the dealer and 
for the manufacturer.” 

This “opportunity” for the news- 
paper salesman is also a big re- 
sponsibility, Mr. Forbes empha- 
sized, and he documented it with 
these specifics on effects of the new 
regime in Detroit: 

1. The space salesman’s task will 
now be much more “defined”—he 
will no longer be dealing with as 
many individuals as before. This 
was apparently a reference to the 
fact that under the old system 
dealers had a say in selecting local 
media for factory co-op ads, and 
were consulted by media salesmen. 

2. Newspapers will now have to 
sell not only against other media, 
but also against “your inherent 
competition, the competing news- 
paper.” Again, there was an im- 
plied reference to the old order 
under which co-op newspeper 
funds were likely to be distributed 
widely among the papers in a 
market. 


s 3. Mr. Forbes warned the repre- 
sentatives that other media are in- 
terested in acquiring the dollars 
which the auto industry has been 
devoting to newspaper advertising 
—and that this “should not be 
taken lightly.” 

4. The auto executive urged 
newspaper representatives to pro- 
vide more up to date, factual mar- 
ket data, more “merchandising 
know-how,” more competitive me- 
dia information—specifically in- 
cluding material on “how my pa- 
per performs competitively with 
other newspapers.” 

To show just what is at stake 
under the new “changing circum- 
stances,” Mr. Forbes estimated that 
| the Big Three auto companies will 
invest some $150,000,000 in news- 
paper space this year, which he 
said is well over half the estimated 
total expenditure for all media. 

“It’s up to you to help us make 
sound decisions,” he told the news- 
paper representatives. + 


MOLONEY, MAHONEY 
_DISPUTE FORBES VIEW 

| New York, Feb. 8—The drop- 
ping of cooperative advertising by 
|auto manufacturers will not create 
|a selling burden for the newspaper 
medium, according to Herbert W. 
Moloney, president of Moloney, 
Regan & Schmitt, newspaper rep- 
resentative. 

Though there was considerable 
reticence on the part of most of the 
representatives called—with most 
answering, “No comment”’—Mr. 
Moloney disagreed with the re- 
marks made this week in Detroit 
by Richard E. Forbes, director of 
jadvertising and sales promotion 
| for Chrysler Corp. Mr. Forbes said 
newspapers have been hit by a 
“new challenge” and that “no long- 
;er can a failure to ‘make the list’ 
jor ‘get on a schedule’ be passed 
|}along to someone else.” 
| Mr. Moloney said there is going 
to be no more “inherent” competi- 
tion in selling newspaper adver- 
tising with the drop of co-op. But, 
he said, “There may be a shift of 
|influence with relation to who 
selects the media. The dealers al- 
ways have played an important 
part. I believe they are going to be 
just as important.” 


John A. Hash has been named | 

of Celotex|« He said that the same influences 
Corp., Chicago building materials| are at work—the necessity of sell- 
manufacturer. Mr. Hash, formerly|ing the factory, the advertising 
assistant ad manager, succeeds| agency and the dealer. There may | the Southeast. He succeeds Vin- 


Changes Put Heat 


on Newspaper Medium, Forbes Finds 


“The only thing, the mechanics 
may change. The dealer’s influence 
may be increased, but he was one 
of the people you had to influence 
before,” he said. 

Mr. Moloney, in answering Mr. 
Forbes’ remarks on the inroads 
being attempted by other media to 
gain a larger slice of advertising 
expenditures, said, “We have felt 
the competition of other media be- 
fore this. We are prepared to do a 
better selling job if better selling 
is required. Newspapers are con- 
tinually alive to the necessities of 
selling in an intelligent and aggres- 
sive manner.” 


s Stephen P. Mahoney, treasurer 
of Burke, Kuipers & Mahoney, 
said the shift would not affect the 
heavy volume of auto advertising 
carried by newspapers. 

“Auto dealers are dependent on 
newspapers to move merchandise 
as are department stores and spec- 
ialty shops. Cadillac puts 70% of 
its appropriation in newspapers.” @ 


Schlitz Again Is 
Top Brewer; Sets 
Magazine Push 


(Continued from Page 1) 

the brewing industry in 1955 when 
it outsold Anheuser-Busch by 168,- 
527 barrels: Schlitz sold 5,780,000 
barrels that year compared with 
Anheuser-Busch’s 5,611,473 bar- 
rels. The top spot had been held by 
Anheuser-Busch for the preced- 
ing two years, 1953 and 1954. In ’54 
it was helped by a 76-day strike of 
brewery workers in Milwaukee. 
With the exception of these two 
years, however, Schlitz has held to 
leading position in the brewing in- 
dustry since at least 1947. 

Schlitz’s production capacities 
|will be boosted by 400,000 bbls. 
| this year when it begins operating 
the modernized and_ enlarged 
Muehlebach brewery in Kansas 
City, Mo., which it purchased last 
June. Meanwhile, the company is 
working toward completion some 
time in 1958 of a new 1,000,000 bbl. 
capacity brewery in Tampa. Schlitz 
currently operates plants in Brook- 
lyn and in Van Nuys, Cal., in ad- 
dition to Milwaukee. 


s Aside from the two industry 
leaders, only two other breweries 
—Falstaff and Carling—have re- 
leased 1956 sales figures. Falstaff 
reports it sold 3,870,000 barrels last 
year, a 6% gain over the 3,652,000 
it sold in 1955. Falstaff ranked 
fourth in sales in the industry in 
1955 and believes it retained the 
same position in 1956. 

Carling reports it sold 3,026,265 
barrels last year, a 14% gain over 
the 2,654,619 barrels it sold in 1955. 
The company held the eighth spot 
in industry sales in 1955 and says 
it retained that position in 1956. e 


‘Detroit News’ Names Giles 

Manford K. Giles has been ap- 
pointed general advertising man- 
ager of the Detroit News. He suc- 
ceeds Reginald Brophey, who re- 
signed. Mr. Giles has been an 
employe of the News since 1934 
and has been acting general ad- 
vertising manager since Mr. Bro- 
phey’s resignation. 


‘SI’ Names Dawson Co. 


Hal Dawson, president of Daw- 
son Co., Miami, has been named 
; to represent Sports Illustrated in 


Gates Ferguson, who will serve) be a slight shift, Mr. Moloney said,| cent D. Ely, who has retired after 


| the company on a consulting basis. | in the influence of one of the three. | 20 years with SI and Life. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


ADVERTISING AND 
SALES PROMOTION ASSISTANT 
Midwestern manufacturer of electrome- 
chanical equipment has position open for 
young man with technical and sales back- 
ground. Work includes planning and writ- 
ing technical sales literature, direct mail, 
sales manuals, and publicity. Send com- 


TO A CERTAIN YOUNG LADY 
ADING AD GE 

If this is the kind of dynamic publication 

you'd like to work for, we have a new-job 


| opening that may interest you. Our sales 
promotion manager needs a Girl Friday 


| assistant 


to take over 
work. You'll 


important detail 
need some previous expe- 


plete resume with salary requirements to | rience in advertising or journalism, plus 


Box 9300, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-444 
Bankers Bidg. 
Wanted—Young Ambitious Agency Man— 
Interested in printing sales career with 
well established offset and letterpress 
plant. Salary $125.00 per week, plus 
commission and expense arrangement. 
Box 9282, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


OPPORTUNITY TO GROW 
with fast expanding national dance mag- 
azine. Regional space salesmen wanted for 
all parts of country. Liberal commission. 
Box 9327, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 


DIRECT MAIL COPYWRITER - old estab- 
lished national magazine wants copywriter 
who desires to expand his horizons. Excel- 
lent opportunity to grow in to a respon- 
sibie, challenging, wide-ranging position 
as key assistant to Circulation Manager. 
Previous magazine experience not vital. 
Applicant will be judged entirely on his 
ability to write direct mail copy that sells, 
and on his potential ability to learn the 
circulation business. Prefer young mar- 
ried man looking for a permanent connec- 
tion. New England locations. Write stating 
experience and salary Ly enclosing 
samples if ssible to: 
“a Box 9328, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 

GEORGE WILLIAMS - PLACEMENTS 
209 St. State St., Ha 17-1991 Chicago 
Managing Editor to take charge of copy 
editing, layout, and production, sales and 
advertising for organizational publications 
program. Salary from $6,000, State quali- 
fications and salary requirements. Adult 
Education Association of U.5.A., 743 ~«UN« 
Wabash Avenue, Chicago 11, Mlinois. 


CHICAGO AGENCY 
SEEKS EXPANSION 
VIA MERGER ROUTE 


Two active partners will discuss 

a name merger with some fully 

recognized hicago agency to 

whom several hundred thousand 

dollars in quality food and ap- 

liance billing would be particu- 
ly attractive. 


Box 439, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Layout Man 


Excellent opportunity for man ex- 
perienced in nentiing all types of 
creative layout and design. lary 
open. If qualified, good as- 
sured. Chicago firm. 

BOX 354 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


uture 


| 
| 


| 
| 


| 


Chicago 3. | 


| 


a sharp eye for occasional proofreading. 
Production knowledge and dictation help- 
ful, but not vital. Job offers variety, days 
that fly ‘you'll be busy) plus a firm fu- 
ture. Call or contact Mr. Hagman, Dela- 
ware 717-5200. 
ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


1.Q. 160 
That's about what we're looking for in a 
motivation researcher (male or female) 
who would like to join an outstanding re- 
search department, conducting a wide 
variety of consumer research. Prefer per- 
son with a background in the social 
sciences who is highly imaginative and 
has a real flair for writing. Will consider 
beginner. Chicago location. 
Box 9329, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising Asst. Age 24 - 28, some ex- 
perience, for large industrial manufactur- 
er. To write Industrial copy, house organs 
Handle fairs and trade shows, some pro- 
duction. Located within 80 miles of N.Y.C. 
Send complete details in first letter, in- 
cluding resume and salary requirements. 
Box 9330, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


We need beginner woman writer. (Jour- 
nalism major preferred) At start 50% of 
your time would be writing mostly for 
publications. We are young and steadily 
growing ad agency with many “name” 
accounts. New offices in Chicago Loop. 
Our people know of this advertisement. 
Box 9343, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois 


WANTED - COMMERCIAL ARTIST 
Excellent opportunity with growing ad- 
vertising agency located 90 miles west of 
Chicago. No commuting; excellent com- 
munity to live in. Strong creative ability 
preferred. State background in reply. 

Box 9308, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


EDITORIAL OPPORTUNITIES 
Leading business magazine publisher has 
openings for associate editors who have 
some experience in one of the following 
fields: welding, product design, purchas- 
ing, aircraft, foundry engineering, mate- 
rial handling. These are career opportun- 
ities in major Midwest city for young men 
with growth potential. Send complete 
resume plus present earnings to: 

Box 9344, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LAGALLE, CHICAGO - ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


large quantity buying b 
duction of your wor 


literature, direct mail . 
work of ALL kinds, LITHOGRAPH 


nteresting outline of our facilities. 


BOX 440, ADVERTISING AGE 


THIS EASY PLAN FINANCES 


LITHOGRAPHY PURCHASES 


AN ORIGINAL, NEW AND SUCCESSFUL METHOD 
t to help an rowing and ex din 
a hy — 4° rf offering a eae 


manufacturing lithographers, rated AAA1, we are willing to undertake pro- 
and at the same time 
seasonal needs and Senos If you require L. 
eces, catalogs, circulars, booklet and color specialty 

D in volume, we can help 
centrally located to serve the Midwest. Everything is new, modern, largest 
size, and competitive. Agreed specifications carefully followed. Delivery 
romises kept. Direct contact preferred—no brokers. Please write for an 


business secure the benefit of 


red payment plan. As multi-plant 


iz may pay according to your 
RGE quantities of promotional 


ou. We are 


200 E. Illinois St., Chicago 11, Il. 


- ADVERTISING 


- MANAGER 


e@*®eeeeeeeeeeeeeee 
io) 


MALE OR FEMALE 


We desire a creative Advertising Manager for Black and 
White and direct mail. This is an outstanding position in 
pleasant surroundings. If you are the right person, this 
position offers numerous company benefits. If you live out 
f town write full details of background and experience. 

For Appointment call Miss Kelly, 

Morris B. Sachs, Inc. 
6638 South Halsted Street, Chicago 
WEntworth 6-5980 


POSITIONS WANTED | 


REPRESENTATIVES AVAILABLE 


Adversising Space Saiesman desires to. 


PUBLISHERS 


| 


represent a publication on part or full | Small publishers representative firm with | 


time. Good contacts with Ad Agencies. 
Box 9319, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Art Director-Artist 
14 yrs. experience, crisp modern layouts, 
top grade finish art. Knows production, 
supervision. Will relocate. Sal. $8,500. 
Box 9331, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 
15 years of agency experience with na- 
tional accounts on soft and hard lines. Ex- 
perience with retail and direct mail. 
Knows product merchandising in both the 
consumer and industrial fields. Presently 
employed, but interested in making 
change either in agency or manufacturer. 
Box 9332, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLISHERS 
A space salesman with one of the best 
sales records in his territory is interested 
in becoming a publisher on a profit shar- 
ing basis. Formerly an account executive 
in a large agency and sales promotion for 
a large publisher - 20 years in manage- 
ment positions in advertising. Matured, 40 
years old, college graduate. All replies 
treated confidential. 
Box 9333, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MANAGER 
10 year versatile background. New acct. 
exec.—4A agency. Move for right future. 
Box 9345 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WRITER WITH MECHANICAL BENT 
want to switch from general merchandise 
(hard lines) to spot in industry writing ad 
copy, technical matter - whatever may be 
necessary - for heavy machinery. 5% 
years experience includes wide variety of 
writing assignments, handled idea to fin- 
ish. 30, family man, BS, careful and inter- 
ested. Resume on request. 
Box 9334, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION MANAGER 
Thoroughly experienced in 4-A agencies, 
large manufacturers. Have handled all 
sizes and types of accounts. Salary re- 
quirements moderate. 
Box 9336, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Research Writer - off-beat business, trade, 
publicity, features, surveys, history. 
Box 9339, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Have Brain. . .Wish To Use Same! 
3 yrs. varied exp. Adv., Sales Prom., PR 
Desire creative job in Co. or Agency. BS, 
married, Now earning over $6,000. Write: 
Box 9342, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING EXECUTIVE 
7 years agency experience. Music, elec- 
tronics, high fidelity accounts. A real 
business builder Strong on _ contact, 
media, campaign planning, merchandising. 
Some copy, production. 30, BS degree. 
Seeks challenging position with agency, 
manufacturer or publication. 
Box 9341, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
WRITER WANTS AGENCY JOB 
Retail, direct mail, public relations expe- 
rience. Have written ads, brochures, pro- 
motions, trade paper articles. Employed 
now as ad manager. Can function as writ- 
er, planner, or contact. Age 32, widow, 
2 children. 
Box 9338, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Ad Mgr. or AE seeks outstanding spot in 
midwest. Hard working alert, personable. 
Now asst. AE large agency, major accts. 
5 yrs. asst. ad mgr. agri. firm. Roughs, 
copy. production. 30. BA. $8,500 minimum. 
Box 9337, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING EXECUTIVE 


with twenty years top-quality experience 
as advertising manager; agency copy chief, 
creative head, account executive, partner; 
public relations and promotion director of 
large magazine, seeks the kind and degree 
of opportunity that represents the culmi- 
nating step in a career. Virtually no facet 
of advertising in which he has not had ac- 
tual experience. Thoroughly familiar with 
all the tools of advertising and the me- 
chanics thereof. Winner of first D.M.M.A. 
award five successive years Knows multi- 
product manufacturing, distribution and 
marketing. Enjoys inherent sales sense, 
mature judgment and ability. Works well 
with associates and subordinates. Fully 
capable of administering large advertising- 
promotional department and large budget 
Can maintain highly productive relations 
with agency. Prefer Advertising Director 
spot where his sound and broadly diversi- 
fied training, know-how and creative abil- 
ity can be utilized to profitable advan- 
tage. Really ready to pay off to a good 
and substantial company that he can feel 
proud and privileged to serve. 
BOX 444, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


ART DIRECTOR 


Available Mar. 15th. Atlanta 
only. 10 yr. exp. creative Art 
Director with top Chicago ad 
Sgenetss. Resume on request. 

rite Box 447 Advertising Age, 
200 E. Illinois St., Chicago 11, 
Illinois. 


one of the finest records and reputations 
in the east has decided to expand. We are 
interested in selling advertising and as- 
a with all publishing problems. 

ox 9325, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 


PHOTOGRAPHIC COLOR SERVICE. ES- 


MISSION. POSSIBLE INVEST FOR PER- 
CENTAGE ON HOUSE ACCOUNTS. 

Box 9340, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

SALESMEN 
POINT-OF -PURCHASE 

EXCLUSIVE REPRESENTATION open in 
many leading cities for transparent, self- 
adhering display sign. Liberal commission 
Advertising support. Write: STIX-SIGN 
Division, Cellu-Craft Products Corpora- 
“~— 1401 Fourth Avenue, New Hyde Park 


BUSINESS OPPORTUNITIES 


Publisher of vertical industry moenthly 
with sales over “4 million seeks working 
arrangement with another business paper 
publisher of about same size in Chicago 
area to combine forces and effect econ- 
omies in all departments for beth firms. 
Not interested in selling. 
Box 9335, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PARTNER WANTED 

Top ad man in newspaper-publication and 
printing plant in Reno, Nevada. Excellent 
business. Good equipment and personnel. 
Wonderful potential. Western Printing & 
Publishing Co., P.O. Box 1615, Reno, 
Nevada. 


MISCELLANEOUS 
Buy saturation coverage on TV & Radio 
Giveaway shows in Los Angeles & the 
West at low cost. Film Star Endorsements 
also arranged. Write Roberts & Gall, 5880 
Hollywood Bivd., Hollywood 28%, Calif. 


ANYBODY IN THE 
COCOANUT OR 
PINEAPPLE INDUSTRY 
NEED A TRADE JOURNAL? 


Publisher with Editing, Abcortioing and 
Production background—who knows his 
Cocoanuts, wants to publish external 
company magazine or trade book some- 
where under the sun . . . Hawaii, Virgin 
islands, West indies or what have pn 
$12,000.00 current income. f- 
jock of kids. Write Box No. 441, 
Advertising Age, 480 Lexington Ave., 
New York 17, N. Y. 


I WRITE GOOD— 
LIKE AN EDITOR SHOULD! 


Our 46th Year 

COPY, consumer, some trade. 

Heavy, varied experience $18,000 
ASST. ADV. MGR. Strong in 

collateral. Likeable. 9,000 

Vv. & SLS. PROM. MGR. 

Consumer durables. 8,000 
ARTIST-DESIGNER, young 

Mostly P.O.P. Big co. to 8,000 
GLADER CORPORATION 
“The Agency's Agency” 


Harris, Dir. Adv. Div. 


Don 
110 S. Dearborn CE 6-5353 Chicago 


WHAT, ME WORRY? 


You bet! I'm worried that I may not find 
the right agency to grow with. Evaluate 
my five years’ copy-contact experience! 
Be the first in your agency to receive my 
fact-filled illustrated résumé! Send $1 (to 
cover handling and mailing) with your 
mame and address to: 
Box 445 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ATTENTION: FELLOW JOB SEEKERS! 
Curious about other guys’ résumés? Send 
for your copy today! (Mailed in plain 
wrapper.) 


POINT 


STANDING OF THE FIELD. 


ARGUS 


Interested In Merchandising ? 


OUR WHOLESALE SALES MANAGER NEEDS AN ASSISTANT TO HELP 
IN THE PLANNING AND EXECUTION OF PROMOTIONAL PROGRAMS, 
OF SALE MATERIAL AND AS 
COPYWRITING, AND HANDLING SALES MEETINGS. 

WE ARE LOOKING FOR A MAN WITH LOTS OF IDEAS AND AMBI- 
TION IN MERCHANDISING AND SALES PROMOTION. IDEALLY WE 
WANT A MAN WITH SOME FIELD SALES EXPERIENCE, OR ONE OR 
TWO YEARS AGENCY EXPERIENCE IN MERCHANDISING. HOW- 
EVER, THIS IS SECONDARY TO ENTHUSIASM AND BASIC UNDER- 


REPLY BY LETTER TO EMPLOYMENT MANAGER STATING AGE, 
EDUCATION, EXPERIENCE AND SALARY REQUIREMENTS. 


405 FOURTH ST., ANN ARBOR, MICH. 


OTHER ACTIVITIES SUCH 


CAMERAS 


Advertising Age, February 11, 1957 


AN INVITATION 
TO ADVERTISERS 
AND AD AGENCIES 


The routine techniques used in the 
procurement of needed advertising 
or related people often prove ex- 
pensive and ineffectual. Conversely, 
my nation-wide exploratory efforts 
have been uniformly successful, due 
largely to confidential methods em- 
ploy in the fact-finding stages. 
As a consequence, current avail- 
abilities are at an all time high. 
Each registrant is a seasoned person, 
whose background and abilities have 
been carefully screened, analy 
and interpreted. 

Whether you need “Chiefs” or “In- 
dians”, or “in-betweens”, a cordial 
invitation is extended to investigate 
my specialized procurement and 
placement services. No obligation, 
of course. 


GEORGE E. PYLKAS 
Executive Advertising Consultant 


WABASH AGENCY 
202 S. State, Chicago 4, W Abash 2-5020 


COPYWRITER 


wanted by a prominent 
Chicago agency of medium size 
Consumer, industrial accounts; ail 
media. Agency experience desirable 
but not essential; so if you're a com- 
petent writer with three or four years 
in an advertising or sales promotion 
department (or equivalent experience) 
here’s the opportunity you've been 
looking for to break into the agency 


field. 
Box 446, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


STAFF ASSISTANT 
To 
ADVERTISING MANAGER 


One of our clients, a Dayton 
manufacturer, has an opening 
for a man between 30 and 40 
with both creative and manage- 
ment abilities. Approximately 5 
years’ experience in industrial 
or agency advertising essential. 

e position has unusual ad- 
vancement opportunities, paying 
up to $9,500 at the present time. 

e company is aggressive and 
progressive with 44 million in 
sales, an increase of 2% times 
since 1950. This growth record 
along with a challenging future 
in the advertising department 
will make an investigation worth 
while. Write in confidence to 
Don Kemper Co., 850 S. Patter- 
son Blvd., Dayton, Ohio, Mr. 
Parker, with experience résumé 
and personal data. New York, 
Chicago and Dayton interviews 
will be arranged. 


FINE OPPORTUNITY 


SALESMAN — ADVERTISING for 
prominent old established financial 
publication. Must have personality 
and appearance to contact and de- 
velop friendship of financial execu- 
tives. Fine opportunity in New York 
City office. Previous selling experi- 
ence not needed. Car necessary. 
Salary and expenses. Write: Box 448 
ADVERTISING AGE, 480 Lexington 
Ave., New York 17, New York. 


Extraordinary 
Space Sales 
Opportunity 

For The 
Right Man 


We want a one-in-a-million young 
space salesman 26 to 33 who can 
take command of a major terri- 
tory and build it to top potential, 
The right man will prove to us 
by his past performance that this 
is the kind of opportunity he de- 
serves, 

We will pay whatever it takes 
to buy this talent. If he is now 
making $7000, we will pay 
$8,000. If $10,000 we will pay 
eae If the record justifies 
it, we are prepared 
$20,000. ta a ee 
This opening is in the New York 
area with a leading industrial 
publisher, and has a definite man- 
agement future. If you feel you 
are this man, write fully to Box 
443, Advertising Age, 200 East 
Illinois St.. Chicago 11, Illinois. 
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‘Therapy’ Appeal May 
Be Used in Liquor Ads 


(Continued from Page 3) 
tribution soon, LBI says. 

A pamphlet on “The Medicinal 
Benefits of Beverage Alcohol,” by 
John Staige Davis, M. D., is on the 
desks of a number of executives in 
the distilling industry. By whom 
it is being distributed has not been 
learned. 

All of these points add up to 
something which, some people in 
the industry believe, may be of 
more than passing interest. 


= In the case of the cognac ad, it 
was written at the public relations 
office of Edward Gottlieb Associ- 
ates and placed in the WSJ by the 
Mason-Relkin agency. 

It was not cleared with the al- 
cohol and tobacco tax division of 
the Treasury Department, on the 
ground that a non-brand ad by an 
association need not be cleared. 

Liquor advertisers have been 
clearing their advertising with the 
tax body for years on a voluntary 
basis, although there is no specific 
legal authority requiring that ads 
be submitted to the agency. 

Brand advertisers get advance 
approval for ads to avoid viola- 
tions of the law regarding liquor 
advertising and labeling of dis- 
tilled spirits. Regulations set up to 
enforce the Federal Alcohol Ad- 
ministration Act, it should be 
noted, specifically prohibit any 
advertising of curative and thera- 
peutic effects of alcoholic bever- 
ages. 

The regulation says, however, 
that “advertisements shall not 
contain any statement, design, or 
device representing that the use 
of any distilled spirits has cura- 
tive or therapeutic effects if such 
statement is untrue in any par- 
ticular or tends to create a mis- 
leading impression.” 


® It is understood that there is a 
growing conviction among some of 
the younger executives in the liq- 
uor industry that the regulation 
relating to the therapeutic effects 
of alcohol has been over-strictly 
interpreted. It is believed that a 
test case by a brand advertiser 
may be undertaken soon. 

That is why so much signifi- 
cance is being attributed to the 
cognac ad, which actually is a cau- 
tious move in this direction—pos- 
sibly something of a trial balloon. 
A spokesman for the association 
said that it has received no critical 


ASST. AD MANAGER 


We want a young man who can write and 
think creatively, and who has a good 
knowledge of advertising and merchandis- 
ing. We're one of the country’s top appli- 
ance manufacturers. The pay and working 
conditions are excellent. Box 442. Adver- 
tising Age, 200 E. Illinois St., Chicago 11, 
Illinois. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 
appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, ILL. 
Entre! 6-5670 
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ADVERTISING-SALES PROMOTION 


Wanted by nationally known south- 
ern furniture manufacturer: A gen- 
uinely imaginative man in late 
twenties or thirties with at least 
three years solid experience in ad- 
vertising and/or sales promotion 
work, preferably in home furnish- 
ings. is man may now be in 
furniture retailing, with another 
manufacturer or an ad agency, or 
in sales promotion phase of pub- 
lishing. or —" Fjualities are 
imagination .. . and an enthusiasm 
that constantly — his mind me 
makes hard work a oem. | Ri 
rnan will have excellent oppo: unity 
for growth in this vega expand 
ing organization located in south 
If you are the man, please send full 
ae og —s ye or snapshot to 

oO. Yorktown Heights, 
Siew youn 


oa p a a 
Eick eek eee 
st eh ee 


comment on the advertising, which 
will continue on a weekly basis for 
about ten weeks. The cognac asso- 
ciation also has been running ads 
in medical journals on the thera- 
peutic value of brandy. These 
have run in MD, Journal of the 
American Geriatrics Society, the 
Prescriber and the Prescriptionist. 

Spokesmen for leading distillers 
declined to comment for publica- 
tion. But one executive frankly ad- 
mitted that if this type of ad- 
vertising were used it conceivably 
could expand liquor consumption 
among adults over 40 “to a con- 
siderable extent.” 


® He said also that sooner or later 
somebody in the industry probably 
will take a chance on a fresh in- 
terpretation of the regulations. e 


Assignment Shift at 
NBC Gives Kintner 
Added Responsibility 


(Continued from Page 3) 
CBS for rating and sales suprema- 
cy while trying to hold off the fast 
rising third network, ABC. Mr. 
Kintner originally came to NBC 
as coordinator for all color activi- 
ties, though it was indicated initial- 
ly that he would function on a 
broader level as well. 

Under this realignment, one of 
a series in recent months at NBC, 
he also will continue to direct the 
network’s constantly expanding 
color activities. 


s Mr. McAvity first came to NBC 
under the regime of former Chair- 
man Sylvester L. (Pat) Weaver Jr. 
In his new slot, he will concentrate 
primarily on long range planning 
for new shows and the acquisition 
of new talent for the network. 
Mr. McAvity will be chairman 
of the network’s talent and proper- 
ties committee and will serve as 
a member of the program board 
and the executive council, which 
sets over-all company policies. e 


New Bride's Book with 
Advertising Published 

The first edition of To The 
Bride, a new advertising-sponsored 
book for brides, has been pub- 
lished by To The Bride, a subsidi- 
ary of Standard Rate & Data Serv- 
ice, Evanston. The first edition, 
which contains 416 pages with 
white washable satin finish covers, 
will be distributed until May 15, 
when the second edition, including 
additional advertisers, will be out. 
The third edition will appear Oct. 
15, and a new edition will be issued 
every six months thereafter, the 
publisher says. 

The book contains sections on 
homemaking, illustrated with the 
advertisers’ products, and more 
than 700 recipes, which mention 
brand names of advertisers’ prod- 
ucts. Contracts with the adver- 
tisers run for one year, and ad 
rates are based on a guaranteed 
controlled circulation of 100,000 
copies. Distribution is through 
bridal consultant services of de- 
partment stores (only one in each 
city). Price in bookshops of those 
stores is $4.95. Rates in six classi- 
fications go from $4,000 to $10,- 
000, depending upon classification, 
frequency of usage and number of 
products from a manufacturer. 


Revlon Sales Up 66% 

Revlon Inc., New York, reports 
net sales for 1956 at $85,700,000, 
an increase of 66% over the previ- 
ous year. Net earnings will be ap- 
proximately $8,300,000 or $3.10 per 
share as against 1955 net earnings 
of $3,656,000 or $1.37 per share. 
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1956 Advertising Expenditures in Farm Publications 


Source: Farm Publication Reports 


General Motors Corp. 
American Cyanamid Co. ................ 
Ford Motor Co. 
International Harvester Co. ............ 
Massey-Harris-Ferguson 
General Electric Co. 
Chas. Pfizer & Co. 
Deere & Co. 


| Allis-Chalmers Mfg. Co. ©... 


General Foods Corp. 
Minneapolis-Moline Co. 
Western Auto Supply Co. ............ 
Chrysler Corp. evdiiocnithig 
Rexall Drug Co. 
Allied Chemical & Dye Corp. ........ 
Firestone Tire & Rubber Co. 
American Telephone & 
Telegraph Co. 
Goodyear Tire & Rubber Co. ........ 
Standard Oil Co. (Indiana) 
U. S. Steel Corp. 
J. Reynolds Tobacco Co. ........ 
New Holland Machine Co. 
Phillips Petroleum Co. 
American Tobacco Co. 
Johnson & Johnson 
Pillsbury Mills 
Swift & Co. 
Socony Mobil Oil Co. 
Dekalb Agricultural Assn. 
Quaker Oats Co. 
J. 1. Case Co. 
Brown & Williamson Co. ................ 
Texas Co. ...... 
Monsanto Chemical ry scatabliabetbanta 
Champion Spark Plug Co. .......... 
Union Carbide & Carbon Corp. .... 
Dow Chemical Co. ooo... ccs 
GIN GOI. ccorescscertsiesctiiesrscsncrerecees 
E. I. duPont de Nemours & Co. .... 


Sneeeeeeesenecececerereerees 


Hess & Clark 
New York Life Insurance Co. 
ye 4 en 
American Home Products Corp. .... 
Oar TTT. Git. cssssstitccacccnssescvcees 
National Steel Corporation ............ 
RRM UPI GR, ccscccccccsosscercee 
De Laval Separator Co. ................ 
Sinclair Refining Co. .............000... 
Caterpillar Tractor Co. oo... 
Colgate-Palmolive Co. oo... 
Corn Products Refining Co. ............ 
ES eee 
gt a eee 
Continental Oil Co. 
BE GE Ga | cccccesscctccess 
Babson Bros. Co. 
Homelite Corp. 
I Ee GO naecncesessccce 
Borg-Warner Corp. 
a 
Virginia-Carolina Chemical Corp. .. 
Keystone Steel & Wire Co. ............ 
SI SIRF GIG | enccesvitisbestendssccrscccoenss 
Weyerhaeuser Sales Co. ................ 
Food Machinery & 
Chemical Corp. .. 
Norwich Pharmacal Co. 
Portland Cement Assn. 
Campbell Soup Co. oo. 
American Electric Light & 
ES ee 
California Spray Chemical Co. ...... 
Studebaker-Packard Corp. .......... 
National Biscuit Co. 
McCulloch Motors Corp. 


Ball Bros. Co. — Riocestncsessepeenge 
Murphy Products Co. 
Equitable Life Assurance Society .... 


Pioneer Hi-Bred Corn Co. 
Western Condensing Co. 
Whirpool-Seeger Corp. 


1956 1955 
$1,800,603 $2,490,496 
1,673,560 853,457 
1,430,868 1,375,812 
1,298,106 979,806 
1,028,310 787,551 
881,239 816,843 
659,728 879,217 
596,329 479 637 
553,561 414,687 
544,152 582,275 
527,236 824,577 
485,890 557 406 
474,743 333,850 
444,105 352,568 
442,100 373,734 
440,173 304,822 
419,044 512,217 
409,615 331,286 
409,045 417,173 
405,190 331,421 
393,376 543,559 
370,619 413,495 
362,149 305,382 
359,509 313,487 
335,396 319,442 
323,436 220,361 
322,458 76,751 
315,350 447,707 
295,153 252,644 
291,929 257,602 
291,200 356,494 
276,720 364,548 
269,530 37,950 
264,704 238,927 
262,002 33,619 
260,448 284,808 
255,786 171,077 
253,895 167,847 
251,776 323,019 
246,967 217,826 
240,794 
238,881 
232,950 202,943 
231,522 204,461 
224,019 134,688 
220,949 184,266 
219,955 203,331 
209,880 178,895 
209,014 78,543 
207,815 146,850 
201,482 275,085 
197,090 174451 
194,298 301,377 
191,571 211,752 
189,817 93,894 
188,466 175,912 
186,891 176,086 
180,066 169,694 
174,347 194,099 
173,092 154,808 
172,261 150,414 
167,436 169,988 
167,082 169,478 
167,073 118,690 
164,082 164,639 
162,790 127,533 
161,333 200,911 
160,722 112,224 
156,130 — 
153,943 118,101 
153,274 137,831 
147,518 146,279 
140,450 169,860 
140,187 174,243 
139,474 102,998 
137,448 126,823 
137,280 43,800 
133,331 89,050 
133,206 101,690 
129,290 179,910 
127,795 6,508 
127,741 146,119 
127,480 136,034 
126,223 113,716 
125,690 16,800 
123,925 119,300 
122,630 95,597 
122,271 107,328 
119,460 82,500 
118,299 88,858 
118,273 179,495 
117,788 138,820 
116,310 138,540 
115,183 117,784 
113,564 161,026 
192,112 
112,030 154,572 
110,396 29,015 


ed 


89,860 | Stark Nurseries 


Be iia 28 pee a 


Kaiser Aluminum & 
Ch a Corp. 
I SII atestecitacnntenccncseetieseins 
LP-Gas Information Service ........ 
TP GiB Gas ccncsnstiteccinnssttisicnitonss 
Armco Steel Corp. . 
Fairbanks-Morse Co. ...... 
James Mig. Co. ...cccccccsseeees 
GOERS «GR perttectsscescceseccnceccntszeee 
Timkin Roller Bearing Co. ............ 
Cities Service Co. 


Aeeneereeeeeneneeenerceneees 
lo eee enenenenereererereeeeses 


Gamble-Skogmo .o...ccccccccceceeceeseereeees 
Brillion tron Works 
Electric Auto-Lite Co. occcccccccccecees 
Wolverine Shoe & Tanning Corp. .. 
Institute of Life Insurance 
Componies 
Olin Industries _.......... 
Abbott Laboratories 
Gehl Bros. Mfg. Co. 


IMinois Farm Supply Co. ................ 
Armstrong Cork Co. 
E.R. Squibb & SONS oo... 
Consolidated Products Co. 


H. D. Lee Co. 
Cargill Ine. 
American Potash 


Granite City Steel Co. 
ET SRI © sirceitestcmncsicrenesines 
Wisconsin Motor Corp. .........000000 


Funk Bros. Seed Co. ........cccccsceseeeeee 
Johns-Manville Corp. 
Bristol-Meyers Co. 
Mathieson Chemical Corp. ............ 


Sunray Oil Co. 
Alabama Flour Mills 2.0.0.0... 
Bagtee CGAP. ° serrecrsiserssriccnses 
Clorox Chemical Co. .......cccccceeeee 
Radio Corp. of Americe .................. 
Kentile Inc. 


Pennsylvania Grade Crude 
Oil Assn. 
Rileo Laminated Co. oo... 
Dunlop Tire & Rubber Corp. ........ 
Kewonee Machinery Co. ................ 
Oelwein Chemical Co. 
M ite Corp. 
American Agricultural 
eae 
Warren Petroleum Corp. .............. 
Dr. Salsbury’s Laboratories 
Tampax inc. . 
Savage Arms Corp. .....cccccceseereree 
American Motors Corp. ......00 
F. E. Myers & Bros. Co... 
Hartford Fire Insurance Co. .......... 
Armstrong Rubber Co. ..........00 
Colorado Fuel & Iron Corp. .......... 
Ft. Dodge Laboratories .................. 
Reynolds Metals Co. oo... 
W. F. Young Inc. ............ 
PUNE GIy carsnscatbicticdniness 
Spencer Chemical Co. ..........0600006 
Sunkist Growers 
SEIS Ts : scnichnnntapuncititinastitiienicine 
International Salt Co. 
Kellogg Co. 
Westclox 


FED Bis»: arensecerttecciinasclchcecedies 
Vicks Chemical Co. 
Gam OGae Cie cccesiccsescsssvsstiocervees 
Guthrie Balfour & Co., Ltd. 
Coast-to-Coast Stores .....ccccccecees 
Lehn & Fink Products Corp. .......... 
Cater FR Gar tetceemcnonen 
International Milling Co. .............. 
Pern QRS - ccensccnnsccncecvestsnsssiecssseed 
American Foundation of Animal 
Health 
Ruberoid Co. 
International Minerals & 
Chemicals Corp. 


Sunbeam Corp. 


47,119 


(Continued on Page 90) 
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4 1956 1955 . 
i. 109,990 65,548 aad 
104,902 102,912 ne 
‘9 104,666 118,737 ee 
om 102,038 214,617 a ae 
4 101,473 100,495 se 8 
ht 100,730 85,046 . 
: 99,868 75,901 i ie 
a General Mills ‘ 3 99,565 117,141 eet 
ee 99,470 101,780 iene 
- 99,466 136,277 vay 
& P J. R. Watkins 98,061 89,812 a ’ 
4 Singer Mfg. C 97,950 83,480 Kael 
di Bohlen Mig. Co. ....cccsecscsneesssnneenees 97,919 72,919 a 
see State Farm Insurance Co. ............ 95,155 204,948 ae 
an Pfister Associated Growers ............ 94,866 83,646 ae 
: Wesson Oil & 
2 | Snowdrift Soles CO. occ 94,800 49,000 
a | Dairy Equipment Co... 94,775 44,740 ee 
bs McMillen Feed Mills... 94,144 76,920 i 
et Land O’lakes Creameries ............ 93,927 72,582 pe 
5 93,850 25,030 a 
| ee oi et 4 
Bs 90,396 80,875 ae 
. 87,180 96,918 on 
| Call 
: 86,270 130,730 aiid 
86,205 75,750 
i 85,597 17,016 
85,244 74,743 
83,978 56,279 
ii 83,250 56,988 a 
a 82,479 52,489 ee 
82,251 109,083 ox 
a 0 aie. 81,965 92,864 i 
Institute ............ 81,384 77,115 ae 
Commercial Solvent Co. .............. 81,085 54,660 ing 
: 79,593 75,828 ae 
78,59) 75,319 tn 
PRE, TRIB. | cascecstscsccscnsntosesisccserecee | Homeggers 8 CO. ...cccccsccesceeserseees 78,032 94,084 i, Seo 
: | Aveo WB. COIs cccccsicsistericcesiccsereres EE, ED) eitienmerianininrpue 77,792 97,051 igs 
| Moorman Mfg. Co. ccccccccccecccesseen 76,821 81,924 ee 
3 Morton Salt Co, ——__ 74,394 61,338 a 
= Aluminum Co. of America ............ 71,380 100,400 rae 
® Standard Brands oo... 70,840 125,478 te 
K Leper Cn cciesssvetsesimncsrccsssorenee 70,756 54,602 ar 
i 1B. F. Goodrich Co. ..ssccccscsssesnnee 70,560 56,495 vs 
4 69,447 78,551 i 
69,125 63,500 Ee 
. 67,147 116,169 aes 
66,740 72,860 ree 
Cannon Mills ~ 66,250 56,500 a 
65,836 20,560 Bi 
65,636 69,525 goon 
; 65,520 21,300 oe 
64,770 68,807 a 
64,720 64,003 ee 
64,448 31,456 Serie 
aves i: 
64,250 92,895 a. 
63,918 73,758 i 
‘ 63,168 103,931 ae 
F 61,725 70,020 + 
61,633 49,077 
$ 61,100 — ie 
60,612 66,272 a 
a 60,457 41,812 eh bain 
60,435 53,020 7S ae 
59,897 57,896 i 
59,709 46,807 ae. 
59,166 80,352 — 
59,151 62,039 Al 
58,852 55,389 cal 
; 58,449 59,391 am 
; Bl “i CH 58,208 34,000 al 
oe 56,507 14,386 
E pateiees. 55,067 29,510 
D ae 54,567 55,585 
54,080 40,060 
Inland Steel Products ................... 53,310 29,140 ; 
John W. Eshelman & Sons sles 52,467 44,432 
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Legislators Drive to Limit Political 
Spending; Parties Disagree on How 


(Continued from Page 1) | 
National Chairman, H. Meade Al-| 
corn Jr., called for legislation to) 
prevent the use of union funds in 
political campaigns. 


s The report itself undoubtedly 
will be in great demand by fund 
raising organizations. Composed of 
ledger-size pages, and roughly as 
thick as a large metropolitan tele- 
phone book, it contains names and| 
addresses, together with amounts, | 
of thousands of individuals who 
contributed $500 or more in last 
fall’s election campaigns. 

From data contained in the re- 
port, spending by political parties 
and their allies included these to- 


tals: 

Radio and TV 

Newspapers . 
TOUT, TRC. cecccccecesscosscenscceccesssesseese 


and tv in 1956 was only slightly 
above 1952, the emphasis had 
shifted, with tv getting over $5,- 
000,000 in 1956, compared with less 
than $3,000,000 in 1952. 


® The report noted spending for 
tv exceeded mid-October prelim- 


cost of $7,450. The Minneapolis 
Star & Tribune ad, reproducing 
an editorial endorsing the Eisen- 
hower-Nixon ticket, had run in 
six newspapers—New York Times, 
New York Herald Tribune, Wash- 
ington Post-Times Herald, Chica- 
go Daily News, Detroit Free Press 
and Philadelphia Bulletin—at a to- 
tal cost of $9,115. The McGraw- 
Hill ad, “How Prosperous is the 
USA?—an Election Year Apprais- 
al,” had run in 15 newspapers at a 
cost of $36,933.68. 


s The report said some institu- 
tional ads expressing opinions on 
national issues escape precise clas- 
sification, so that it is difficult to 
determine whether they are po- 
litical or non-political. The report 
noted that the committee is con- 
cerned because institutional ads 
are not a deductible business ex- 


| pense if they are political; and also 


because anyone spending more 
than $50 for political purposes 
would be violating the law if he 
failed to file reports with the clerk 
of the House of Representatives. 
Illustrating its concern with the 
pattern of contributions revealed 


Outdoor Advertising in the 1956 Elections 


Foster & Kleiser ... 

General Outdoor Advertising 

John Donnelly & Son 

Pittsburgh Outdoor Adv. Co. ..... 
O’Mealia Outdoor Adv. Co. ....... 


Cream City Outdoor Adv. Co. ...... 


Naegele Adv. Co. Inc. 

Walker & Co. 

Stoner-McCray System 
ee 
Western Outdoor Adv. Co. ........ 
W. L. Denny Outdoor Adv. Co. ... 


Rogers & Rodgers Poster Adv. Co. .. 


Republican Democrat 
$135,423 $129,226 
83,178 60,862 
26,308 31,174 
é 11,132 9,675 
‘ 9,000 4,320 
5,834 o==aD 
2,995 
2,935 
2,458 
‘ 1,257 
> 552 
‘ 1,048 
1,060 


Total 
$264,649 


57,482 
20,807 
13,320 
5,834 
400 3,395 
375 3,31 
530 1,787 
1,230 1,782 
340 1,388 
120 1,180 


inary estimates by nearly $2,000,- 
000, indicating that both parties 
stepped up their activity unex- 
pectedly in the late stages of the 
campaign. With over $2,200,000 
poured into spot tv, the report said 


tv expenditures would have run/|taled $1,816,597 for Republicans| 


it not|and only $103,725 for Democrats. | Labor’s 
for the introduction of spot in 1956,|On the other hand, labor unions| parently 


substantially higher were 


and the improved time clearance | 
arrangements worked out by the 
networks. 

Newspaper expenditures were} 
computed on the basis of data| 
supplied by Media Records for 
political ads in 129 cities over a 
five-month period in 1956. Ex- 
penditures were based on the as- 
sumption that rates averaged 49'%2¢ 
per line. Linage for each paper is| 
itemized in the report. 

The report questioned the pro- 
priety of institutional advertising 
which appeared during the cam- 
paign period under the sponsor- 
ship of McGraw-Hill, the Guaran- 
ty Trust Co., New York, and the 
Minneapolis Star & Tribune. While 
the ads were referred to the De- 
partment of Justice, no action by 
the government was indicated in 
the report. 


® The Guaranty Trust ad, entitled | 
“The Real Giveaway,” had run in 
the New York Times, New York 
Herald Tribune, Wall Street Jour- 
nal, New York Journal of Com- 


merce and Business Week, at a 


by the report, the majority, con-| 


sisting of Sen. Gore and Sen. Mike 


| Mansfield (D., Okla.), noted that 


contributions in excess of $500 


jeach by officers and directors of|47 leading underwriters 


225 of the largest corporations to- 


spent $941,271 directly in support 


144,041 | 


Republican 


Program 
Production 


All Programs 
All Production 
ALL RADIO 


Programs 
Production 
Stations 


All Programs .... 
All Production 


$ 1,472,560 
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For Congress 
Republican 
$ 779,494 

34,191 


Democrat Democrat 


$ 641,909 
1,166,751 


Other Offices 
Republican 
$ 776,918 $ 632,319 $ 3,737,163 $ 2,746,788 


How Major Parties Used Radio-TV Funds in 1956 


Covers 97% of TV, 90% of Radio Stations 


For President 


Total 


Democrat Republican Democrat 


30,690 


1,733,073 


25,361 22,441 


136,022 


8,830 8,249 


1,306,027 


745,303 
467,049 
243,158 
35,096 
467 049 
268,519 
43,926 
518,338 
2,237 


611,219 
264,112 
310,732 
36,375 
264,112 
333,173 
44,624 
379,369 
442 


291,024 
2,004,090 
1,144,521 

721,822 

137,747 
1,280,543 
2,027 849 

428,771 
1,644,728 


1,549,347 
677,654 
751,218 
120,475 
927 683 

1,616,999 
202,106 

1,373,924 


2,237 


144,645 


442 


16,937 


120,568 


378,927 
302,243 
71,170 
5,514 
302,243 
71612 
5/514 


568,038 
478,101 
85,383 
4,554 
478,101 
85,383 
4,554 


7,140 
1,500,083 
1,224,851 

57,825 
17,407 
1,241,788 
378,393 
24,547 


517,250 
429,669 
81,860 
5,721 
429,669 
81,860 
5,721 


from Manhattan Island alone 
equalled total contributions to 
Democrats for all 48 states, ex- 
cluding Manhattan Island. 

Altogether, Republicans had 7,- 
751 contributors giving a total of 
$8,064,907, while Democrats got 
$2,820,655 from 2,663 contributors, 

The special report on contribu- 
tions by executives of 37 advertis- 
ing agencies which billed over 
$20,000,000 each in 1955, according 
to ADVERTISING AGE listings, showed 
contributions totaling $51,600 to 
Republicans and nothing to Dem- 
ocrats (AA, Feb. 4). A tabulation 
'of officers and directors of 10 top 
| holders of radio-tv licenses showed 
| $37,800 to Republicans and $1,000 
| fer Democrats. 


|@ Similar studies, giving the name 
of each company and the officer or 
director involved showed: 


| Dem. 


Rep. 
| 100 largest prime 
military contractors 
29 largest oil companies 
88 companies in atomic 
energy program 


$1,133,882 
344,977 


$40,975 
14,650 


387,342 34,700 


of bonds baie 
17 certified airlines 


total expenditure ap- 
exceeds $3,000,000, in- 
|cluding $2,157,000 by national or- 


237,800 
132,150 


2,000 
31,600 


How Parties Spent in 


Presidential and Congressional Contests Only 


Total Radio-TV 
1952 1956 1952 
$3,447,734 $4,036,935 $1,643,000 


2,573,576 2,971,143 1,303,916 


41,067 47,975 3,503 


Total TV 


Republicans 


Democrats 


Others 


Radio-TV: ‘52 and ‘56 


Total Radio 
1952 1956 


1956 
$2,960,245 $1,803,825 $1,076,690 
2,114,469 1,269,660 856,674 

25,134 


37,564 22,841 


of Democrats and labor leaders 
gave $16,500 to Democrats and 
only $2,500 to Republicans. 


s The report noted total contribu- 
tions to Republicans in New York 
State, $2,382,047, almost equalled 
total contributions to Democrats in 
all 48 states, including New York, 
and contributions to Republicans 


ganizations and $830,000 by local 
groups. Much of labor’s spending 
was through various groups, par- 
ticularly congressional campaign 
committees of Democratic candi- 
dates. Of the total, nearly $1,000,- 
000 was spent by labor’s political 
action committees, almost entirely 
in support of Democratic candi- 
dates. * 


Republican 
Lines 
33,863 $ 
54,997 
79,418 
704,110 
1,236,564 


*Total (5 months) 2,108,952 $1,068,5 


Dollars 
16,762 
27,223 
39,312 
348,534 
636,679 


Newspaper Political Ads in 129 Cities, 1956 


Democrat 
Lines Dollars 
39,207. $ 19,407 
87,183 43,156 
79,543 39,374 
505,521 250,233 
794,511 393,283 
1,505,965 $745,453 


Lines 
559,395 
399,397 
572,420 

1,401,259 
2,055,617 


10 4,988,098 


* Includes $25,000 for 850 lines in American Weekly in November. 


Unassigned 


Total 
Dollars 
$ 313,070 
268,081 
362,034 
1,292,395 
2,047,492 
$4,283,072 


Lines 
632,465 
541,577 
731,381 

2,610,900 
4,086,692 
8,603,015 


Dollars 

$ 276,901 
197,702 
283,348 
693,628 
1,017,530 
$2,469,109 


(Continued from Page 1) 
ferent result upon the subsequent 
adoption and issuance of the for- 
mal decision.” 


® The cautious wording of the an- 
nouncement indicates the delicacy 
of the change FCC is making. 

In the past, “Instructions to 
Staff,” which represent the tenta- 
tive decision of the commission, 
were supposed to be secret. This 
left the commission time to change 
its mind after the text of a final 
decision was drafted by the staff 
and submitted for approval. 

It was the vote on these “In- 
structions to Staff’ which had be- 
gun leaking out in quantity during 
recent weeks. There have been 
charges that some of the leaks 
were deliberate, to tip off politi- 
cally powerful factions that they 
were losing out in the contest for 
tv permits or to warn industry 
leaders that controversial rule 
changes were being proposed. 


s While commissioners preferred 
the old system because it left them 
free to shift their position when 
they were faced with the text of a 
final decision, the breakdown of 
security is known to be so wide- 
spread that the change was adopt- 
ed. The use of the term “Instruc- 
tions to Staff’ was adopted 
because FCC’s rules give impor- 
tant procedural rights to litigants 
which are timed to the date in 
which a final vote is taken, and it 
was necessary to make clear that 
these legal rights are not altered 
by announcement of tentative 
views. 

The causes and mechanics of the 
FCC’s “black market” were out- 
lined and explained exclusively in 
“This Week in Washington” in Ap- 
VERTISING AGE Jan. 28. 


® As AA pointed out, leaks “are 
the recognized way of life at the 
FCC and inevitably will be as long 
as the commission tries to hold up 
the release of decisions for several 
weeks after a vote has been taken, 
or to hide controversial reports 
long after the commissioners have 
begun squabbling over them.” 
FCC has apparently adopted a 
modified version of an informa- 
| tion system adopted by the Civil 


Aeronautics Board last summer. 

After finding that “leaks” from | 
its meetings resulted in manipula- 
tion of Northeast Airlines stock, | 
CAB decided its actions would be | 
announced while the board is still 
meeting, so that there would be 
| no possibility of leaks. | 


' 


FCC Vows Quick Word on Decisions 
as Antidote to News ‘Leak’ Trouble 


FCC apparently will not an- 
nounce the tentative decisions for 
several hours—probably overnight. 
While this still. leaves insiders 
time in which to pass tips to their 
friends, it represents an improve- 
ment over the previous procedure, 
which enabled news to generate 
in a black market for a period of 
several weeks before any official 
announcement was made. 


® Meanwhile, “Instructions to 
Staff” leaked out from the com- 
mission earlier this week before 
the adoption of the new procedure 
included a tentative decision to 
make Evansville, Ind., and Fresno, 
Cal., “all uhf” and leave Madison, 
Wis., an intermixed uhf-vhf mar- 
ket. . 


CECIL B. HIGHLAND 

CLARKSBURG, W. Va., Feb. 
Cecil B. Highland, 80, president 
of the Clarksburg Publishing Co., 
publisher of the Clarksburg Ex- 
ponent and the Clarksburg Tele- 
gram, died here yesterday after 
collapsing in his office. 

Mr. Highland, a giant physi- 
cally, had been a_ controlling 
figure here for many years. He 
engaged personally in virtually ev- 
ery controversy that developed in 
his newspapers. The most cele- 
brated was a legal fight in 1954 
before the Federal Communica- 
tions Commission. He tried to 
prevent the Ohio Valley Broad- 
casting Corp. from opening a tele- 
vision station in Clarksburg on the 
ground that it would hurt his 
business as a newspaper publish- 
er. The FCC’s decision rejected 
Mr. Highland’s argument and re- 
instated the construction permit 
which had been suspended during 
the hearings (AA, July 12, '54). 

From 1925 to 1929 Mr. High- 
land served in the state senate, 
and he was active in the state 
Republican party until his death. 


i— 


MILLER CROSS 


Fort LAUDERDALE, Feb. 5—Miller 
Cross, 67, former vp and director 
of This Week Magazine, died here 
yesterday. He had been a resi- 
dent of Fort Lauderdale since his 
retirement two years ago. 

Born in Johnston, N. Y., Mr. 


|Cross was graduated from Ham- 


ilton College in 1910. After leayv- 
ing college, he joined the Crowell 
Publishing Co. in New York. In 
1935 he joined This Week Maga- 
zine as an officer and director 
and remained with the organiza- 
tion until 1955. 
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ABP Completes 
Revamp of Agency 
Credit Data Setup 


(Continued from Page 1) 


source for business paper publish- 
ers. 


s The new agency financial data 
form asks for such information as 
officers of the agency, percentage 
of ownership, length of time es- 
tablished, number of employes and 
clients and names of credit refer- 
ences, plus general information 
on financial condition, usually 
found on any balance sheet and 
profit and loss statement. ABP, Mr. 
Beard emphasized, no longer will 
have a recommended agency list 
for its members. 

The change in the agency credit 
service was necessitated by the 
consent decree that ABP and other 
advertising and publishing associa- 
tions signed last spring with the 
Justice Department (AA, May 28, 
56). Last summer ABP made a 
poll of its members on the type of 
agency credit rating they desired 
(AA, July 30, ’56). 

“We are now back to the basic 
purpose of this service,” Mr. Beard 
said, “which is to collect all the in- 
formation we can on all business 
paper agencies that are willing to 
provide it, and to have it avail- 
able for publishers’ reference.” e 


Ford Sales Were 
Off 16.9% in ‘56 


DEARBORN, Micu., Feb. 6—Net| 
sales for the Ford Motor Co. hit) 
$4.6 billion last year, a 16.9%| 
slump from record sales in 1955, | 
but still the second best sales year | 
in Ford history. 

Ford’s net income last year 
amounted to $236,600,000, 45.9% 
less than in 1955, but higher than 
in any other year except 1950. Per 
share earnings amounted to $4.38, 
compared with $8.19 in 1955. 

The company revealed that fac- | 
tory sales of Ford, Mercury, Lin- 
coln and Continental cars and Ford 
trucks amounted to 1,963,857 units, | 
24.8% below the 1955 level. The| 
company’s share of the total in- 
dustry sales of passenger cars last | 
year was 28.7%, slightly higher 
than its 1955 share. 


by the company in 1956 for expan- 
sion, modernization and replace- 
ment of facilities (excluding spe-| 
cial tools). 


CHRYSLER REPORTS 
23% DIP IN ‘S56 SALES 

Derroit, Feb. 8—Chrysler Corp. 
reported a drop of 80% in 1956) 
earnings from 1955; dollar sales 
were 23% lower. 

Sales for 1956 were $2,676,334,- 
431, compared with °55’s record 
sales of $3,466,222,350. Net earn- 
ings were $19,952,969, or $2.29 a 
common share, compared with 1955 
net earnings of $100,063,000, or 
$11.49 a share. 

Profit for the last quarter of the 
year was $13,681,000, or $1.57 a 
share. In the previous. three 
months, Chrysler had a deficit of 
$12,399,199. 

Sales of passenger cars and 
trucks during 1956 amounted to 
1,077,877 units, compared with 1,- 
579,215 units in °55. Chrysler ac- 
counted for 16.3% of all U. S. new 
car sales last year, compared with 
17.1% in 1955. e 


Shoes to Shine in Easter Push 
Leather Industries of America, 
New York, estimates that 50% of 


the nation’s press will run pre- 
Easter shoe fashion promotions. 
This optimism is based on re- | 
quests from more than 700 news- 

papers for 
Afoot,” 
plement prepared by the LIA. 


Last Minute News Flashes 


General Foods Sets Drives for Salad Dressing Mixes 


Wuite Puans, N. Y., Feb. 8—The Perkins division of General Foods 
Corp. expects to attain national distribution by April of its Good Sea- 


sons salad dressing mixes and will launch a heavy advertising campaign | 


in May in newspapers, magazines, tv and radio to introduce its new 
American-French salad mix. Ads will break May 5 in The American 


Weekly, Parade, This Week Magazine and other newspaper supple-| 
ments. In June and July four-color ads will be used in American Home, | 
Better Homes & Gardens and Sunset Magazine. Arthur Godfrey will | 
kick off the network radio and tv advertising May 9. Foote, Cone &| 


Belding is the agency. 


FCC Awards Miami Channel to Airline Subsidiary 


WASHINGTON, Feb. 8—The Federal Communications Commission to- 
day announced the award of Channel 10, Miami, to Public Service 
Television, a subsidiary of National Airlines. Public Service was one of 
four applicants for the vhf channel. 


Stowell Named Ogilvy, Benson Exec VP 


New York, Feb. 8—E. Esty Stowell, who resigned a year ago as exec 
vp of Benton & Bowles, has joined Ogilvy, Benson & Mather as exec 
vp. At B&B, Mr. Stowell was the agency’s top man on its General 
Foods business. 


Wood Heads New Mutual of N. Y. Marketing Unit 


New York, Feb. 8—Mutual of New York, life insurance company, 
has named Dr. Homer G. Wood, formerly manager of marketing and re- 
search of Grey Advertising Agency, to head its new marketing division. 
Dr. Wood will take over as assistant to Stanton G. Hale, vp of sales, 
with whom he will work in developing and improving methods of mar- 
keting and merchandising of MONY’s insurance lines. 


McGraw-Hill Weighs New Purchasing Book 

New York, Feb. 8—McGraw-Hill Publishing Co. is researching a new 
publication for purchasing men which, if it materializes, may be called 
Purchasing Week. Studies have been made of the function, editorial 
needs and advertising opportunities for such a publication, but it will 
be at least two months before the company reaches a decision on wheth- 
er or not it will launch the contemplated paper. 


Kraft Names McCann for Portion of British Business 
Lonpon, Feb. 8—Kraft Foods Ltd. has appointed McCann-Erickson 


Advertising Ltd. to handle “new product developments” in Britain. This 
is the first time a McCann office has handled Kraft business any- 


| where. J. Walter Thompson Co. continues as the main Kraft agency 


here. 


‘Chicago Tribune’ Unveils New Food Section Feb. 22 

Curcaco, Feb. 8—The Chicago Tribune is bringing out a new, full- 
size newsprint magazine section Feb. 22 which will be devoted exclu- 
sively to food articles, pictures and advertising. The section will be pub- | ; 


lished every Friday and will go to readers in the Chicago metropolitan 
area only. 


Guido Is New Ad Head of American Bakers Co-op 


New York, Feb. 8—Richard J. Guido, formerly advertising manager 
of the bakery division of American Machine & Foundry Co., has joined 
American Bakers Cooperative, Teaneck, N. J., as advertising manager. 
He also will assist Joseph J. Kozak, director of merchandising for the 


| cooperative, which serves wholesale and retail bakeries throughout the 
U. S. and Canada. 


Tiernan Joins ‘Coronet’ 
A record $530,000,000 was spent | yes J me Cc hat t Chicago Sales 


New York, Feb. 8—Joseph P. Tiernan has joined the Chicago sales 
staff of Coronet. He was formerly western manager of Everywoman’s 


| Magazine. 


MacPherson Joins Calkins; Other Late News 


e James MacPherson, formerly with Warwick & Legler, has joined 
Calkins & Holden as an account executive. He will handle the account 
of George W. Luft Co., manufacturer of Tangee cosmetics. 


e V.T. Mertz, account supervisor and a major stockholder at Tatham- 
Laird, Chicago, is retiring and will reside at La Jolla, Cal. Now 53, he 
will engage in consulting work in the cosmetics field. Mr. Mertz joined 
Tatham-Laird seven years ago and has headed the agency’s work on 
the Toni Co. account. Before joining Tatham-Laird Mr. Mertz was a 
vp of Dancer-Fitzgerald-Sample and exec vp of H. W. Kastor & Sons. 


e At a joint board meeting in Hollywood, Fla., directors of the Na- 
tional Assn. of Radio & TV Broadcasters approved a much expanded 
public relations program, including a pr staff twice as large as the 
present one. It also recommended changing the trade group’s name 
back to National Assn. of Broadcasters, the change to take effect at 
year’s end if approved by association members. 


e Good Humor Corp., New York, will begin a tv spot campaign in 
April covering New York, Detroit, New Haven, Chicago and Miami. 


The drive is planned for eight to ten weeks. MacManus, John & Adams 
is the agency. 


e John K. Dunn, formerly vp and sales director of National Transitads, 
has joined the New York sales staff of Outdoor Advertising Inc. 


e Two more newsprint mills—Southland Paper Mills, Lufkin, Tex., 
and Crown Zellerbach Corp., San Francisco—have increased their 
prices on newsprint $4 a ton, effective March 1. This now makes 11 
mills that have raised prices on newsprint since Jan. 1. 


e Joseph Salganik has resigned as sales manager of Revlon Inc. to join| The agency will specialize in han- 


Hazel Bishop Inc. as exec vp. Previously he was a sales executive with | 


Toni for nearly ten years. 


e Roger Purdon, formerly vp and copy director of Bryan Houston Inc. 
has joined McCann-Erickson as a vp and head of the Chrysler account 
| roup in New York. 


“Spring Fashions | e Victor Hasselblad Inc., New York, has appointed Kameny Associates 
eight-page newspaper sup-| to handle advertising for the Hasselblad line of single lens reflex cam- 


eras and photographic accessories. 


‘land clients. 


wa | Ge Le al wi 


NEW BABY—This page, scheduled for 
the initial issue of Camera 35 (out 
in March) and other photo maga- 
zines, is the first of a series for 
H. A. Bohm & Co., Chicago, new 
distributor of Voigtlander cameras. 
Gourfain-Cobb & Associates, Chi- 
cago, is the agency. 


Edsel Line to Be 
All Middle-Price, 
Krafve Explains 


Detrorr, Feb. 6—Ford Motor | 


Co.’s Edsel division surrendered 
some details today on the forth- 
coming Edsel line of autos, includ- 
ing the fact that the line will be 
entirely in the middle-price range. 

Richard E. Krafve, Ford vp and 
general manager of the division, 
told a press conference there will 
be four series of Edsels, with a to- 


tal of 18 models. At the lowest-| 


price end the line will start with a 
“Ranger” series, then work up in 


price through “Pacer,” “Corsair” | 
and “Citation.” There will be a| €c@use of closing adjustments. 


“complete mix” of sedans and 


| 


VOIGTLANDER Curtis’ Gross, 


Net Rose in ‘56, 
MacNeal Reports 


‘56 Ad Revenue Made 
Across-Board Gains, He 
Says; Sees Record ‘57 


PHILADELPHIA, Feb. 7—Robert E. 
MacNeal, president of Curtis Pub- 
lishing Co., predicted a record- 
breaking year for his company in 
1957, with gross operating revenue 
topping the 1956 total, which is es- 
timated to be approximately $5,- 
000,000 above the $179,800,000 fig- 
ure for 1955. 

This would bring the 1956 gross 
total to about $185,000,000, but Mr. 
MacNeal specifically refused to 
“pinpoint” the 56 figure. 

In a statement to the press, Mr. 
MacNeal declared that one of the 
items which may affect the rev- 
enue for the coming year is a 
postal rate increase. He had said 
previously, at a hearing of the sub- 
committee of the Senate post of- 
fice and civil service committee, 
that Curtis’ domestic postage costs 
in 1955 were about $7,857,000. 

Mr. MacNeal’s prediction fol- 
lowed his report on the company’s 
estimated 1956 figures. 


® He said actually last year’s fig- 
ures would be $10,000,000 ahead of 
the previous year, since the 1955 
gross included approximately $5,- 
000,000 in non-recurring revenue. 

All three Curtis books, The Sat- 
urday Evening Post, Ladies’ Home 
Journal and Holiday, recorded new 
ad revenue records in 1956, Mr. 
MacNeal said. As for earnings, he 
said they were difficult to estimate 


Curtis generally reports its offi- 


hardtops, plus station wagons and °!@! figures in March. 


convertibles, Mr. Krafve said. 
He told reporters the company 
still plans to introduce the Edsel 


next fall, added that it may start) 


signing dealers in the next four to 
six weeks. The division’s goal is 
1,200-1,500 dealers initially, he 
said. «© 


NBC Sets Color TV 
Net of Owned Ouitlets 


New York, Feb. 7—Starting Feb. 
18 the National Broadcasting Co. 
will offer advertisers an early aft- 
ernoon “network” comprised of its 
seven owned tv stations. 

This hookup will be programmed 
“live” from 1 to 2:30 p.m., EST, 
Monday through Friday, with the 
first 30 minutes of entertainment 
provided by Tex and Jinx Mc- 
Crary, in New York. The rest of 
the time will be devoted to a color 
variety production from Chicago. 
These shows can be bought on a 
participation or program basis, but 
NBC would not quote prices. There 
will be no combination discounts. 

The network’s owned tv stations 
include WRCA-TV, New York; 
WRCV-TV, Philadelphia; WRC- 
TV, Washington; WNBC, Hartford- 
New Britain; WBUF, Buffalo; 
WNBQ, Chicago, and KRCA, Los 
Angeles. - 


Ryan-Norris Bows in L.A. 

Helen Ryan and Helen Norris 
have formed a new service agency 
in Los Angeles, Ryan-Norris, with 
offices at 6253 Hollywood Blvd. 


dling full-time public relations 


| programs, and special promotional 


campaigns for advertising agencies 
Most recently Helen 
Ryan was public relations and pro- 
motion director of Marineland of 


He declared that 1956 net figures 
would be better than he had esti- 
mated last November. At that time 
he said earnings would be better 
than those for any of “the past five 
years.” In 1955, Curtis earned $4,- 
080,788, or 40¢ per common share. 


® The company’s outside publish- 
ing activities, including Bantam 
Books and Science & Mechanics 
Publishing Co., in which Curtis has 
substantial stock holdings, have 
proved profitable, he said. 

Asked about whether Curtis is 
planning any new ventures, he said 
it had properties under surveil- 
lance but had no present plans for 
additions or for another publica- 
tion. . 


New Topeka Daily Planned 

Two Chicago attorneys have an- 
nounced plans of a client group to 
publish a new daily evening and 
Sunday newspaper in Topeka, Kan. 
The attorneys, Robert M. Prince 
and Hobart Early, said the group 
arrived at its decision after a sur- 
vey of Topeka merchants and bus- 
iness men, and has been assured an 
adequate supply of newsprint. 
They said they are not at liberty 
to disclose members of the group, 
whether it has newspapers else- 
where, or whether it has set a pub- 
lication date or arranged for a 
plant. 


Linton Breaks National Ads 
Linton Co., Lewisburg, Tenn., 
20-year-old manufacturer of lead 
pencils, has begun its first national 
advertising campaign with a series 
of 17 small-space ads in Look, 
starting with the Feb. 5 issue. The 
ads feature “Linton Pencil Puz- 
zlers” and offer readers a free pen- 
cil puzzle book. Merchandising and 
business paper advertising is aiso 


the Pacific. Helen Norris has been | running in support of the national 


public relations associate with, the | campaign. E. T. Howard Co 


. New 


Los Angeles County Medical Assn.’ York, is the Linton agency. 


ee eS er ee cotati ss ea cs IM NS a ey wm bs ine awl Sa alc Gig oon = a Data Meera ea Ss i i, ig ee) ee ae eae eee | ee 
i See oe ones ee pat Shaka aa be a eee ee ie : nine tear Ce eo eee Se a hee es Loe Sees. ee eee a: el oS tt hes er a agen 
a ieee ee a ae eee ee See: ake a ee ee a le apy eo Ie a 5 Dee 4 ae ee 
BRE tae Pal ea ae tat ccigehiy ater 3 cae Eom el das ete Pee ae : ") ee 4 sees Ngee Se OE i at ee nrc ao eee eee Re eeememerr eee MS Pe Tene en wae <1 Se ee pate rome ie Me gmerere yr” Bas ma" 
Be he ; P ° a 
. 
| ee 89 es 
i 
ata 
ee ca 
om, 
| ee 
| _ 
“ 4 ay ie 
| a PS i 
{ v4 , thee 
\ ” a 
{ on 
| ee Me - : hs 
| ee5 4 Re 
| ss os 
7 f 
, . ‘ 
: a a 
| Ww. se & ee 
aad — rates 
| . oe 
\ Va Eso 
{ #+ eo 
ws age 
‘ ‘Voiglllindet ees 
eee S 
\ ee 
See pa 
. Ps ? i 3 
: eae, 
zon 
Peas 
+ ee 
- 
SOBs 
Pee 
‘ Pky: ae 
hes, 
de 
— linieeindilenes ses 
= 
' a." 
} gen 
pe = 
| ae 
ee 
ai 
tk 
ae 
$e 
=e 
ce 
Rint 
me 
ort 
i ae 
3 ee 3 
a | . 
ee / 
j a S 4 
3) 
ee 
Hees 
rr ee 
ee 
ie 
or 
ie 
f 2 
va 
oa 
an 
» 
~ 
= rg 
4 
ie 
atts 
oa 
ae 
des 
ne 
a 
¥ ee 
ee ee fs 
rs 
a y 
PT TT 4 
ee ee ® 
pa 
tf 
re 
ee ee 
sie a lame i en REET Marie Me ct We pes fying ee i ee RE a Ys oo ae oe ite. glewl bi) Seg oie Se eee eS Dn tht wy di eee eee epee ee Re 
3 ee oe Fg Ne od ater ee a > iene A hy { vege fae ae By ic Boke Z ok eee : 4 Da poe! v me 4 te Peis 
: it 4 2 ee ee Bia eg ete ray i ‘ ; a ‘ anes a Mice ate 
. : ag She Tita ie Spite: i : y Mite Re “= 7 Pe. te ene 
= ra : : ; ; fa Par > oh eee ae Wana a ee ry 4 wd Bes ata ct 4. Sey meas eee <a) ee ag he eee ee Re Seo bg?) SaaS 2 ee cea 
aac ee eat b artaae ier Soe es ue os force ties a eg gas cee Be sel mn are: nee eae ee oti Cage Marek Te iss! sities ES Bete ii J eer) shaldicctt SS ene hie We SE aa ae 
NOS PSE ir ge a nian eh iE ON oY adh ea ans Vice ee, er dage e Naat ten Pea MLSS pie ay om Oe : gts aS Ne Neate ee rt ee ee eer eee ere Ca eer keg , es Per berg 


TV Now Loses 


Advertising Age, February 11, 1957 


1956 Advertising Expenditures in Farm Publications 


Sindlinger & Co.’s studies, tradi-| 
tionally 60% female and 40% male. 
| The result was an increase in the 


to Theaters, 
Says Sindlinger 


by the impact of tv.” 

Actually, he said, steady gains 
in theater attendance began to 
show up late in 1954, and by Au- 
gust, 1955, the 70% tv ownership 
level had been reached nationally. 
Theater operators would have con- 
tinued to show sharp increases in 
business from then on, Mr. Sind- 
linger noted, had it not been for 
two outstanding errors by the mo- 
tion picture industry. 


® The first of these, he said, was 
Hollywood’s concentration on films 
with predominantly masculine ap- 
peal, in spite of the fact that mov- 
ie audiences were, according to 


Explanation: ~~ . 
TULSA, No. 2 Market , 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
ond only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,008 WATTS 

* BILLION DOLLAR MARKET 


Representative 


number of people, particularly 
women, who said they didn’t want 
to go to the movies because there 
was “nothing playing they wanted 
to see.” 

This failure on Hollywood’s part 
to understand its market cut into 
the attendance rate of the most 
frequent movie goers, Mr. Sind- 
linger said, and this had a tre- 
mendous effect on the nationwide 
box office figures. 

A second major mistake was 
made, Mr. Sindlinger went on, 
“when shrewd tv personalities and 
advertisers cajoled Hollywood in- 
to permitting them to display its 
perishable product.” 


s “It was the act of bringing Hol- 
lywood into the living room that 
stole much of your box office dur- 
ing the September, 1955, to July, 
1956, period,” he told the drive-in 
operators. “Every night but Satur- 
day, the interest on the part of 
the public in Hollywood—an in- 
terest that was just beginning to 
intensify through the course of na- 
tural behavior trends—was cashed 
in on by everyone but the [mo- 
tion picture] industry itself.” 

This year, Mr. Sindlinger said, 
tv is offering nothing new but a 
continued supply of “new-old” 
Hollywood features. Consequently 
the theater operators, in spite of 
Hollywood's errors, are now really 
beginning to enjoy marked gains 
in attendance. 

Tv should not be underestimated, 
however, as a stimulus for sending 
people off to the theaters, he 
warned. If properly used, he said, 
tv can be an excellent theater 
promoter, as evidenced by the fact 
that it has already done just that 
and on a large scale. 7 


Magee Sets Spring Push 
Magee Carpet Co., Bloomsburg, 
Pa., will feature “Mary’s little 
lamb” in its spring campaign in 
shelter and women’s service mag- 
azines. The company’s “Encore” 
pattern will be featured in ads run- 
ning in February and March issues 
of American Home, Better Homes & 
Gardens, House Beautiful, Living 
for Young Homemakers, McCall’s, 
New Homes Guide, Sunset Mag- 
zine and Woman’s Day. In April 
and May issues of these magazines, 
the design called “Grand Canyon” 
will be featured. Grey Advertising 


Agency, New York, is the agency. 


JAHN &@ OLLIER 
ENGRAVING CO. 
Photoengraving and 

Offset plates 


817 WEST WASHINGTON BLVD. 
CHICAGO * MONROE 6.7080 


ENGRAVING © 
EXPERIENCE 


ELECTRO-MATIC 
ENGRAVING CO. 
A Division of Jahn & Ollier 
Photoengraving 


817 WEST WASHINGTON BLVD. 
CHICAGO ¢ MONROE 6-7080 


*Free Van Gogh print, suitable for framing. Send your name on your company letterhead. 


(Continued from Page 87) 


1956 
$ 46,945 
46,610 
46,604 


BA, WO. Beer Cen. ...coccccrcesorsceccscenesee 
Kelly-Springfield Tire Co. «0... 
Hanson Chemical Equipment Co. .. 
Cooperative G.L.F. Exchange 
Wheeling Corrugating Co. ............ 
Motor Wheel Corp. «0... 
Papec Machine Co. .......ccccccsereeeeeee 
National Board of Fire 
Underwriters 
Dr. L. D. Legear Medicine Co. ...... 
Western Land Roller Co. ............ 
Crete Mills 
Clinton Machine Co. ..... 
Deep Rock Oil Corp. ..... 
Hazel Atlas Glass Co. ......:.ccceseees 
Revere Copper & Brass Co. .......... 
Westinghouse Electric Corp. .......... 
Bowes Seal-Fast Corp. ..........-000+ 
Purolator 
Pittsburgh Plate Glass Co. ............ 
H. D. Hudson Mfg. Co. «0.0... 


Channel Master Co. ..... 
Wiathmore Feed Co. ......cccccccceees 
Oyster Shell Products 

American Chemical Paint Co. ........ 
Dempster Mill Mfg. Co. .........0000 
Canadian Government 

ID TR GB, ccecccececncecncccceseveeceseee 
Schreider Mills 

F. S. Royster Guano Co. ............00 
Thoresen Direct Sales 

PIII GEM, dibatstittibecccsetcesconsccesoccsoezece 
Bi WER Bae Gen ccccccccsccssccsccccesse 
Chemstrand Corp. .........ccccveeveeserees 
Mentholatum Co. inias 
SIE IID... cncoveuperenintpesinenstovece 
U. S. Brewers Foundation 
PUD TID © apectnccectcecccccccoreccsceccnces 
Babcock Poultry Foundation 


Goere OC. occccecece.ecosees 

Tappan Stove Co. «0... 
Radio Stations (Various) 

Stone Mountain Grit Co. ................ 
Congoleum-Nairn 

Excelsior Institute 

Geigy Co. — 
Fox River Tractor Co. «2.0.0... 
if fg Sa en 

Zenith Radio Corp. .... 


Clark Grave Vault Co. ........005 
Esso Standard Oil Co. oo... 
Aluminum Goods Mfg. Co. ............ 
Anchor Serum Co. oo.....cccccccccceees 
ST, dtsnenssnssscovestuiniincees 
TIT aicchtiatsctisncgnncstesssneoenee mn 
BD GD GN, ccscccccncccccosccneeccsccces 
Bethlehem Steel Co. oo... 
Alfalfa Seed Council 

American Dairy Assn. .......... 
Russell-Miller Milling Co. .............. 
Burlap Council 

STII TIDE « Secdsccrccosscnscsinapnesion 
C. |. T. Credit Corp. 


White Sewing Machine Co. .......... 
Fee Wa DOERR GB. cccecccecsccnsescsescese0e 
State of Florida 

PRRROe GI Ge, cccececcccccccsscccccccees 


_ fh a Se ee 
CD TI, | siccestetsiceticlitattaisinibvsenseses 
Perfect Circle Corp. ..........cccccecesesere 
Vineland Poultry Laboratories 
SN. I Aiestieretdctetcttiescesececesoxs 
Crown Zellerbach Co. ..........cccccc00e 
Globe Miller Ie. ....cecsccecccccsccceseese 
Steckley Hybrid Corn Co. .............. 
Colonial Poultry Co. 

Corning Glass Works 

American Scientific Laboratories .... 
Sears, Roebuck Co. ..........ccccccccceues 
Fant Milling Co. ........ 
| 

SO HUE GD itnenceiats * dcctencicnn. - 0s 
Stauffer Chemical Co. ..0........0000. 
Anaconda Copper Co. ............0000. 
Hulman & Co. oooecccecccesene 
Cudahy Packing Co. ...... 

National Gypsum Co. oo... 
ee CE 
Carter Carbureter Co. o.........cccn. 
Sudbury Laboratories 


9,600 
Clay Equipment Corp. .............0... 32,174 
ie. Te III, ict cacninsensenie 
Tide Water Associated Oil Co. ...... 
Davison Chemical Corp. ................ 
Black, Sivalls & Bryson, Ine. .......... 26,621 
Curtis Circulation 18,380 
Sunset Equipment Co. .............0.. 445 
Anderson Box Co. oo...cccccccccscesseeeee 9,776 
Smith-Douglas Co. .........c.ccceccesesesere 27,079 
Heislorf & Nelson 18,485 
Carlon Products Corp. ........cccccce 35,107 
ER, eee 27,716 
Nicholson File Co. .....cccccccccscssseneees 31,041 
Minnesota Farm Bureau 32,160 
Pacific Coast Borax Co. ....cccccccn 15,499 
Mullins Mfg. Corp. ...cccccccccccccnens 37,184 
Our Own Hardware Co. «0.0.0.0... 24,613 
Florida Citrus Commission F —_— 
33,100 
12,443 


43,458 
19,126 


I i ila, 
Kalamazoo Vegetable 

PE SIS ccnicescsanssncnonandbininn 
Field Enterprises 
Pfaaf Sewing Machine Co. ............ 
Favitless Starch Co. ..00.sccccccesccesssess: 
Brown-Wallace 
American Chain & Cable Co. ........ 
IED EL TIL: si siversntascctsitaindeiiasecie 


27,100 


eT 
PUY MINIS MII ncomcsviscsnicosesasvesoscetes 
Interstate Nursery Co. o.......ecccccens 
McGrow Electric Co. ............. 
Eclipse Lawn Mower Co. .........0.000. 
Mid-Western Industries 

Keen Poultry Equipment Co. .......... 
Paxton & Gallagher 

BD BI GD daccebnccccocenentnctensees 


Thos. Leeming & Co. o....ccccccccccecsees 
Independent Hardware Retailers .. 
Ben Franklin Stores 

* Miscellaneous 


* Represents all ads smaller than 56 lines which are not classi- 
fied. 


Baxter Is Elected Head 
of New Chicago Copy Club 

Jack Baxter, vp of Earle Ludgin 
& Co., has been elected president 
of the Chicago Copy Club, a new 
group formed in cooperation with 
the Chicago Federated Advertising 
Club. Other officers chosen are 
Gordon White, vp and copy chief 
of Batten, Barton, Durstine & Os- 
born, vp; Margeret Carson, Foote, 
Cone & Belding, secretary, and 
John Jameson, George H. Hartman 
Co., treasurer. 

A capacity crowd of 230 copy- 
writers attended the first meeting 
of the club last week, and refunds 
were made to an additional 104 
for whom there wasn’t room, ac- 
cording to Mr. Baxter. A panel 
consisting of William Tyler, vp in 
charge of copy, Leo Burnett Co.; 
Mr. White; Frances Kennedy, vp 
and copy director, Dancer-Fitzger- 
ald-Sample, and S. R. Bernstein, 
editor of ADVERTISING AGE, com- 
mented on projected examples of 
ads and tv commercials. The group 


Columbia Starts Ad Seminar 

The American Press Institute of 
Columbia University starts its fifth 
seminar for advertising executives 
Feb. 11. Two weeks long, the sem- 
inar is being attended by 27 news- 
paper advertising directors and 
assistant directors who come from 
15 states, two Canadian provinces 
and Alaska. 


CBS-TV Appoints Two 

Edward J. Montagne, formerly 
supervisor of film production of 
CBS Television, New York, has 
been appointed to the new post of 
executive producer in charge of all 
film operations for the network. 
W. Spencer Harrison, previously 
vp in charge of legal and business 
affairs for CBS-TV, has been 
named vp and business manager of 
talent and contract properties. 


Asheville Paper Names Ward 
The Citizen-Times, Asheville, 
N. C., has named Ward-Griffith 


will meet for dinner the first Tues-| Co., New York, its national adver- 


day of each month. 


| tising representative. 


Jennings, Quintero Merge 

Publicidad Jennings, Havana, 
has absorbed by merger Publici- 
dad Quintero, also of Havana, fol- 
lowing the retirement of Ramon 
Quintero, founder of the latter 
agency. Raul Quintero, son of the 
founder, has moved to Jennings. 
Publicidad Jennings is owned by 
Bernard Jennings, who was for- 
merly with McCann-Erickson in 
Havana and Buenos Aires, and be- 
fore that with Batten, Barton, 
Durstine & Osborn in New York. 
He started his own agency five 
years ago. 


Norman Pader Is Named VP 
Norman H. Pader, formerly di- 
rector of radio and television of 
the American Heritage Founda- 
tion, has joined Continental Public 
Relations Inc., New York, as vp. 


Wittner Names Halperin 
Emanuel Halperin, president of 

the Simon Halperin Corp., real es- 

tate management concern, has 


| been appointed treasurer of Fred 
| Wittner Advertising, New York. 
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S 6©6NO OTHER PROMOTION CAN DO SO MANY 
B THINGS FOR YOU...S0 WELL...FOR SO LITTLE 


... NEVER TO BE OVERLOOKED OR FORGOTTEN. 


SPECIAL ATTENTION oF 


EMPLOYEE RACK PROGRAM ADMINISTRATORS 
PERSONNEL DIRECTORS 
PUBLIC RELATIONS DIRECTORS 
RECREATION DIRECTORS 


Encourage greater cboperation, teamwork and efficiency among your employees 
by distributing copies of Baseball Facts through reading racks, pay envelopes 
or mailing to their homes. 


Personnel men report no other booklet is more eagerly looked for and valued 
than Baseball Facts. 


ORDER COPIES IMPRINTED WITH YOUR COMPANY NAME FOR EACH 
OF YOUR EMPLOYEES. 


YOUR EXCLUSIVE FULL PAGE ADS ON THREE COVERS .. . AND 
YOUR NAME IMPRINTED ON THE FRONT COVER WILL STAND 
OUT LIKE AN AD ON THE FRONT COVER OF YOUR PHONE BOOK 


YOUR OWN FRONT COVER DESIGN, IF YOU FURNISH THE PLATE. 


ADVERTISERS CALL THIS BOOKLET. ..“THEIR LITTLE AMBASSADOR 
OF GOODWILL”. . . BECAUSE IT CREATES PROSPECTS, GOODWILL 
AND SALES...WITH LONG LIFE REMINDER ADVERTISING... FOR A 
MERE FEW PENNIES* APIECE. 


GIVE YOUR PROSPECTS, CUSTOMERS AND EMPLOYEES A COPY OF 
THE NEW 1957 EDITION OF THE FAMOUS ORIGINAL BASEBALL 
FACTS... THE GRAND DADDY OF THEM ALL! 


THE FIRST...THE BIGGEST AND BEST OF ITS KIND...AT ANY PRICE! 


NOT JUST ANOTHER THROW-AWAY SCHEDULE PAMPHLET... NOT 
A PHOTO BOOKLET...BUT AT NO GREATER COST YOU GET A COM- 
PACT, AUTHENTIC, FACT FILLED POCKET SIZE BASEBALL ENCYCLO- 
PEDIA. 


52 PAGES (4x7-1/8)— PACKED FULL OF BASEBALL FACTS AND 
EXCLUSIVE FEATURES EVERY FAN WANTS. 


PARTIAL LIST OF CONTENTS: 


1957 Playing Schedule of Major and Minor Leagues . . . with Major team data 
... home schedules . . . game information . . . ballpark diagrams .. . rosters . . . 
club records ... prospects for 1957 . . . rookies to watch and “inside” dope . . . 
Baseball's exclusive circles . . . Hall of Fame . . . most valuable player awards 
... Major League Club records since 1930 . .. World Series records and pennant 
winners since 1901 . . . All Star Game results . . . plus many other important 
items of information. 


ITS DIFFERENT BECAUSE IT’S WRITTEN, COMPILED AND PROOF- 
READ BY A NATIONALLY RENOWNED SPORTS EXPERT . . . CUSTOM 
DESIGNED FOR YOU AS THOUGH YOU PUT IT OUT YOURSELF. 


SOLD TO ONLY ONE ADVERTISER IN ANY LINE OF BUSINESS FOR ANY 
MARKET. 


GET THE EXCLUSIVE FOR YOUR BUSINESS OR INDUSTRY BY ACT- 
ING QUICKLY. 


DELIVERY BY APRIL 10TH ON ORDERS WITH OK’D AD COPY RE- 
CEIVED ON OR BEFORE MARCH Ist. 


* * @ 
* PRICE AS LOW AS 5¢ EACH IN QUANTITIES OF 100,000 . . . LESS 
FOR LARGER QUANTITIES . . . AVAILABLE IN QUANTITIES OF AS 


LOW AS 500. 

For FREE samples and prices Phone: YUkon 6-7795, 
New York City or 

FILL OUT and MAIL .. . Season starts April 15th 


ic H. Pearson [1] Famous Original Football Facts * 


i 

| 
— Park Avenue C] Boxing Booklet : 
, New York 17, N. Y. ' 

Bowling Booklet 

Please rush, without obligation, sample > Dac ; 
g and prices of your BASEBALL FACTS ["] Baseball Guide For Boys 1 
g for 1957 . . . also samples of the following ' 
Esales producing booklets, as checked. [-} Baseball Coin Bank : 
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PRODUCED BY C. H. PEARSON... THE ORIGINATOR OF SPORTS ADVERTISING BOOKLETS. 
PIONEER OF SPORTS ADVERTISING... . SINCE 1935. 
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Represented by Sawyer Ferguson Walker 


ieee ae ee ee er eS Ae ores Bete, cnt ee i, ol amet ee eeerer ert he I a a ee ve 
eereer eae hey 3 tere ee et Ne SE ee Sj edees i aa ete se 2 al Nie coe Id a co ne oo ae. ere oe rere es ee shi ical Side + SSS sry 
oe Se ehcaae oo. Pe ag ee. oe ee sieeaaic rae a ae ot a aS oe, raat : Panag se ee ee ea oe eee Sag : Pou 2 se wee ie ae Gs Si eae | ane eee oe gee 

a ; a ae eee: ee ee” eS ee ae oe af Ne Een he TR in ee (Wei ae ee Pe ae ie ks Sn ae eee Riper oat Ge OE 

ee ee ee ee of Fae Ra” a airree 7 Bee tars | ae ae He ee ee ie oe eae eS ee ei aS < alles eee ee ee 

po , . a 

4 
e- 
ne 
en 
. oe 
; aoa 
; ; " 2 nob , , ’ ; 
« < < “ j y < ‘ 7 
C. } V ‘ aad 
sehen 
, sen 

Toe Be hal 

tes oS 

per ie a cee 
— or epene 
ie SE te Oe ae 

N SS Pein Peet ory sib 

Te ~ at eer ee ate f nen ey Ae ! oS 

ah Ne apt TBs - witg a Baeteho ret eohy & os 3 Sen 

ee ¥ 4, or a sha ae: ~ . Fen iss tPF ae 

Pree \' wa Te ? vache . ae —— CAE Stet Ses nie . eo! 

a \ ; eS sa SP bh 3 be. a Sa eae ae fae > . oe 

a iv ve ee en: b a tap. - e ~ oo : tS oy 72> “ +» lee oe ° cial 
: ' nee ae ee ge ne a eae Re : oe 
. weeks Ne: pe fa ni S ah = , r A Fae Re Fe x . f ; Bo 2 a og ms 

Fp pation Ee" c ope Fa parce on Bee 2. SS Ne FF NEE SS : AE ERS MAY : on ee, . “— 

“ae ner = . eeebeg Jf) =~ Clee eS ~ oe Yee ros $ Nee es , wT; * pe > ae 

Pie. pas ot Oh ca ee Was Gieny Etatins SEE on See S See ia r ize ‘aa oes Re 2 Ee 

a ao ¥ t ke as r ; a ; eg 

% S08 6 Sana a , i ieee J Peey . re |. LS eS eae. See ( 

Aa ok Se 4 : ade ee : a ae io * Tec ee 

Sh A | ol > a ies ae oe ee aus ws “Tg hae xe t ‘ , Leta 

a > OS» “ee | * ee 7 a eee Be 0” $ es 
ian 4 magia ‘ - - TS ee ae we <3 ed. . fen > es 
oreo | ee > we: & % * if _ rs , “ 2p hc ‘ oe es ~ Ego > | 5 ome 

he Fy LA 2s . eel pe By : rd ‘Ae 2 ts =) he : " : 

poe pes ee | Oe seis ¥ ; rapa ic te we q yy, oy hota 2 Seis 4 i eres 

te te a Pa eS . 2 ease 4 
= < ¢ es nies : a a Pon aN eR SO ees hey ; Hy Co ae Rie <a : Pee 

’ ‘ ee as L eae See ES ne TEA Pap ees: : . 2 ae Laeceee ; 2. 
7 at ee x ~o ~~ “% SP eae “7g 2 aka’ i. a - v4, a4 Boy > oo SO 7 
: ee , Sa irae +S See eee MRR EL Se LSS ™ oo Se in: Bite Tipe Y ‘ ee 
ll ta te ae Sa ia eS Nn SAE leew ge sect Se NS Sis - ae . Pa Bee Du ee : “f 
: a ie 3g ae PSN Oe esas ei PERT Rae | -, 9 le REE Bike 3s 5 3S Te ee 
‘on vie ey ad j - f55 = RP RA ee Se - eed: erty _ Eee | Pees ae ted ope oe . ee 205 } F 2 
” . i Gee “ ad haa er eae (on bon a) ~~ pent = J 7 “eC Oe OS, gy Pus “4 Ss eee , AE #4 + vor 7 aye F we j f. : ae 
7 iy ‘ are eee  oeeehesc oe OZ on oe Fm oee Sa eR ~ - ¥ Beant oe ‘: eae pest £ J ho 
2 " Bi Bion iy as eee eee eno yt ee a ae ’ ae. = ° = ey Citima , : i 
“ 4 7 es i ae) ey ‘pages e oe Seas) P BS Pee oe jako ~ "aa Seat oe bd tae 
a ‘ oe ee fA ke ae Pree et ee mie 4 ren ciate “4 Z Sy fe ae eat 
se } oe ES ull SES IPO AL im : Mar 3 Sy esee ye ae ae Re 
2a " “cag tae NS GS gine aaketaania Se ee Ppa eens ES BRR Ae Se Bee 
ae b ea DEE ta IS eS ty my ee a Seat ae sae rots ie 
ag < ee - |, igs ee Pie > Pe Me ee pee, Pea test tons pee . ie 
ie 5 1 ee A A eee eae BO 8 AS : 2. 
ioe , SSeS >t oar he Sy Me vd tr oe aca og 2 ae oe aa 

Any : : ages a seN 0 Sa ck iar oe Sm gos Wi pues i SE a ee : ¥ FF; ng Y or 

spe . ) . ee ‘ype ae Bd Re > eh ce | rr : Be oy ce aR. Te} a ak Spigeys pe 

ees ‘ oe, ee Bitte tet Sige OL 8 0 PRE Se pe ak Sie | ee ” 
core * ¢* ne wee pare: “eed Pai “ ae Se ioe x Eee are a mee! Ron, Se ae é a Ahead es iw 4 f > > r _ 

co ae ¥ eh “ ARE ee a < be ‘ ie ad 5 ° ws ae < 

oe : Bi atta Sd aa en core oleae PaaS 8 as Bl tess NE RPS tee / : 

oe ; a » a 2h es Peete, FA ON REP at ae a) > Ere eee : Ri Se eee ’ iy 

ee  E f oe * sl ER Sa Mam aR SE 2 PEP Fas LER ESS eK Ba 
i > 3 , - " GS Se ere eter ae RR ae Oe ; es ees + eee ley SacAelr ‘ ei 
. 4 : ‘ ey Aye Sd aed eg > : os x 2 ~ Suv int 
3 ’ ry i OO . ‘ i SES Le ae ae 34 et ane es. | Goosen v Kat SF 3 ; Cea 
é Vo s Sig. ) ange mo es <? os xd * a>. « E ce rt. ae Paty oe Pp a 9 é 
\\ : OS DO | ki, Mf S —— tp eS . Ag ee eels ety, 8 
\ Dees a Ne pe goes 5 : 
§ ‘ z = . - By S Cot ae eo m 2S ~~. - x oie 
; a ate Ee os S 3 7 aa cp <> F eh. © 2 . ” 2 
m ‘g . 2 OS £ go Qe aS ai . ee 3 ae x ae DOS a. 
4 i ‘ So See Sea . aa e RAT aS rs Pi ¥ 

7 7c .. The, <a (<x hn con Pca ‘3 

Negi =~ rn ne eae € aoe ~~ 4} oa ——— 2 et ot Se ee Pe eee is 2 

iit \ vu ere eg a fa oa * Sie te * 358] ee 

a 4 . tees of > ay =A ule heat ae ~ 4 - ~~ * =~ ¢ he 
as 4 . } é Bort } 5 pe $ ‘a - “si ele ’ : ¥ x, sips ak ne ‘ 5 “>? o ose 2 t at ey ~- ‘ ae 
Ag \ . a pe ‘ it Seo FB a ie ee 2 ——* LPS : : ~“ = La ih ; ig83 Sa 2. Ge St > ¥, A ae 
Ve * “eee + "2 ee eal <i ; ‘ ." oh Ng ge, Oa. oy ¢ $3 fee - - on teael Syed, 

= ’ am, She Y ae ess iecSe tS Sere ‘ Pitts ene 
os ; c : ee ls - . ele an gat ee <5 ae ; : 

a . ™ OR et a | Be. os, < 
ee % : * aa 4 ae > evtels Z ete tlre Bae il * elas ag a £4 4 a 
pei: ‘eOF WA Se at tS af + oy : Je eS Pes SS ee 7 
ieee eh *s ae ms : . = “SD gepereeretene So SS rae ehy ‘es ? 

ag ae ig: fo M9 sea aa eee oF? 2 

as PBA TR Nant Sam \\) | SRS SS Se ea eeae ec, a bis 

oe \ RN ae “ | SS Say oe ew ae nee oo) 26a ae é ee 
a5 ty ae act ey er Ste. —- . ~ Aa = Pane eo eet Fe ELD De nny y ‘q ee, 
ae Ne \ " 4 kA — USPSA an If. , [ OS SON i Sp EY Epes ere eee ; , , ae 
mre : £ % ; AN VF - ~~ oes 1 ar Oy e 60 “o ic ‘i = * at Wi ree Sy eR Se " Ze es 
es : i KR , ee ht o ' 2° as “he Saige ct il to ee Me av = 
| Sa eee es So ac ~ LR ce 2 See eee 1 aa \ 3 
‘, an, “ : : . vw it yo Bix Tp ea pees > PRR = 
. SS - ey , - SERED EP Ae, ey eae : ? =a, 
& . 7 7) Se < 4 a ~ \ Go gies Sey aay S ag © pe ie aes”) a2 & ; Mee 
™ = oe <<a ‘ \ Re OF as OE BSP ES ase isa ‘ ea 
E | ee LC ann, — Gf SERS Ea RSG ° shia em BE. ; a 
Sr on 2 teen cai - Pet ie" “ er ERS res eee RS ena > i eee ee "¢ _ i 
oe roy ; Aerie ee \ \ le; MMe et OR oe Se na by fe 
rake +“ “ + <r i ~ { \ : ’ ET Aa ae RT Riya og > ares 
ee rae x. F Deg Jo 2a lees . ie . . en . ite Ys Ger PAs wN wy ie eee ‘ fess. 
ee a Be ° (SE AA ape ane | > ote , 2 
# aed Se ‘ ’ \ Oey se etreleg SOE SBE ei 
. < Tez , et et ae \ Se YS eae Se igh ae ’ ity ae: 
a ‘ x one acta oan , SS Px md x ae ; ; “Fs see rg. > o2 Se Sense << > eae 
2 Perit a ere, PSO. ~ ee eerie a Ave sts oa 
4, _ “> 4 — ei. Ve ed ‘eit ~ a: J < * te ST ane ho, y er Nh 
a® “4 oN, aa 46 Hl iy Seba ee ee: = : ABPAS tare 2° Se se va 
< é ae > € ler ae nS ee "AP na od Boe AS a Hpi ee Me oe ee oe ee = a: es 
a ; a4 Sees Sener .: aos a ephetesyeges ag, Piet: ge a CEA eeiret : + Bippie ae. 
= ae bs ine aa. : Abo 4 \ > ae eee) “ae ee Fo fe ba a, au : yo - a oe net re Leow ke. URE ‘4 ‘ iS ae 
eo fA es wigs Benig } ie BS 2 fa 4 a heed dhe sd nr + 2a “Eines SS seh es: Sher Pe Z's ; p "ae 

eer fi A ah are eee tine : ‘<s:3 ae “+ a na RS ‘ , ae / 4 

aa c a: Nie Sort > 5 Saar ont ’ =A se a eee eo Pre oe ane are MES nes SS 5 EE oe ; « gt a i 
al ee & See = - a). ‘da. fis... kin . oe, or, n eee AS a ‘a : Bax <a ir STF 3 GPa ce 4 < 4 : 

ae ae a MRO 7 ar cosd Te . ee 3 > E a # {ee 4 = 25 eee ~ , ries? es a eZ SEP 3 oar, J E 

Dahl = fA ev. Seen ¢ I pee ‘tone. (>) ee De ASA 5 Sete ees + . ee 

Hepes 68! Meee Bat re Sate lm ATSC, or , ieee: v5 ¥ 2 besa ee BS yeh x a == 

Sas {ae p Tare : a ee eae NN PP ae iy Nap a Oe ne de? mahal 

asc nis SL Se ae eo = ant, | eae ag et Fe OF Po ee ay uae 

ye . Tas Peer $e Sew 2k Ps ; 7 a. me - ee we ci eee oe aang: rs ny “" a 

0 ie “a » Me cal oS The — > Ye 5 < 2 > > q a she LSS SRS he ee te pe FI ie ee 

idee % xo nage a ot: ye a : Me a enh or) ent : “ee i 

ae “ya ves a 4 a : =a ea = IE iS rr oS : oat 

ee b SA ee oe SS oe : _ r OE} Speen Oo <3 Se ‘ ee 

pe Tae, Ae am Se kee x ‘ , av... MP , Saas Aes OST a; Sg : C * “e 

nae ¥ - — ‘ i. | J - s ame ce sig OEE See > : f. 2 

Bee eRe A ‘ a , Bet Cd whe hte RS 1G ne oA ‘ Ny y By 

biog +p a eros. a ’ fh" ; lees - oo 2. oa — > ety sae FR MOTE hoy ys 7 > ASE f . mn 5% d <: ie 

“ee ae \ ( t ote ro j : % pee =< ~~ ee os peas eo ots. ‘ Aas +e% er ee #5 a 

ne ‘ Ze ws 22! i oe \ < j ne b ¢ an we — rae oth > G eA Bat Agia. 8 re. oi = mee =. , +~ +4 Ss He 

a ee . », oa “Sag 7 :* y' #4 sate : MS ne 4 ae eS a B. >) Yor ke 

rues: *, Te ve ms aes - ee z aw bis tes Ct a Dice cons te 92 ane 

are a, Be 2a ip 4 Beeson \” : DA See CJ RIMES ee rat yt Siiaa ; a 

Patch ~ la 3 . % Bre : + Sey Dia « . Ae <—o “a JE So > ede. ae 2S ne = a P 4 Fie 

a TRS aa % ata —_—  - - ws afege 93 oa oe a ae aa ae 

oe ‘ao ee: - , ‘ f P 4) Ae ‘s Ope tagy tater at as eae Bets (Nee we ee 

ea alc y oe 3 —. - as “ C2 eee oa ‘5 Pt PYM hoe “a7 ce ih ha » aw at al et 
cee oe ‘ 3 Bip. + "Gy, fe ~ y Ef 2 oe : oe. ‘ - = ~~ es rete ee ees. ret re x : ; Same ne 

Re ie We '! > se Sar Br ; . ; he, . ; Eh A ae Py ee 8 ¥ 

refuse i gwen g-Ye < Se *) a <— _Le st ey a (eee a? UR —— ces 9 

‘ ; : - “4 2 —_ <—s 1 Bes eae pane 4 Jtiz, SS = = 

ahi te Be oa i. wt: fine w&, = “ -_" eto Giants a Te ao 4 i aed ve PS a t rai é 

Sade. at Ss roa . _ s & Se 53 : BSE > fe rat chen ‘ ‘ He Lect jas 

ne ea “Tit SSF bes > + 8 _ r 5 Janae. ~ eater pees oe M ean “ies 

fan? ot es & rs a ¥ “ae aA AE Le oe —— 54 

ae ; ax ss + waa SJ . . eas - |. eee a ase: MS Oe 2 ee eee nae 

a i? ‘ % s 29 ’ ae DE 4 ined ope _— toe So ‘ ae iu Ps eo 

i Fa : nog am Pn » Z Be es mes  . 7 . > af re eo pen a: ane » fee 

; 3 Bee: | ere rete Re wa # . ve 

5 “2 Sats : Sa git Ss ae a eg } ei Re) gee! Fe * Se a te aie ah ee ee age -- “ae 

3 EAS OF 5 = i Fe BO ne a GRAS Samet Wk wae ete ~ VED 5s 3 ie ia 

ear, Bey PZ ° "hee wee _ See é a on ee $e : - : & 7 

—e “ae Se: eee NG Sat, | re NC Nes a Gee | gslV % 

Baa od, cache ke Sort. we, Tid. , oe oan o> oe f no . oe Tae S on Se a. 

ae ee ee * Nate ieee, SQ OB eee ts. ; ae Ae | 8 a 
“ae BS i “8 “ress uae, Be es ewe) se “ga ie : ere <= Ba. 
sea on ’ te \ 4 . 44 : a 5 7 ed ioe : : “  fis% eet POO .. 

Sats pe we <2 tt “4 } » az ERS aoe e aig oy 2 ao” ae ee yen - | nN nt ae 

tent Se aN 2, “on re , “'.5 § ie - : a“ : mr ee os “a mare ELS 

eo oe Bates om: 7 ss 5 Ee cs ES 4 Saat “ees, * ee : ie aon he 

a Sree ‘7 . a Shige’ ae 4 fe’ y Pp . J a es Oa maar vat or ate he 

* a + a # s x es ee yan ‘od 4 , | bY. 4 4 = ah _ ~ Mil, 

pe “ESE | SS: ee J ee S| OM i fee pte nr aa 2 

etd tae > See: : wai eee si? jie LO eee 4 —_-" ee 

sae’ es <x » Taeses igen 6 ete ee cats es. tee Wi og > ele ; ~ ie 

a Re Bs Ss Sen re a yy ey SS . ) aa Se = " 
re > “. 0° eee eh ears Besta ne S eS 
ee oN. ne ae »* ? tigre (eS ATT Wigs. Kay ay iy, - -4 - my este ie ome — 

Bete, So Mieke erecta er a \ Lifes iP (ft ti ae Ss — : 
iy ioe ‘’ . a s ret oe ’ = sue rete 038 <4 pa ; 3g fo ane Pigs: Fe." wt ee , oe ts » CR 
: tf ee a all ro} iy 4 See ad . ; pos ny ee fale iAP Rate anes — 
: ’ —_ , 2 tA mat RENE Doetee” Samet se a ie mon ‘ ef aaa a ee 
— F peer ateeaem Sea a eeey Se.) 72S 
: Ma ol ro ; Se aaa Tr ee CORY ae ne eS an _ aie O32 ®, NC See. ‘ 
ag i fe ee C2 ee Bee ee i 
Aas : + ew ». Seen ae > aan ETERS 
: - ee ee ph a RS ee ay F StS Oe Sys " ? 
‘ ox A. PE i : Sarai * “ee * ~ eee Pol —_ “3 a 
a - * a | ae PEON. Ne : 
_ le eels a i i RT | . = >. a a bo £ s ecg : 
2 og =e ay SRR tesa? SEPSIS ; ea : 

peng ¢F i a) ‘ . Fe ae, a _ a : ak o> ae ; Lae 

static a r i— ao . ” . tee ry = Oe aa we, 

AAR Fe “oes eS 7 are : : oy 

a ae ~~ hi <e S Ste : ‘wa *' . i ie ane 

aoe a >). qxpieaiell “oe SRN , wv Mit ~ 

ieee = ete ages S viel ues 
ae 30058 ee SE : 

aes ad a i 

ee et S - 

s aaa Ls : 

sity! = 

Lear ee 

: 3 PO : a 

ers Se 

ae 2 

ak and 

ise? 
eee 

Ue age 

i Tos ie bs . . ° 4 . . a 

See RR eee Mette eeme cro Pome ROEM ReWT ES in mor yer ger Melt OY Sn El tea ee lee tay jae ad eae 5 aah ‘ OTM" {sea REY MEE eRe a er ee Me eee ae se Dnites 

Z Pt Caen ars Se a ey ae Pcl eres = ea Gea a a A ee = ee ws EP ey. aC ees, i Sees | og apelue age es Be es ee eh 

a: ae a geen rem ere, Sr ee ee mee aS | eee Stes Meee pee wa Ty ae Cet eae ene ee : SSE Fe ae ee ee ee ace Sl : 

ees sl eres age eg cate eee Oy ee OCC Wey rae she eens ae ee : : ane f : eee Ji ae ne ee ee : ee eee ES il 
| ge aoe ceca ee eee PC se Ns Pee) oe ll ee ce kt Sete ee ea ee Re ian ee eS ee eda ac Se.) ee ee oS ee : 

a eee oe ae fe eas Me ae oe Os keen ie it es Saree Gi Agee ee he ae TT oe Serer ee era toc eae Rips Pied at ae Sige Gees Py Hai al eee eee es Sei atria. ea. <i ete ees Sia y ee as 


